L7220
\l/’ IS.j'EM ‘\ﬂ International Scientific Journal of Engineering and Management (ISJEM) ISSN: 2583-6129
7 Volume: 05 Issue: 01 | Jan - 2026 DO0I:10.55041/ISJEM03341

=!’ An International Scholarly || Multidisciplinary || Open Access || Indexing in all major Database & Metadata

The Rise of Live Streaming Commerce A Comprehensive Analysis of
Platforms, Consumer Behaviour, and Market Dynamics

SUDEESH DANDE
Sudeesh.dande2002@gmail.com

Student of Dayananda Sagar business school Bengaluru
Guide: Dr. B.S. PATIL, Director

Patil@dsbs.edu.in

Director , Dayananda Sagar business school Bengaluru

Abstract

Live streaming commerce also known as live shopping is quickly transforming online shopping by fusing real-time video
with instantaneous purchase capabilities. With the help of websites like Taobao Live what began as a Chinese trend has
now spread throughout the world changing the way that companies interact with their target markets. Rather than perusing
static product pages viewers can watch influencers or hosts showcase products pose real-time questions and make
purchases all while staying in the stream.

This paper explores how live commerce has evolved, what makes it so effective, and why consumers are drawn to it. It
looks at key ideas like how trust is built through interactive engagement, and how certain features—such as limited-time
offers or engaging hosts—influence people’s decisions to buy on impulse. It also examines the role of technology,
including artificial intelligence and virtual try-ons, that make the experience smoother and more personal.

Alongside the benefits, the paper also looks at challenges, like concerns around privacy and the need for ethical marketing
practices. It wraps up with strategic recommendations for businesses looking to enter the space, and for policymakers who
need to ensure that consumer protections keep up with this fast-moving trend. Overall, live streaming commerce represents
a powerful mix of entertainment, innovation, and community-driven shopping that’s here to stay.

Keywords: Live shopping, Online shopping, Live streaming, E-commerce, Influencers, Product reviews, Real-time
buying, Social media selling, Customer trust, Online marketing, Shopping apps, Video selling, Impulse buying, Digital
shopping, Interactive shopping

1.Introduction
1.1 Background

Online shopping has changed dramatically over the last two decades. From basic product listings and digital storefronts
to mobile apps and one-click purchases, e-commerce has evolved to focus on speed and convenience. But one thing it has
often lacked is a human touch the kind of interaction you get in a physical store, where you can ask questions, get
recommendations, or see how a product works in real time. That’s where live streaming commerce comes in.Live
streaming commerce also referred to as live shopping combines online purchasing real-time communication and video. It
allows viewers to shop straight from the stream while watching someone (typically a host influencer or even a brand
representative) answer questions give exclusive deals and demonstrate a product in real time. The audience can chat ask
questions and make an instant purchase with a few clicks making it similar to watching a TV infomercial.
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China was where this trend initially gained traction particularly with Alibaba’s Taobao Live platform where influencers
would host extended streaming sessions and sell anything from kitchen appliances to cosmetics. It was successful because
it combined shopping and entertainment people watched because it was entertaining and interactive not just to make a
purchase. Sales resulted from viewers feeling included in the experience.

As live commerce became more popular in Asia, other regions quickly followed. Platforms like TikTok, Instagram,
Amazon Live, and YouTube Shopping began building their own live shopping features. The COVID-19 pandemic played
a big role in speeding up adoption globally. With people stuck at home and traditional stores closed, live shopping became
a new way to browse, interact, and discover products all without leaving home.

1.2 Significance

Live commerce is transforming how consumers shop and how brands sell and it is no longer merely a marketing ploy. In
a typical online store customers read descriptions and browse through pictures. They can ask questions receive prompt
answers watch the product in use and feel more secure about their purchase when they shop live. Instead of being a solitary
activity it transforms shopping into a two-way discussion.

Younger generations such as Millennials and Gen Z who are accustomed to social media influencers and interactive
content particularly find this format appealing. They view shopping as an opportunity to join a movement or moment
rather than merely making a purchase. They appreciate visual storytelling speedy communication and authenticity all of
which live commerce provides.

The advantages from a business standpoint are enormous. Companies are able to close deals more quickly establish
consumer trust and present their goods in a more captivating manner. Additionally they can obtain immediate feedback
about what people like what they don’t know and what questions they have. Real-time data like that aids businesses in
improving customer satisfaction and marketing.

The results speak for themselves. Studies show that live commerce can drive conversion rates of 10% to 20%, compared
to the usual 1% to 2% in traditional e-commerce. Customers also tend to spend more time on live shopping streams, which
increases brand visibility and improves the chance of a sale. In addition, smaller businesses and individual creators are
finding success through live commerce because they don’t need big advertising budgets—just a camera, a good pitch, and
a connection with their audience.

Technology is also making live commerce more powerful. Artificial intelligence (Al) can recommend products during a
live stream based on a viewer’s behaviour. Augmented reality (AR) lets users try on makeup or see how furniture would
look in their home. Features like instant payments and shoppable video links make it easier than ever to turn interest into
a purchase.But there are drawbacks to live commerce. Some individuals are concerned about privacy particularly when
real-time user data collection occurs during shopping sessions. Some are worried about influencers who are opaque about
sponsorships deceptive advertising or phony reviews. Companies and governments will need to establish rules as this
market expands to safeguard consumers while promoting innovation.

1.3 Research Objectives

The goal of this research paper is to present a thorough examination of the live streaming business phenomenon. The
study aims to advance knowledge of this new trends implications for businesses and consumers by looking at its many
facets. These are the research’s primary goals.

Analyse the evolution and key drivers of live streaming commerce: The paper explores how live commerce developed
from early experiments in China into a global industry. It investigates what factors technological, social, and economic
have contributed to its rapid rise and widespread adoption.
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e To understand the evolution of live commerce : Where did it start, and how did it grow? The paper traces its
rise from early success in China to its global spread, looking at what made it take off and how it's adapting in
different markets.

o To explore consumer behaviour in live shopping : What makes people buy during a live stream? The paper
examines the psychological factors at play like the fear of missing out (FOMO), trust in the host, and the
excitement of limited-time deals.

e To analyse how platforms and technologies shape the experience : Live commerce isn’t just about video; it’s
about seamless technology. This paper looks at how platforms like TikTok Shop, Amazon Live, and Instagram
enable shopping in real time, and how tools like Al and AR are enhancing the experience.

e To discuss ethical issues and future opportunities : While live commerce offers many benefits, it also raises
questions about privacy, transparency, and fairness. The paper considers these concerns and suggests how
businesses and regulators can support responsible growth.

2. Evolution of Live Streaming Commerce
2.1 Origins

Digital retail and real-time content engagement are revolutionarily combined in live commerce also referred to as live
streaming e-commerce. With this cutting-edge format brands influencers and sellers can broadcast live video streams to
advertise products and engage with viewers in real time. Live commerce is a potent generator of impulsive purchases and
consumer engagement because of its immediacy interactivity and entertainment value which set it apart from traditional
e-commerce.

The earliest examples of live commerce can be found in China in the early 2010s when websites such as JD. com and
Alibaba subsidiary Taobao Live started experimenting with live video as a way to increase conversion rates and improve
product discovery. These platforms made use of the enormous appeal of apps for short-form videos as well as the growing
power of digital content producers. The groundwork for contemporary live commerce was specifically established by
Taobao Live which combined product display inventory management and payment systems into a single interface.
Without ever leaving the app viewers could make purchases ask questions and get prompt answers during the live
broadcast. Figure 1 shows the explosive growth of live commerce in China between 2017 and 2022. In 2022 the market
grew from an estimated $19 billion in 2017 to over $300 billion making it one of the decades most revolutionary
developments in digital commerce.

This rapid expansion was supported by several converging trends: the widespread availability of 4G/5G networks high
smartphone penetration increasing consumer appetite for video content and the professionalization of online influencers
known as Key Opinion Leaders (KOLs). Soon after entering the market platforms like Kuaishou and Douyin (the Chinese
equivalent of TikTok) created robust algorithm-driven ecosystems that matched content with users according to their
interests and behaviour. Younger tech-savvy consumers who appreciate entertainment and authenticity are drawn to live
commerce in China in contrast to traditional television shopping channels. Hosts frequently use live giveaways product
demos and informal conversation to foster a feeling of community and urgency that encourages purchases. The COVID-
19 pandemic when physical retail was severely disrupted was a turning point in the popularity of live commerce. Farmers
retailers and brands all resorted to live streaming as a survival tactic. Businesses were able to reach customers directly in
their homes thanks to the digital format which also allowed customers to virtually experience some aspects of the in-store
experience. Because of this live commerce has transformed from a specialized innovation to a popular channel that is
utilized by both small businesses and large corporations. Live commerce has become a useful tool for market expansion
customer education and brand storytelling in addition to product sales.
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The stage is set for worldwide adoption as cross-border e-commerce platforms have started incorporating live streaming
capabilities to appeal to global audiences. Businesses in the US Europe and Southeast Asia are now investigating
comparable models as a result of Chinas success with live commerce. In conclusion live commerce swiftly became a
dominant sales channel after starting out as a creative fusion of digital retail and entertainment in China. Its focus on
authenticity speed and engagement has changed how customers engage with products and brands ushering in a new era
in e-commerce development.
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The growth of live commerce in China from 2017 to 2022 is depicted in this graph.
2.2 Global Expansion

The formats worldwide expansion was both sparked by and modelled after live commerce’s explosive success in China.
When Chinese platforms such as Taobao Live and Douyin showed how combining real-time video and e-commerce could
be extremely profitable Western tech companies and retailers started looking into similar models that were customized
for their own markets. This change revolutionized the way customers engage with brands and make decisions about what
to buy marking a major advancement in the global digital retail scene. With the release of Amazon Live in 2019 Amazon
was one of the first significant Western companies to embrace live shopping.

With the help of the platform brands influencers and sellers could directly display their products on Amazons shopping
website through live video streams. Without ever leaving the live stream viewers could read comments in real time watch
product demos and make purchases. Although adoption was slow at first the platform saw significant growth during the
COVID-19 pandemic when consumers reliance on online shopping increased dramatically and physical retail was severely
curtailed.

Amazon Live quickly developed into a tactical tool used by brands to simulate the in-store experience virtually particularly
on significant occasions like Prime Day and Black Friday. At the same time social media companies started adding live
shopping capabilities to take advantage of their enormous user bases and communities of content creators. In 2020
Instagram launched Live Shopping enabling brands and creators to tag products in live streams for instantaneous purchase
by viewers. Building on its Shopping tab and in-app checkout system Instagrams push into social commerce included this

© 2026, ISJEM (All Rights Reserved) | www.isjem.com | Page 4



7 X

Y1s3EmY, International Scientific Journal of Engineering and Management (ISJEM) ISSN: 2583-6129
Yo7 Volume: 05 Issue: 01 | Jan - 2026 DOI:10.55041/ISJEM03341

=!’ An International Scholarly || Multidisciplinary || Open Access || Indexing in all major Database & Metadata

feature. Facebook Live Shopping was a similar initiative that catered to entrepreneurs and small businesses by enabling
them to interact with viewers in real time while selling products. One of the most aggressive players in the live commerce
market is TikTok which introduced TikTok Shop to seamlessly combine shopping and entertainment in a mobile-first
environment.

Influencers and merchants can create live shopping events within the TikTok Shop app which was first introduced in
Asian markets like Indonesia and the UK. Products and video content can be connected and purchases can be made with
just a few taps. The algorithm used by TikTok which is intended to display highly customized content makes the platform
ideal for advertising flash sales and viral goods. Its ability to influence Gen Z and millennial consumers offers it a distinct
edge in promoting community-based marketing and impulsive purchases.

These innovations were accelerated by the COVID-19 pandemic. Brands and platforms had to reconsider their
engagement strategies as a result of consumers being confined to their homes and traditional retail struggling. Live
commerce filled the void left by in-person shopping by providing a transactional engaging and interactive experience. To
preserve client relationships and increase sales retailers in the grocery fashion electronics and beauty industries have
resorted to live streaming. Live commerce’s worldwide growth is indicative of a strategic change in digital marketing and
retail not just a passing fad. Real-time customer support social proof product demonstration and storytelling are all
combined into one experience. Live commerce is anticipated to develop into a key component of omnichannel retail
strategies as Western markets mature with growing investments in localized content technology integration and creator
partnerships.

2.3 Comparison to Traditional E-Commerce

Feature Traditional E-Commerce Live Commerce
Interaction Minimal High, real-time engagement
Entertainment Low High, dynamic content
Conversion Rate 1-2% 10-20%

The effectiveness and level of engagement of live commerce are far higher than those of traditional e-commerce.
Traditional platforms provide little interaction and little entertainment value but live commerce offers dynamic content
real-time engagement and a significantly higher conversion rate (from 1-2 percent to 10-20 percent). This interactive
model combines sales and entertainment making it an effective tool for contemporary digital marketing.
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Conversion Rate Comparison: Traditional vs Live Commerce

Traditional E-Commerce (1-2%)

Live Commerce (10-20%)

3. Theoretical Frameworks

3.1 Stimulus-Organism-Response (S-O-R) Model

A fundamental theory in marketing and consumer psychology the Stimulus-Organism-Response (S-O-R) model describes
how environmental stimuli affect internal states which in turn direct behavioural outcomes. The S-O-R framework which
was first created by Mehrabian and Russell in 1974 asserts that external stimuli (S) influence a person’s internal organism
(O) which comprises cognitive and emotional reactions and ultimately lead to a response (R) which is usually an action
like making a purchase. The S-O-R model is particularly pertinent to live commerce since it captures how digital
environments influence customer behaviour. A live commerce environment contains a wide range of stimuli such as
stream quality (audio and video clarity) host qualities (reliability skill and beauty) interactive features (live chat real-time
Q&A) promotional components (flash sales discounts) and platform aesthetics.

The consumers emotional arousal and cognitive processing are triggered by these environmental cues. In the S-O-R model
the organism is the viewers internal processing of these stimuli. In live commerce trust and excitement are usually the two
main emotional and cognitive reactions involved. Perceived host authenticity information consistency and safe payment
methods all contribute to the development of trust. Limited-time sales impromptu product demos and the dynamic nature
of in-person interactions all generate excitement. Consumer confidence perceived value and decision-making readiness
are all significantly impacted by these internal states.

The response the last component of the model represents the behavioural result impacted by the internal state of the
organism. This reaction in live commerce typically consists of a purchase decision though it can also involve sharing the
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stream liking the content leaving a comment or following the host. More viewers are likely to become customers when a
live stream is well-designed and elicits positive emotional reactions conversion rates are often much higher than in
conventional e-commerce.

According to empirical research using the S-O-R model in live commerce an organisms emotional state is positively
impacted by the streams vividness and interactivity which increases engagement and purchase intentions. A hosts ability
to respond to queries in real time show off the product and respond to audience feedback for instance creates a feeling of
social presence that strengthens emotional ties and trust. Additionally the model highlights the significance of contextual
elements that can moderate the strength of the stimulus-response chain such as platform credibility and brand familiarity.
To get the same emotional and behavioural response as a repeat customer on a platform they are familiar with a new user
on an unfamiliar platform might need more powerful stimuli.

To sum up the S-O-R model provides a solid theoretical foundation for comprehending the psychological processes
influencing customer behaviour in real-time commerce. Brands and platforms can successfully affect viewer emotions
and raise the chance of conversion by optimizing the environmental stimuli such as boosting host credibility improving
stream quality and encouraging real-time interaction. In addition to offering marketers practical insights for utilizing live
commerce as a high-impact sales channel this model highlights the significance of emotional engagement in the digital
shopping experience.

Stimulus Organism Response
(Environmental Cues) (Emotional & Cognitive Response) (Behavioral Action)

v

3.2 Technology-Context-Culture Model (TCCM)

The Technology-Context-Culture Model (TCCM) is a conceptual framework that describes how technological contextual
and cultural factors interact to affect how innovations are adopted in various geographical areas. When used in live
commerce TCCM draws attention to the wide range of variables that affect its potential for success or failure in different
international markets. The fundamental idea behind the TCCM is that user behaviour and platform outcomes are shaped
by the interaction of three pillars: technology context and culture. No single factor alone determines technology adoption.

The infrastructure and equipment that enable live commerce are referred to as technology. Availability of 4G and 5G
high-speed internet smartphone adoption live streaming platform quality payment gateway integration and data analytics
capabilities are all examples of this. Live commerce platforms benefit from ubiquitous access to smart devices and smooth
mobile connectivity in technologically advanced regions such as the US or South Korea. This makes it simpler for users
to interact with live streams take part in chats and make purchases in real time. On the other hand even though user interest
in live commerce is high adoption may encounter difficulties in areas with low smartphone access or internet penetration.
The Context dimension takes into consideration socioeconomic and regulatory elements like population density
government regulations national income levels and consumer confidence in digital platforms. Digital payment integration
into live commerce systems for instance may encounter resistance in nations where cash-on-delivery is still the norm.
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The way live streams are carried out and made money from can also be impacted by laws governing data privacy import
limitations and advertising. An ecosystem that supports live shopping has been established in Southeast Asia thanks to
fintech development and contextual assistance from government smart retail initiatives. An important factor in
determining user preferences and engagement styles is the culture dimension. Cultural elements include the way society
views influencers how people shop how people communicate and how important entertainment is to day-to-day living.
Live commerce is firmly ingrained in Chinas culture of trust in Key Opinion Leaders (KOLs) and community-based
decision-making. In contrast consumers in Western markets such as Germany or France might value privacy more and
show less interest in impulsive purchases that are advertised through entertainment channels.

Therefore whether or not viewers find live commerce to be legitimate entertaining and valuable depends on cultural
expectations. The pace and type of adoption are determined by how these three pillars interact.

The success of TikTok Shop in Southeast Asia for example can be ascribed to three factors: new urban populations with
increasing digital literacy (Context) sophisticated mobile technology (Technology) and a culture that values influencer-
based buying (Culture). In contrast live shopping has taken longer to catch on in the United States. S. can be connected to
fragmented platform ecosystems (Technology) cautious consumer behaviour (Cult

Technology Context Culture
(Platform, Devices, (Economy, Regulation, (Social Norms,
Infrastrlucture) Demog{a phics) Influencelr Impact)

l l l

[Live Commerce Adoption]

& User Behavior

In conclusion the TCCM offers a strong multifaceted perspective for comprehending variations in live commerce growth
around the world. It emphasizes for businesses the necessity of localizing strategies according to contextual realities
cultural quirks and technological readiness. For scholars and decision-makers it emphasizes how crucial it is to promote
digital infrastructure regulatory backing and intercultural comprehension in order to facilitate inclusive and sustainable
innovation.

3.3 Trust and Flow Experience Theories

Two essential psychological components that support live commerce’s success are flow experience and trust. All of these
theories work together to explain why customers participate in live shopping streams and make impulsive purchases while
doing so. Trust is the primary factor in consumers decision-making when they are unable to physically touch or inspect
products. Meanwhile live streaming’s immersive quality induces a mental state called flow which promotes impulsive
behaviours and emotional engagement. Have faith in Live Commerce.
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In e-commerce trust is frequently described as the readiness of buyers to expose themselves to a seller on the basis of the
sellers expected honesty and dependability. The real-time high-engagement format of live commerce makes this idea even
more important. Because the interaction is dynamic unlike when viewing a product page viewers continuously assess the
host or streamers credibility and dependability during the broadcast. Streamers use various strategies to gain trust. First
and foremost authenticity—the feeling that the presenter is not merely reciting a script but actually believes in the output—
is crucial. Hosts who openly discuss product flaws share personal experiences and communicate consistently are more
well-liked by viewers. Furthermore openness fosters trust.

This entails providing live demos answering user inquiries truthfully and clearly outlining the features of the product.
Viewers are more at ease and inclined to purchase from streamers who avoid using excessively promotional language and
engage with the audience directly. Another crucial element is the quality of the interaction. Customers feel valued and
acknowledged when questions are answered in real time live comments are answered with the viewers name and
comments are acknowledged. As a result the experience becomes a trusted peer recommendation rather than a sales pitch
fostering a social bond that transcends a business transaction. Experience of Flow. According to psychologist Mihaly
Csikszentmihalyis theory of flow a person can become completely absorbed in an activity and experience a highly
engaging and pleasurable mental state.

A flow-friendly environment is produced in live commerce by combining entertainment in-the-moment interaction
product storytelling and time-sensitive promotions. Users who are in a state of flow during a live stream feel more involved
have a diminished sense of time and are less critical or cautious when evaluating products. Impulsive purchases may result
from this intense enjoyment and focus particularly when supported by social proof (e. g. 3. One hundred people just
purchased this item) and scarcity strategies (e. g. G. Just five things remain!. Moreover trust and flow work especially
well together.

Trust provides the mental confidence required to act and flow produces the emotional connection that makes buying feel
satisfying and instinctive. Live commerce is distinguished from traditional e-commerce by this dual mechanism which
does not offer emotional immersion or real-time interaction. .

In conclusion two of the most important factors influencing consumer behaviour in live commerce are trust and flow.
Flow promotes involvement and impulsivity while trust lays the groundwork for credibility and dependability. Live
commerce platforms can greatly increase viewer retention brand loyalty and sales conversions by cultivating both aspects
through captivating hosts open communication and interactive design.

4. Platform Characteristics and Functionalities

4.1 Information Quality

Information quality is crucial in influencing consumer perceptions fostering trust and influencing purchase decisions
during the digital shopping experience particularly in live commerce. Live commerce offers a real-time dynamic
environment where information is presented through both visual and verbal cues in contrast to traditional e-commerce
where users rely on static product listings. The shopping experience may be improved or hampered by the information’s
presentation richness accuracy and clarity. Essentially information quality is the degree to which the data being presented
meets the needs of the user in order to make a decision. Customers greatly depend on the host to convey important product
details in live commerce.

This covers the prerequisites (e. g. A. size colour and functionality) as well as information on how to use it costs sales and
availability. Users can more easily assess the product without having to physically interact with it when it is presented in
a clear consistent and current manner. The viewer is given useful sensory information that is normally not available in
standard e-commerce such as when a host shows how a device works or displays the texture of fabric in various lighting
scenarios. Accuracy is a crucial aspect of high-quality information. False or overblown claims can undermine user trust
and harm a brands reputation particularly in a live context where users can spot inconsistencies easily.
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Thus the host needs to be knowledgeable and open carefully striking a balance between honesty and persuasion. Use-case
examples side-by-side comparisons and thorough explanations boost the credibility of information and lessen dissonance
after a purchase. Visual clarity is equally important. Users can see the product in detail including its texture colour
dimensions and performance in real-world situations thanks to high-quality video streaming. Confidence in decisions is
greatly increased by this visual fidelity. Several camera angles close-ups and a well-lit setup all improve visual
representation and user satisfaction. The quality of the information is further enhanced by interaction. Viewers questions
can be answered instantly by the host guaranteeing that any knowledge gaps about the product are immediately addressed.

By allowing users to ask questions about particular issues or preferences this real-time responsiveness enhances
personalization while also improving the depth of information. During the stream the use of overlays and supporting
images has an impact on how well the information is perceived. Price comparisons time-limited countdowns infographics
and on-screen product features all act as visual aids to support spoken communication. By simplifying difficult
information these components keep viewers interested and informed throughout the stream.

Additionally high-quality information facilitates decision-making and lessens cognitive load. Users are more likely to
convert without second-guessing or looking for more sources when they are certain they have all the relevant and accurate
information.

This is especially crucial for impulsive purchases which are frequent in live shopping environments. In conclusion the
foundation of a successful live commerce strategy is high-quality information. In addition to aiding in consumer decision-
making accurate thorough and aesthetically appealing information improves brand recognition and lowers cart
abandonment. For each stream to provide clear convincing and reliable product communication platforms and streamers
must make investments in audio-visual production host training and content accuracy.

4.2 Functional Quality

The term functional quality describes how well a platform supports the main tasks of its users and how effective and
efficient its technical operations are overall. Because it directly affects the user experience and determines whether viewers
stay engaged make purchases or stop watching the stream entirely functional quality is crucial in the context of live
commerce. A strong technical base that supports smooth video streaming real-time interaction and easy transactions is
essential for a successful live shopping platform. The platforms streaming capability is central to its functional quality.

The platform needs to provide high-resolution buffer-free latency-free video because live commerce is a video-first
format. Any interruption to the stream particularly when hosts are responding to queries or making time-sensitive offers
can result in misunderstandings lost opportunities or even mistrust. Therefore it is crucial to keep up a reliable and effective
streaming infrastructure for both conversion rates and viewer retention. Furthermore a key distinction between live
commerce and conventional e-commerce is real-time interaction. Emoji reactions comment pinning live chat and question
filtering are just a few of the features that enable ongoing and significant interaction between the host and the audience.
These features must be scalable to thousands of concurrent users and function without lag. Missed responses interface
freezes or message delays are examples of this type of failure that can seriously impair the sessions efficacy and flow.

The platforms capacity to support integrated safe and varied payment methods is equally crucial. In the stream viewers
should be able to buy products using widely used payment methods like digital wallets credit/debit cards or UPI systems
(in markets like India). A smooth payment gateway lowers friction and increases the possibility of immediate purchases
by preventing users from being redirected to external websites. Transaction speed and reliability are further improved by
in-app checkout systems that offer order confirmations autofill and real-time discounts. Functional quality also includes
compatibility and responsiveness of the platform. Since mobile is typically the main access point for live commerce in
most areas the interface needs to be responsive and easy to use on a variety of devices. Quick loading speeds simple
navigation and easily accessible design elements (e. g. 3. support for multiple languages or voice instructions) are crucial
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for ensuring inclusive participation and catering to a variety of audiences. Backend scalability is a crucial component of
functional quality.

Flash sales influencer campaigns and holiday sales are examples of high-traffic events where the platform should be able
to accommodate user surges without experiencing any performance issues. Robust content delivery networks (CDNs)
real-time data synchronization and effective load balancing are necessary for this. In addition to enhancing user experience
backend reliability safeguards the platforms standing and the vendors source of income. In summary functional quality is
a strategic requirement for live commerce platforms rather than merely a technical issue. Platforms can accommodate the
dynamic fast-paced nature of live shopping by guaranteeing continuous streaming real-time engagement tools integrated
payment systems and mobile optimization.

In the live commerce ecosystem functional quality is a fundamental pillar of success because a well-functioning platform
fosters confidence facilitates smooth interaction and eventually boosts conversions.

4.3 Interactive Quality

The degree to which a digital platform permits facilitates and enhances dynamic engagement and two-way communication
between the user and the system—or in the case of live commerce between the buyer and the seller (or host) is referred to
as interactive quality. It is essential in determining user satisfaction impacting impulsive purchases and raising the
possibility of repeat business. The majority of interaction in a traditional e-commerce setting is static users peruse product
pages read reviews and occasionally send messages. Contrarily live commerce is essentially dialogic and depends on
responsive real-time interaction as its main tenet.

Live chat polls comment pinning live Q&A sessions emoji reactions and interactive product showcases are just a few of
the features that make up interactive quality in the live commerce space. These features are intended to create a sense of
community and immediacy simulate in-store experiences and shorten the distance between viewers and streamers. Real-
time interaction promotes emotional investment fosters trust and eventually influences consumer behaviour. Maintaining
viewer engagement is one of the main benefits of high interactive quality. Customers are more emotionally and cognitively
invested in a live shopping session when they actively participate such as by leaving comments on products answering
polls or asking questions. Especially for limited-time offers or exclusive product launches this engagement greatly raises
the likelihood of purchase.

Live commerce gives customers the confidence to act swiftly by allowing them to address their questions in real time in
contrast to static e-commerce which depends on thorough product descriptions and user-generated reviews. Furthermore
the psychological phenomenon known as co-presence—the sensation of being present with others in a shared digital space
is associated with interactive quality. Not only are viewers watching the host but they are also taking in the comments
queries and reactions of other shoppers.

Higher conversion rates may result from the sense of urgency and social proof that this shared experience creates (limited
items left and others are buying this too).

A Leading Example of Interactive Quality

TikTok Shop an integrated feature of the TikTok app that blends live video entertainment and e-commerce is among the
most striking illustrations of interactive quality in action. Brands influencers and content producers can host live shopping
events with TikTok Shop allowing users to watch product demos ask questions and make purchases all within the app.

The ecosystem provided by TikTok Shop is very interactive. The host can discuss products while pinning them on the
screen during a live session. Viewers can read more information and make an instant purchase through in-stream checkout
by clicking on these product cards. There is no longer a need to open a separate tab peruse a different catalog or finish a
multi-step checkout process which removes traditional barriers to online shopping. Real-time video content is
superimposed over the entire shopping experience. Furthermore TikTok’s algorithmic curation makes sure that the
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appropriate content is seen by the appropriate users making live streams more relevant. For instance a person who is
interested in beauty products is probably going to see live commerce sessions with interactive skincare or makeup tutorials.

While being guided by the influencer comment sections turn into vibrant communities where users exchange opinions
contrast experiences and promote purchases. Promotional countdowns flash sales spin-the-wheel giveaways and voting
for the next products to be demoed are some more interactive features. Compared to non-interactive videos these
components frequently double or triple average session durations by gamifying the experience and maintaining attention.
In order to guarantee that viewer inquiries are answered and the live chat stays orderly and spam-free TikTok Shop also
incorporates automated responses and moderator tools.

Interactive quality’s effect on consumer behaviour:

According to studies interactive quality raises emotional engagement which boosts client loyalty and satisfaction.
Customers form favourable opinions of the host and the brand when they feel heard seen and responded to during a live
session. More repeat business increased word-of-mouth recommendations and increased brand trust can all arise from
this. Conversation in real time also lessens hesitancy to buy. Viewers have the option to ask the host for clarification right
away or even watch a live demo that addresses their concerns rather than delaying their decision to investigate a product
or read reviews later.

Catching impulsive buyers who might otherwise leave the stream without acting is made possible by this immediacy. The
community effect produced by the interactive layer makes users feel as though they are a part of a live event. More than
traditional marketing strategies this sense of belonging can increase brand affinity and foster loyalty. Some platforms blur
the distinction between collaborator and consumer by enabling devoted viewers to co-host future streams earn rewards or
unlock exclusive products. .

Designing for High Interactive Quality

Platforms must be designed with user experience scalability and responsiveness in mind to guarantee high interactive
quality. With support for emojis mentions and filters live chat should be quick and simple to use. Managing chat flows
juggling presentations and engagement and personalizing responses when feasible are all skills that hosts should be taught.
Given that smartphones are used for the majority of live commerce visual clarity features like pinning comments and
showcasing product tags must be optimized for mobile devices. Platforms must also have moderation tools in order to
prevent spam and toxic interactions which can detract from the user experience.

Adding gamified elements responsive animations and poll or rating links can all improve user engagement. In conclusion
live commerce relies heavily on interactive quality. In addition to fostering community and facilitating real-time decision-
making it turns passive viewers into active participants.

Layered interactivity product integration and frictionless purchasing are examples of how platforms such as TikTok Shop
can transform the e-commerce industry. Prioritizing interactive quality will be crucial for grabbing customers attention

and producing significant results as live commerce expands internationally. .

5. Consumer Behaviour in Live Shopping

5.1 Impulse Buying

Impulse buying is the term used to describe the impulsive unplanned choice to buy a product right away after seeing it. In
contrast to logical decision-making it is primarily motivated by emotional triggers and frequently impacted by contextual
elements like excitement urgency or social cues. Impulsive buying is even more common in the digital age especially in
live commerce because of how interactive and captivating the format is. By combining shopping and entertainment live
commerce creates an immersive experience that raises emotional arousal a major trigger for impulsive behaviour.

Real-time viewer interaction captivating storytelling captivating hosts and live product demonstrations can all greatly
improve a consumers emotional state. The traditional methodical assessment process that customers go through on typical
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e-commerce platforms is frequently circumvented by this emotional stimulation leading to more impulsive buying
decisions. Scarcity marketing is one of the most effective live commerce strategies for encouraging impulsive purchases.
To evoke a sense of urgency stream hosts frequently employ phrases and visual cues such as Only 5 left! Hurry limited
stock! or Flash deal ending in 2 minutes! instead. Particularly for viewers who are already emotionally invested in the
product or the host FOMO (fear of missing out) on a good deal causes them to act right away.

These psychological pressures caused by scarcity cues promote snap decisions eschewing thoughtful consideration in
favour of immediate satisfaction. Social proof is another important factor influencing impulsive purchases in live
commerce. Users are more inclined to follow suit when they see other people post comments compliment the item or
mention that they have already bought it. Comments such as Just bought it! or Can’t wait to try mine! boost the products
perceived dependability and popularity. The notion that the product is desirable and in demand is strengthened by the
presence of a sizable attentive audience. Undecided viewers are frequently pushed over the edge by this social validation
leading them to make a purchase even though they hadn’t planned to. Furthermore live commerce frequently uses
gamification elements like time-based incentives lucky draws and giveaways.

These components excite users and motivate them to remain attentive during the entire session. Users who spend more
time on a stream are more likely to buy something especially if they think they might win something or get first dibs on
sales. This makes it more likely that people will make impulsive purchases in the future motivated more by feelings of
excitement than by need. Impulsive buying is also facilitated by the trust factor. Live hosts who seem genuine informed
and approachable are more likely to be trusted by viewers. An enthusiastic product endorsement from such a host can take
the place of the customers own investigation.

Viewers are more likely to act right away if the host gives a live product demonstration responds to questions immediately
and shares encouraging comments from prior customers. Psychologically speaking the quick-paced aspect of live
commerce reduces the mental obstacles that are usually associated with shopping. Less time is available for comparing
options reading in-depth reviews and second-guessing. The setting promotes rapid thinking and emotional reactivity
particularly when shopping is combined with time-limited offers and vibrant displays.

Impulsive purchasing can boost short-term sales for platforms and brands but it also emphasizes the significance of ethical

responsibility. Inappropriate use of scarcity cues or pressure tactics can result in returns buyers regret and harm to the
reputation of the brand. Platforms need to strike a balance between sales tactics product accuracy transparency and
customer service in order to sustain long-term trust. In conclusion live commerce greatly increases the likelihood of
impulsive purchases by combining social validation urgency emotional engagement and interactive elements.

The combination of these factors makes customers feel pressured to take prompt decisive action. Impulsive buying is a
potent but controllable driver of live commerce success when these tactics are applied correctly as they can produce a
satisfying experience for both buyers and sellers.

5.2 Trust Building

Trust is a fundamental component of all forms of commerce but it becomes even more important in live commerce where
decisions are made quickly and transactions take place in real time. Trust influences whether a viewer remains interested
thinks the product is real and eventually feels secure enough to finish a purchase. Because live commerce frequently
functions without the tangible cues of in-store shopping it is critical for platforms and sellers to establish and preserve
trust.

Trust in live commerce is built on a number of interconnected pillars including open communication third-party
verification and platform reputation. The perceived risk that customers experience when making purchases online without
physically handling or testing the product is reduced by each of these factors. Clear and open communication. The hosts
open and honest communication is one of the fastest and most effective ways to establish trust. Live commerce in contrast
to static product listings provides a human voice and face that can instantly explain illustrate and validate the products
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worth. Clear accurate information regarding product features costs return policies and any potential restrictions is provided
by a reliable host. In addition to avoiding overhyping products they candidly address viewer concerns and acknowledge
when they lack an answer. Users tend to view live sessions with user-generated questions candid feedback and live Q&A
segments as more credible.

When a host addresses their questions directly and treats them like important participants rather than passive viewers
value that. This two-way dialogue encourages users to trust the product and the person presenting it by fostering an
atmosphere of candour and openness. endorsements from third parties. Third-party endorsements like influencer
collaborations customer reviews and testimonials are another powerful tool for establishing credibility. In live commerce
this frequently manifests as partnerships with influencers or Key Opinion Leaders (KOLs) who have already gained
recognition in a particular niche. An authentic influencers endorsement of a product carries a lot of weight particularly if
they share their personal experience and conduct live demonstrations.

Adding screenshots of happy customer messages showcasing unboxing reactions during the live stream or displaying real-
time customer reviews all help to increase credibility. This type of social proof dispels doubt and verifies the product from
a variety of sources outside the host or brand. Furthermore the viewers confidence is increased when brand certifications
authenticity seals or third-party product verifications are mentioned during the stream. It gives them reassurance that the
product satisfies specific ethical or quality requirements like being cruelty-free environmentally friendly or officially
approved. platforms reputation. Another important factor is how trustworthy the platform is.

Trust is more likely to be placed in well-known platforms like Amazon Live TikTok Shop or Shopee Live due to their
solid infrastructure dependable refund procedures safe payment gateways and track record of handling customer
complaints. It takes more effort for new or lesser-known platforms to gain trust usually by providing exceptional customer
service open and honest business practices and a seamless shopping experience. Security and privacy features also have
an impact on platform trust.

A sense of security is enhanced by transparent data protection procedures safe payment options and simple order tracking.
On the other hand even if the host and product are otherwise convincing trust can be swiftly damaged by technical issues
subpar customer service or difficult return policies. The Consistency Role. Over time consistency in live streaming—from
host conduct to visual branding and stream quality—reinforces trust. Long-term credibility is established by a seller or
host who consistently shows up answers reviews and addresses user concerns. Like a favourite salesperson at a physical
store viewers start to depend on them as a reliable information source. In summary establishing trust in live commerce
involves several factors including platform integrity validation and transparency. Building trust promotes quick action
long-term loyalty and a decrease in the perceived risk of online purchases.

With the continued global expansion of live commerce platforms and vendors who make investments in mechanisms that
foster trust will be in a better position to turn viewers into advocates and repeat customers.

5.3 Psychological Triggers

Live commerce is an experience that uses a variety of psychological triggers to captivate convince and turn viewers into
customers. It is not merely a platform that facilitates transactions. These triggers enhance the live shopping experience by
appealing to our basic human emotions and decision-making processes. Live commerce platforms dramatically boost
viewer engagement and purchase behaviour by utilizing urgency entertainment and trust. Scarcity and Limited-Time
Offers. Scarcity frequently presented as limited-time offers is one of the most prevalent and potent psychological triggers.
A fear of missing out (FOMO) is induced by flash sales countdown timers and labels that read only a few left which
encourages viewers to take immediate action. Customers are more likely to make impulsive purchases rather than do their
usual research when they are informed that they only have five minutes to take advantage of a special offer or that a
product is selling quickly.

This urgency triggers emotional decision-making rather than rational reasoning. Because access to a product is limited
scarcity increases its perceived value. To increase the impact platforms frequently pair this with dynamic visuals like
countdown clocks and purchase notifications (Someone just bought this!). Interactive competitions and prizes.
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Gamification which includes viewer contests giveaways and live polls is also a powerful psychological motivator. These
components make the viewing experience more interesting and participatory by igniting enthusiasm and a sense of
competition. When there is an opportunity to win a prize or have an impact on the outcome users are more likely to stick
around for the duration of the session. Games like guess the price comment to win and vote for the next demo encourage
a light-hearted environment while boosting user engagement.

This increases the amount of time viewers spend on the platform and fortifies their emotional bond with the host or brand.
The prospect of receiving recognition or a prize during the stream boosts audience satisfaction creates a lasting impression
and promotes repeat attendance. Realistic storytelling. Authentic storytelling is arguably one of the subtlest yet most
powerful psychological triggers. Instead of just listing the features of the product successful hosts tell relatable tales of
how they use it on a daily basis. Shopping becomes more than just a business transaction thanks to this narrative approach
which humanizes the experience. Emotional storytelling helps viewers see themselves using the product by arousing
empathy and imagination.

A skincare influencer for example might discuss their own skin problems and how the product gave them more self-
confidence. Buying decisions can be greatly influenced by this emotional resonance especially in areas like fashion beauty
and health. Credibility and trust two important aspects of consumer psychology are also fostered by authentic storytelling.
Stories that seem real and natural tend to be believed by viewers. Customers are more inclined to believe a hosts
recommendation when they are honest about the advantages and disadvantages.

To sum up live commerce successfully uses psychological cues like scarcity interaction and emotional storytelling to sway
customer decisions. These triggers promote repeat participation increase session engagement and shorten the purchase
journey.

By taking these psychological aspects into consideration when creating streams platforms and brands can convert passive
viewers into engaged devoted clients. .

6. Role of Streamers and Influencers

6.1 Streamer Characteristics

A brands face in the fast-paced world of live commerce is its streamer or host. The success of a live shopping session is
largely dependent on their capacity to engage connect and influence viewers. Streamers serve as brand ambassadors
entertainers educators and trust builders in addition to being presenters. Consumer attitudes and purchase intentions are
directly impacted by streamer attributes like professionalism communication skills and authenticity as demonstrated by
research and industry practice. Being professional. The streamers preparedness presentation style product knowledge and
adherence to ethical selling practices are all components of professionalism. When the streamer comes across as
knowledgeable and confidently demonstrates products viewers are more likely to convert.

Streamers gain credibility when they are able to accurately explain product features compare alternatives and answer
technical questions. Being on time executing seamless transitions throughout the stream and minimizing technical issues
are all examples of professional conduct. Viewers may become frustrated engage less and abandon carts as a result of an
unorganized or inconsistent host. Furthermore a hosts professionalism includes maintaining composure under duress.
Although unexpected questions technical difficulties or critical remarks can occur during live streams a skilled streamer
manages these situations with poise and tact which further builds trust. Communication Skills. Perhaps the most obvious
and direct factor affecting viewer behaviour is the streamers communication skills.

Emotional appeal benefit highlighting and product feature explanation are all aided by passionate clear and convincing
communication. Tone tempo storytelling skills and the capacity to adjust to the linguistic preferences and cultural cues of
the audience are further components of communication. When it comes to live commerce effective communication is
reciprocal. Streamers are required to respond to viewer comments recognize specific users and provide prompt answers
to queries. Calling out usernames or answering specific queries are examples of personal touches that establish a
connection make the viewer feel appreciated and increase the likelihood that they will make a purchase.

© 2026, ISJEM (All Rights Reserved) | www.isjem.com | Page 15




2 e X

[ e o |

Y1s3EmY, International Scientific Journal of Engineering and Management (ISJEM) ISSN: 2583-6129
Wyl Volume: 05 Issue: 01 | Jan - 2026 DOI:10.55041/ISJEM03341

1 An International Scholarly || Multidisciplinary || Open Access || Indexing in all major Database & Metadata

When it comes to increasing sales streamers who can keep the audience entertained and educated at the same time do
much better. Genuineness. The quality that is most strongly linked to trust is authenticity. Viewers are frequently able to
tell when a streamer is trying to promote sales is too scripted or is not being genuine in a crowded digital marketplace.
Sincere streamers offer their personal experiences candid thoughts (even if they are a little critical) and products that they
genuinely support. Viewers feel more secure about their purchasing decisions as a result of this candour.

Consistency in behaviour across streams showcasing behind-the-scenes activities or displaying genuine reactions to
products are further examples of authenticity. These components make the host more relatable and create enduring bonds
with the audience which encourage repeat business and patronage. .

L0o- Figure 2: Key Streamer Traits Influencing Purchase Intent
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6 Influencer Partnerships

Influencer collaborations are now a vital component of contemporary digital marketing and their importance in live
commerce is even greater. Social media influencers are working with brands more frequently not only to increase visibility
but also to capitalize on the strong bonds of loyalty and trust that these figures have developed with their followers. Brands
can establish a more intimate captivating and significant connection with customers by utilizing the authenticity and reach

of influencers especially during live shopping occasions. In conventional advertising the brand serves as the primary
spokesperson.

The influencer however takes on the role of the products spokesperson in influencer-driven commerce. Increasing
credibility is largely dependent on this change in dynamics. Influencers are frequently viewed by consumers as
approachable people rather than as corporate spokespersons. Since their product recommendations are regarded as peer
recommendations rather than sales pitches they are much more convincing. Influencers existing relationships with their
audience greatly boost engagement and conversion rates when they go live to review or demo a product.

The capacity of influencer collaborations to deliver genuine narratives is one of their main benefits. Influencers provide
real-world context that static ads cannot frequently sharing how a product fits into their lifestyle. These unscripted and
intimate demonstrations draw in viewers whether it’s a fashion vlogger styling a clothing brand in real time or a fitness
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influencer promoting a new health drink while working out. Impulsive buying is greatly aided by this degree of emotional
relatability.

Through real-time interaction live commerce amplifies the effectiveness of influencer marketing. Influencers can interact
directly with viewers during live sessions answering queries clearing up misunderstandings and replying to comments in
contrast to static reviews or pre-recorded posts. Deeper engagement and trust are fostered by this reciprocal
communication. Viewers are more likely to take action when they believe that someone they look up to has heard their
concerns and is responding to them personally. Influencer collaborations provide a substantial increase in reach as well.
With the help of well-known influencers brands can reach new audiences without investing heavily in advertising because
they already have their own audiences. Through a tech expert who is well-liked by professionals or a beauty influencer
with a sizable Gen Z following the partnership guarantees that brand messages reach a specific and devoted audience
base.

These collaborations are now more successful thanks to platforms like YouTube Live Instagram Live and TikTok Shop.

With the help of these platforms influencers can incorporate shoppable links tag products in real time and employ
engagement tools like surveys and giveaways to increase engagement and conversion even more. Successful
collaborations frequently result in long-term brand ambassadorships in which influencers consistently represent a
company on a variety of platforms and campaigns.

The power of real-time engagement and the legitimacy of personal endorsement are combined in influencer partnerships
in live commerce to sum up. Businesses can create powerful live shopping experiences that increase sales establish
credibility and cultivate enduring relationships with customers by partnering with influencers who share their brand values
and appeal to relevant audiences.

7. Technological Innovations and Al Integration
7.1 AI Enhancements

The incorporation of artificial intelligence (Al) is revolutionizing live commerce as it transforms from a specialized trend
into a commonplace digital retail strategy. Through backend process automation user behaviour analysis and more flexible
customer engagement artificial intelligence (Al) technologies improve the effectiveness intelligence and personalization
of live shopping experiences. Real-time sentiment analysis dynamic pricing and product recommendations are just a few
examples of how Al is changing live commerce platforms to better serve both buyers and sellers. Personalized product
recommendations are among the most well-known uses of Al in live commerce.

Watch time clicks browsing habits past purchases and even chat exchanges during live streams are all tracked and analysed
by Al algorithms. Al systems can make real-time product recommendations to specific users based on this data either as
side banners or within the live video interface. Conversion rates are greatly increased by this personalization which also
raises user satisfaction. Al makes it possible to provide a customized experience where each viewer sees products that suit
their preferences rather than a generic catalog increasing the likelihood that they will make a purchase. Dynamic pricing
is another potent use case in which Al instantly modifies prices in response to changes in supply and demand user
engagement or inventory levels.

Al can track viewership product mention frequency and purchase activity during a live shopping session to initiate time-
limited sales or special offers. For instance the system may automatically raise the price or limit additional purchases if a
product is selling quickly and there is little inventory. On the other hand Al may use instant coupons or package deals to
encourage purchases if engagement is high but conversions are low. Sellers can maintain buyer motivation while
optimizing profit with this clever pricing strategy. Al also makes real-time sentiment analysis possible which deciphers
viewer responses from text-based exchanges like feedback emoji reactions and comments.
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To identify emotions like excitement perplexity annoyance or contentment natural language processing (NLP) models
examine the live chat stream. Hosts and brands can instantly modify their communication with this insight. For instance
the host can quickly clarify or re-demonstrate a feature if a large number of viewers show scepticism about it. Because
sentiment analysis reveals what appeals to audiences the most it also helps with future product planning and marketing
strategies. Al also improves content security and moderation during live sessions. Automated tools can immediately flag
offensive language spam or inappropriate comments maintaining a civil and interesting live environment. Maintaining
trust is especially crucial in sessions with big audiences where manual moderation is not feasible. Al is also used for
content tagging and automated highlights.

Al can examine the live stream after the event and produce clips that highlight significant product moments or well-liked
interactions. These videos can be stored in a product catalog for on-demand purchasing or utilized in upcoming
promotions.

7.2 AR/VR Integration

Augmented reality (AR) and virtual reality (VR) technologies are becoming revolutionary tools in the live commerce
space as digital retail keeps developing. These immersive technologies bridge the gap between virtual browsing and in-
store experiences by enabling users to interact with products in more realistic and tangible ways thus improving the online
shopping experience.

Virtual try-ons and fully immersive shopping environments are just two examples of how AR and VR are changing how
customers interact with brands products and stream hosts during live shopping sessions. Usually via a smartphone or tablet
screen augmented reality enables digital data or images to be superimposed on top of the physical world. The most popular
use of AR in live commerce is for virtual try-ons. Before making a purchase this feature lets customers see how items like
apparel eyewear makeup or furniture would appear on them or in their home.

A cosmetics company might for example let viewers scan a QR code during a live stream to launch an augmented reality
window where they can virtually apply the hosts suggested foundation or lipstick shade. Three important factors that
influence conversion in online shopping are decreased uncertainty increased confidence and improved satisfaction as a
result of this interactive experience. Conversely virtual reality provides completely immersive experiences usually via VR
headsets or specialized apps. VR is being investigated in live commerce to create interactive 3D showrooms virtual fashion
shows or 360-degree product demonstrations though it is still in the early adoption stages compared to AR. By browsing
shelves or watching live product demos users can experience what it would be like to be present in a physical retail setting.

This level of immersion increases the shopping experiences entertainment and engagement value in addition to enhancing
product comprehension. Among the main advantages of integrating AR and VR is the decrease in return rates. Whether
its determining whether a sofa will fit in their living room or observing how sunglasses will appear on their face consumers
are more likely to be happy with their purchases when they can more easily visualize the product.

This helps brands increase customer retention and reduce post-sale expenses. During live sessions AR/VR technology
also improves audience-host interaction. Using augmented reality (AR) a fashion streamer could for instance show off
how various accessories look in real time or change outfits instantly. This enables viewers to make better decisions while
also keeping them entertained. In addition to showcasing product features in 3D and guiding viewers through virtual
spaces hosts can even gamify the shopping experience by using augmented reality (AR) polls or contests. These
technologies are being incorporated into live commerce ecosystems by major platforms and brands.

Companies that have already introduced AR-enabled features that seamlessly integrate with live streaming or video-based
sales events include Snapchat L’Oréal IKEA and Amazon. Instead of being exceptional such features are probably going
to become the norm as customer expectations rise. To sum up AR and VR technologies are enabling live commerce to
reach new heights of interaction and immersion. They improve decision-making enable more meaningful interactions with
products and produce memorable shopping experiences.
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The future of e-commerce will be significantly shaped by the incorporation of these technologies into live shopping
platforms as they become more widely available.

8. Market Dynamics and Economic Impact

8.1 Revenue Generation

8.2 Conversion Rates

In addition to revolutionizing digital retail live commerce has shown itself to be an extremely effective conversion channel
surpassing traditional e-commerce in a number of ways. Live commerce regularly generates conversion rates between 10
and 20 percent making it one of the most effective tactics for increasing customer engagement and sales whereas
traditional online shopping platforms typically only manage conversion rates of 1-2 percent.

These higher conversion rates are ascribed to live commerce’s immersive storytelling social validation scarcity strategies
and real-time interaction. Streamers decrease hesitation and accelerate the buying process by emotionally connecting with
viewers and promptly answering their questions. Furthermore features that encourage impulsive purchases particularly
among Gen Z millennial and mobile-first consumers include time-limited promotions and exclusive product drops.

Market Share for Live Commerce by Region (2023). Market Share by Region (percentage). 60 percent is China. 20%
USA. 10% in Europe. the remaining 10%. Table 2 demonstrates that China is the market leader in live commerce
worldwide contributing an astounding 60% of the sectors 2023 revenue. Fintech integration high mobile internet
penetration cultural alignment with influencer-led shopping and the early adoption of platforms like Taobao Live Douyin
and Kuaishou are largely to blame for this.

With a 20 percent market share the US comes in second propelled by the growth of websites like Instagram Live Shopping
Amazon Live and TikTok Shop. The format is gradually being adopted by American consumers particularly in industries
like electronics fashion and beauty. Influencer marketing and entertainment-based business are driving expansion but
adoption is trailing China because of disparate consumer habits and data privacy laws.

Europe’s share is lower at 10% but as brands localize their live shopping strategies markets like the UK Germany and
France are showing promise. Businesses in the EU are spending money on live stream commerce pilots frequently
focusing on seasonal campaigns or niche audiences. The remaining ten percent is split between Latin America the Middle
East and emerging markets in Southeast Asia. Live commerce ecosystems are rapidly growing in nations like Brazil India
and Indonesia thanks to local influencers mobile-first consumers and expanding e-commerce infrastructure.

The global distribution of live commerce market share in 2023 is graphically depicted in the chart below.

© 2026, ISJEM (All Rights Reserved) | www.isjem.com | Page 19



7 X
[ e o |
Y ISIEM ‘J, International Scientific Journal of Engineering and Management (ISJEM) ISSN: 2583-6129

Volume: 05 Issue: 01 | Jan - 2026 DOI:10.55041/ISJEM03341

=l An International Scholarly || Multidisciplinary || Open Access || Indexing in all major Database & Metadata
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In conclusion live commerce accelerates conversion rates in addition to being a revenue generator. As more markets
embrace mobile-first strategies local influencer networks and Al-powered personalization its expanding global presence
portends a promising future. For brands hoping to grow in digital retail live commerce’s distinct engagement model is a
must if they want to stay competitive in this rapidly expanding market.

9. Challenges and Ethical Considerations

9.1 Data Privacy

Data privacy issues have gained attention as live commerce platforms depend more and more on tailored experiences to
draw in and keep consumers. Brands and platforms can provide personalized recommendations focused promotions and
dynamic pricing through the use of artificial intelligence (AI) behavioural analytics and real-time tracking technologies.

These features increase sales and improve user engagement but they also bring up serious concerns about the gathering
storing and abuse of personal data. From basic identifiers like name email and payment information to behavioural data
like browsing habits viewing history click behaviour real-time chat interactions and even sentiment inferred from
comments or reactions live commerce platforms usually gather a significant amount of user data. Recommendation
engines performance is enhanced content is optimized and product recommendations are personalized using this data.
This consumer data goldmine however is susceptible to cyberattacks and unethical exploitation in the absence of strong
data protection procedures.

The lack of transparency in the collection and use of data is one of the most urgent issues. A lot of users don’t realize how
much of their interactions during live streams are being watched and examined. In certain situations platforms might even
sell or share user data with outside analytics companies or advertisers without getting express consent. This may result in
betrayals of confidence and possible legal repercussions in areas with stringent privacy laws.

Data breaches represent yet another significant risk. Several third-party tools and plugins including payment gateways
analytics platforms and content delivery networks are frequently integrated as a result of live commerce platforms quick
growth which raises the number of possible entry points for bad actors. Financial information and private messages are
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among the sensitive user data that could be exposed by a single flaw in any component. A number of nations and areas
have responded to these worries by enacting data privacy laws that safeguard the rights of consumers.

Two notable examples are the California Consumer Privacy Act (CCPA) in the US and the General Data Protection
Regulation (GDPR) in the EU. According to these regulations businesses must notify users of their data usage policies
get their informed consent enable users to remove or update data and report data breaches within a certain amount of time.
Reputational harm and significant fines may follow noncompliance.

The implementation of privacy-by-design principles which entail incorporating data protection measures into the system
architecture from the very beginning is necessary for live commerce platforms to overcome these concerns. Sensitive
information should be encrypted data should only be collected when absolutely necessary and users should have clear
understandable controls over their data. Tools that empower users and foster trust include audit trails for data access opt-
in/opt-out data sharing settings and anonymous browsing. In conclusion data must be handled carefully even though it is
what propels personalization and live commerce growth. In order to maintain customer trust and long-term success
protecting data privacy is not only required by law but also strategically essential.

Platforms that proactively prioritize data protection have a higher chance of retaining users adhering to legal requirements
and setting themselves apart in the fiercely competitive digital market. .

9.2 Ethical Marketing

Concerns about moral marketing techniques have also started to emerge as live commerce gains popularity as a sales and
interaction channel. Authentic connections and interactive product experiences are made possible by the format but it can
also facilitate dishonest or manipulative practices that undermine customer confidence. For influencers platforms and
brands alike problems like deceptive product claims undisclosed sponsorships and psychological pressure to buy are
becoming major ethical dilemmas. Product representation accuracy is one of the main ethical issues.

Hosts may overstate features or benefits in the hectic world of live shopping in order to keep viewers interested and
encourage conversions. Product returns or disappointment can result from misleading customers by overpromising results
showcasing only the best use cases or omitting to disclose product limitations. During a live session ethical marketing
requires that all claims be accurate supported by evidence and when required properly qualified.

Concerns are also raised by influencer endorsements and unreported sponsorships. Because streamers seem sincere and
approachable viewers frequently have faith in them. Influencers breach consumer rights and transparency standards when
they endorse products during live streams without explicitly stating their business affiliation with the brand. authorities
such as the Federal Trade Commission (FTC) in the United States. A. and influencers are required by the Advertising
Standards Council of India (ASCI) to clearly disclose paid promotions. Fines harm to one’s reputation and negative
customer feedback can result from noncompliance. Ethically dubious is the psychological manipulation of customers
frequently by means of social pressure or scarcity strategies.

Although urgency and limited-time offers are powerful sales tactics when overdone or misrepresented they may verge on
coercion. Recurring phrases like Only 1 left! Everyone is buying this! or You’ll miss out forever! take advantage of
peoples emotional weaknesses particularly in younger or impetuous consumers. Persuasive marketing and respect for
customer autonomy must be balanced for ethical live commerce to exist. Transparency accountability and user protection
must be given top priority by platforms and streamers in order to maintain ethical standards.

This entails avoiding deceptive practices providing complete product disclosures identifying sponsored partnerships
clearly and making sure that all promotions abide by local advertising regulations. When choosing influencers brands
should also do their research to make sure that the influencers share their ethical standards and values.
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Finally ethical marketing is critical to live commerce’s long-term viability. Platforms can create enduring relationships
lower complaints and establish themselves as reliable players in the changing digital economy by promoting openness
and respect for customers.

9.3 Regulatory Landscape

With the live commerce industry expanding at a never-before-seen rate governments everywhere are starting to realize
that a strong regulatory framework is necessary to control its operations. Live commerce presents difficult issues regarding
consumer protection data privacy advertising ethics and financial transparency because of its distinctive fusion of
influencer marketing real-time broadcasting and e-commerce transactions.

Leading the world in live commerce China has already taken significant action to control the sector. In recent years the
Chinese government has implemented regulations requiring streamers to register under their real names disclose
sponsorships and prohibit offensive or deceptive content. To guarantee that platforms and streamers behave honestly
safeguard children and refrain from deceptive advertising the State Administration for Market Regulation (SAMR) and
the Cyberspace Administration of China (CAC) have released guidelines.

In addition to financial fines and in extreme situations legal prosecution violators may be subject to content bans. These
rules address issues of tax evasion fake goods and psychological manipulation while attempting to preserve confidence in
online commerce. Though more dispersed thus far regulatory responses in the West—especially in the US and Europe—
are gathering steam. agencies like the Federal Trade Commission (FTC) in the United States. S. demand that influencers
even when live streaming explicitly disclose any paid partnerships. Nevertheless it is still difficult to enforce these rules
in real-time situations. Regulations specifically addressing live content moderation data handling and consumer redress
are anticipated to be introduced as live commerce gains traction.

The General Data Protection Regulation (GDPR) is anticipated to be extended by EU member states to cover particular
live commerce scenarios especially those involving data collection during streams consent for behavioural analytics and
the storage of user-generated interactive content. Additionally the use of Al-powered suggestions and real-time user
profiling during live events are being closely examined. Furthermore emerging markets in Latin America and Southeast
Asia are paying close attention to these developments and are already drafting draft regulations to control influencer
advertising digital commerce and platform accountability. In conclusion even though live commerce regulations are still
developing globally it is evident that governments are heading toward more organized oversight in order to guarantee
moral behaviour defend consumer rights and secure online transactions. To survive in this shifting environment and
preserve credibility and long-term compliance platforms and brands need to remain proactive and flexible.

10. Future Prospects and Strategic Recommendations

10.1 Market Growth

The global live commerce market is growing quickly and there are no indications that this trend will slow down. Although
China still holds the largest market share today markets in North America Europe and Southeast Asia are starting to
emerge as significant growth hubs. Through 2027 analysts predict that these regions will see compound annual growth
rates (CAGRs) of more than 30% driven by factors such as increased smartphone penetration better payment infrastructure
and a shift in consumer preferences toward interactive shopping experiences.

The adoption of live commerce is booming in Southeast Asian nations like Thailand Vietnam Indonesia and the
Philippines. High social media engagement a youthful mobile-first population and the expanding power of local micro-
influencers are all major contributors to this. To reach these rapidly expanding markets platforms like Lazada Shopee and
TikTok Shop are making significant investments in multilingual tools streaming infrastructure and creator partnerships.
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Additionally live commerce is becoming a popular strategy for local vendors and small businesses to connect with tech-
savvy customers at a low cost especially in areas that are underserved by traditional retail. Innovation in live commerce
is also booming in Europe. Livestream shopping is being tested by brands for fashion cosmetics electronics and even
groceries in markets like the UK France and Germany. The tenets of live shopping are well suited to the preferences of
European consumers who have demonstrated a preference for high-quality content transparency and brand authenticity.

In order to create shoppable events that combine entertainment education and special deals retailers are increasingly
working with influencers and tech platforms. In Europe the emergence of shoppertainment denotes a cultural shift toward
more immersive online shopping formats. Thanks to platforms like Amazon Live Instagram Live and TikTok Shop live
commerce is expected to grow significantly in North America especially in the United States and Canada. The U. S. -
based customers are gradually becoming more receptive to the idea particularly in markets like fitness home goods and
beauty.

Adoption is being accelerated by trends in mobile commerce and influencer-driven campaigns. Live commerce is also
being used by brands for interactive brand storytelling community building and tutorials in addition to product launches.

In conclusion live commerce is evolving into a worldwide retail revolution rather than a local fad. There will be more
innovation investment and competition over the next few years as several important regions are expected to see CAGRs
of over 30%. The best-positioned brands to take the lead in this changing digital marketplace will be those that invest in
platform partnerships and creator ecosystems as well as localize their strategies.

10.2 Strategic Recommendations

As live commerce continues to transform the global digital retail scene platforms influencers and brands alike must
embrace strategic approaches that guarantee consumer trust scalability and sustainability. Key steps to optimize efficacy
and long-term success in this developing field are outlined in the recommendations that follow.

1. Implement Hybrid Models That Blend Entertainment and E-Commerce. Businesses should adopt hybrid models that
combine transactional efficiency with content-driven engagement sometimes known as shoppertainment in order to stay
competitive. This strategy goes beyond simply displaying goods it produces emotionally stirring and engaging shopping
experiences. Brands should work with storytellers performers and content producers to transform live shopping events
into engaging interactive shows that seamlessly incorporate product demos and shopping options. Keeping consumers
attention and boosting conversions requires a balance of education entertainment and commerce particularly with Gen Z
and millennial audiences who value experience over advertising.

2. Streamers should receive expert training. The performance and reputation of streamers have a significant impact on
live commerce success. Professional training guarantees consistency compliance and high-quality delivery even though
some influencers are born with charisma and communication skills. Product expertise live presentation skills managing
audience engagement in real time ethical marketing strategies and platform-specific technical tools should all be covered
in training programs. Streamers whether they are independent creators or brand representatives should receive structured
onboarding just like retail sales employees do in order to build viewer trust maintain engagement and professionally
represent the brand.

3. Put consumer protection and transparency first. Platforms must prioritize transparency and user protection in light of
growing regulatory scrutiny and consumer awareness. This entails giving accurate product descriptions revealing product
sponsorships clearly labelling paid promotions and providing safe payment methods. It is necessary to use real-time
moderation tools and standardized guidelines to address ethical concerns about psychological manipulation fake scarcity
or deceptive claims. Platforms should also give users the ability to easily review return policies report suspicious content
and contact purchase support. Long-term success in live commerce depends on consumer trust and platforms that set the
standard for moral behaviour will benefit from improved reputation and a competitive edge.
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In summary live commerce’s expansion and viability rely on a calculated fusion of creativity professionalism and ethics.
The future of this vibrant retail phenomenon will be driven by companies that combine entertainment and commerce
streamers who exhibit transparency and expertise and platforms that guarantee safety and trust.

Projected Growth of Global Live Commerce (2023-2027)
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