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STRUCTURING LIVE STREAM
COMMERCE: A STUDY ON
CLASSIFICATION, FRAMEWORK
DEVELOPMENT, AND FUTURE
RESEARCH AGENDAS

This study aims to address the existing gaps in Live Stream Commerce (LSC)
research by focusing on understanding the variety of LSC platforms and user
motivations and behaviors within these platforms. To achieve this aim, a practical
and strategic analytical framework is proposed. This framework comprehensively
explores the classification of LSC and its supply and demand aspects, providing

a detailed description of its phenomena, characteristics, participants, and
operational methods. Furthermore, this study identifies new research directions,
including investigating consumer behavior and marketing strategies across
different platform types, analyzing the impact of algorithms on behavior,
examining discrepancies in LSC development between East and West, exploring the
integration of LSC supply chains, and assessing the influence of LSC on traditional
e-commerce. Overall, this framework aims to guide future research endeavors,
benefiting both academics and industry professionals.

1Background: Live stream commerce prevalent but research gap remains large
Live Stream Commerce (LSC), a subset of social commerce that facilitates real-
time product showcases, purchasing, and interactions during live streams, is rapid-
ly gaining traction globally. LSC leverages social media, influencers, and interactive
formats, growing in popularity on platforms like Amazon, Taobao, TikTok and Face-
book (Robertson 2022; Wongkitrungrueng and Assarut 2020).

Taobao, a frontrunner in China's e-commerce sphere, adopted LSC in 2016, com-
bining entertainment with on-the-spot purchasing and heavily promoted the format
(AliResearch 2018). By 2018, over 80 Taobao stores were earning in excess of $7.4 mil-
lion each through LSC (Hallanan 2019), and nearly half of China's internet users, ac-
counting for 469 million, were LSC consumers (CCPIT 2022). This boom has led global
brands to tap into Taobao for a variety of events and sales. LSC has reshaped retail in
China, transforming customer-brand dynamics and significantly enhancing sales.
The model is spreading in the U.S. and Europe, indicating its potential to reshape
global retail (Becdach et al. 2023). Recognizing its potential, e-commerce giants and
major brands like L'Oréal, P&G, Nike, UNIQLO, and Cartier are deploying similar ser-
vices. Amazon, for instance, partners with personalities like influencer Paige DeSor-
bo for live streams, enabling real-time viewer interaction and immediate purchases
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(Holman and Huang 2023). In the U.S., LSC sales are estimated to reach $17 billion in
2022, with expectations to triple in the coming years (Chevalier 2022a).

LSC has quickly gained prominence through a unique fusion of features distinct
from traditional retail models. Unlike conventional online retail, LSC leverages live
video to display products, offering consumers insights and the opportunity for in-
stant queries and responses, delivering a personalized experience (Wongkitrungru-
eng and Assarut 2020). Each LSC event creates urgency, often presenting exclusive,
time-sensitive offers that drive consumer interest and actions (Li et al. 2022). This tac-
tic is similar to pop-up stores, which are effective at stimulating consumer curiosity
and purchase intentions (Rosenbaum, Edwards and Ramirez 2021). Additionally, LSC
fosters parasocial relationships between streamers and viewers, significantly impact-
ing their purchasing choices (Turits 2023). Notably, LSC reports conversion rates as
high as 30%, substantially outperforming traditional e-commerce (Arora et al. 2021).

In 2021, Taobao led China's LSC market with a 37.8% share, while TikTok followed
closely at 33.8% (Statista 2022). In the United States, Facebook, Instagram, TikTok,
and Amazon were key players in 2022, with Facebook leading at 26% (Statista 2023).
Globally, the most utilized LSC platforms were Facebook, Instagram, TikTok, and
YouTube, as indicated by Bazaarvoice (2022). The global landscape of LSC showcases
a diverse range of popular platforms. Facebook, Instagram, Taobao, and TikTok lead
the market, each representing different segments. Taobao and Amazon are promi-
nent in the e-commerce sector, while TikTok specializes in short-form video content.
Social networking sites like Facebook and Instagram have also carved out significant
spaces in the LSC arena. This diversity reflects the multifaceted nature of LSC, en-
compassing various forms of digital interaction and commerce.

LSC is an application of Web 2.0, utilizing social media for innovation (Diedrich,
2017). Scholars like Guo et al. (2021) view LSC from an e-commerce lens, highlighting its
blend of live streaming and social interaction, enhancing the consumer experience.
On the other hand, Wongkitrungrueng and Assarut (2020) consider it a facet of social
commerce, focusing on the integration of commerce into social networks. Generally,
academic definitions of LSC acknowledge its hybrid nature, combining various technol-
ogies. Research in LSC typically revolves around three main themes. The first theme,
analyzed by Zhang et al. (2022) and Chen et al. (2022), delves into trust and engagement,
emphasizing the role of interactivity and the influence of streamers in building trust.
The second theme, studied by Gao et al. (2018) and He et al. (2023), focuses on how tel-
epresence and social interaction affect viewer behavior and community engagement.
The third theme, explored by Sun et al. (2019), Park and Lin (2020), and Zhang et al.
(2020), examines the factors influencing purchase decisions, including IT affordances
and psychological strategies. These studies collectively underscore the technological
and psychological dimensions of LSC and their impact on consumer behavior.

While much of the existing LSC research provides valuable insights, it often miss-
es key aspects that define the unique nature of LSC. For instance, the literature tends
to overlook the significant differences among the three main types of LSC platforms,
which include their market position, offered services, user demographics, target cus-
tomers, and motivations for usage. These factors lead to varied behaviors in viewing
and purchasing via live streaming Wongkitrungrueng and Assarut 2020). Users of ded-
icated shopping apps usually have a pre-established shopping intent, contrasting with
users on social and short-form video platforms who might not initially plan to shop (Xue
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and Liu 2022). Recognizing these distinctions is crucial, as they influence different cus-
tomer journeys and decision-making processes. However, much of the current research
approaches LSC as a homogeneous entity, blending these diverse aspects and potentially
leading to conclusions that don't fully align with the complex realities of LSC.

A substantial amount of LSC research has been published, but a significant re-
search gap remains unaddressed. This gap pertains to the lack of clarity around the
different LSC platforms and the motivations and behaviors of their users (Xue and
Liu 2022). Without distinguishing these aspects, it becomes challenging to delve into
the essence of LSC and make practical contributions. Therefore, this study aims to
start from a practical standpoint and propose a strategic analytical framework. This
framework will clearly articulate the phenomena, characteristics, participants, and
operational methods of LSC, providing a correct direction for future research and
serving as a reference for academics and managers.

2 Methodology and aim of article This study aims to fill the current gaps in
Live Stream Commerce (LSC) research by delving into the diverse range of LSC plat-
forms and exploring user motivations and behaviors within these platforms. In our re-
search, we adopt a multifaceted approach that integrates participant observation and
comprehensive literature review. This method allows us to gather both empirical in-
sights and theoretical perspectives on LSC. Since 2020, we have actively participated in
LSC as members on various major platforms, including emerging ones like Taobao and
TikTok in Taiwan. Our involvement wasn't limited to observation; we actively engaged
in both buying and streaming. This dual role as streamers and viewers provided us
with a unique understanding of LSC's operational aspects, including pre-live stream
preparations, content development, product supply management, and logistics. Dur-
ing this period, we conducted over 24 hours of live stream sales and purchased approx-
imately 22 items as viewers, thus experiencing LSC's dynamics firsthand.

The methodology of combining participant observation with a comprehensive
literature review is highly suitable for studying LSC. Participant observation, as sup-
ported by Kawulich (2005), is a key method in qualitative research that allows for
an immersive understanding of the subject matter from within. This method facili-
tates firsthand experience and observation, providing valuable insights into user be-
havior and platform dynamics. Furthermore, the integration of a broad literature
review complements these observations with theoretical perspectives, ensuring a
well-rounded analysis. This approach aligns with the recommendations of Musante
and DeWalt (2010), who emphasize the importance of contextual understanding in re-
search, which participant observation effectively provides. This combination offers
a holistic view of LSC, capturing both empirical realities and theoretical constructs.

3 Framework of LSC The technological infrastructure of platforms is crucial
to LSC, enabling innovative interactions and transactions vital to retail success. This
framework centers on the platform aspect of LSC, supported by three main pillars:
e-commerce, short-form video, and social network - essential elements of LSC. It de-
lineates the LSC Supply Side, comprising Streamers, Multi-channel Networks (MCNs),
and Product Suppliers, on one flank, and the LSC Demand Side, which includes both
viewers and purchasers, on the other—recognizing the distinction between viewing

and buying behaviors (see Figure 1).
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FIGURE 1: FRAMEWORK OF LSC
SOURCE: AUTHOR

3.1Evolution and classification of LSC According to statistics, the world's ma-
jor LSC platforms include Facebook, Instagram, TikTok, and YouTube globally, with
Taobao and TikTok leading in China, and Facebook, Instagram, TikTok, and Amazon
being popular in the U.S. (Statista 2022, 2023; Bazaarvoice 2022). These figures re-
flect the unique features and market dynamics of LSC platforms in different regions.
Based on these insights, we propose a model for LSC platform maturity using two
axes: video versus text/image orientation, and transaction versus social orientation,
classifying the platforms into three distinct categories, as illustrated in Figure 2:

(1) E-commerce driven LSC: As mentioned by Chen, Zhao and Wang (2022), Xue
and Liu (2022), and Wongkitrungrueng et al. (2020), e-commerce websites such as Ta-
obao, Amazon, and Shopee have integrated live streaming features, allowing sellers
to sell products through live streaming. These platforms have an existing product
display, shopping cart, product, member database, payment, and logistics functions,
which makes it easy for sellers to fulfil orders during live streaming.

(2) Short-form driven LSC: Platforms like TikTok and Kuaishou, which focus on
short videos, have introduced live streaming channels and added shopping cart, pay-
ment, logistics, and transaction database functions. While other scholars classify
these as social live streaming platforms (Chen, Zhao and Wang 2022; Wongkitrun-
grueng, Dehouche and Assarut 2020; Xue and Liu 2022), we separate them due to the
unique algorithms and business models that significantly impact live streaming
sales (Chen and Shi 2022; Ko¢isova and Starchon 2023).

(8) Social driven LSC: Social platforms like Facebook, Instagram, Weibo, and LINE
have introduced live streaming channels, but lack integrated e-commerce features.
While transactions on platforms like LINE can be directly completed, Facebook and
Instagram need third-party supportto facilitate transactions through keyword cap-
turing and order detail processing. Despite not being able to complete transactions
within the same system, the Facebook LSC model remains the predominant trans-
action model in Taiwan and Southeast Asia (Wongkitrungrueng and Assarut 2020).
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3.1.1 LSC on e-commerce platforms E-commerce platforms are inherent-
ly transactional, providing comprehensive services like product listings, shopping
carts, user databases, payment processing, and logistics to facilitate live stream pur-
chasing. They are less focused on social and entertainment aspects, attracting users
who are primarily interested in shopping. This has shaped the trajectory of LSC's evo-
lution on such platforms.

Amazon labels its LSC as ,Shoppable video” prominently displayed on the Amazon
Live logo. In the 2021 and 2022 Prime Day events, Amazon enhanced its live streams
with celebrities like Kevin Hart and Miranda Kerr, bolstering viewer engagement. The
company has expressed commitment to this format, viewing video shopping as the fu-
ture of retail and indicating plans for continued investment (Liu 2023). As depicted in
Figure 3, Amazon Live's interface facilitates real-time interactions such as following
streamers and engaging through likes, shares, and comments, thereby enriching the
shopping experience. These features underscore LSC's unique advantage of live social
interaction, distinguishing it from traditional retail (Wade and Shan 2021).
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Taobao has adopted a more proactive stance in LSC than Amazon, enhancing the
user interface with greater interactivity. Figure 4 illustrates Taobao’s 2023 interface
update, which prominently features live streaming on the main shopping app’s cen-
tral navigation. Users can enter live sales events from the middle-left section of the
homepage, and there's an area for combined live sales and short video entertainment
- reminiscent of TikTok - at the bottom. Taobao’s interactive offerings, including on-
line draws, games, a loyalty points system, and a sales trend index, surpass Ama-
zon’s. It boasts a social media-like interface for live interactions, displaying active
participants, current purchases, follower updates, and streamer interactions, with
a user loyalty ranking system from ,newbie fan” to ,diamond” status. Chinese plat-
forms merge commerce with social interaction and entertainment, yielding a dy-
namic user experience. This differs from Western platforms such as Amazon, which
focus on efficiency over entertainment. Chinese platforms' blend of commerce and
fun offers a fresh model for Western online retail revitalization (Wade and Shan 2021;
Whitler 2019).
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Customers on e-commerce platforms have a strong inclination for online shopping,
often preferring to purchase through these channels due to the convenience of stored
payment and shipping details, which enhances the likelihood of impulsive buys and
higher sales conversion rates (Xue and Liu 2022). The design of these platforms, fo-
cusing on products and purchasing processes, fosters an environment conducive to
in-depth product demonstrations. However, these commercially oriented platforms
may not attract as large an audience as social media sites like Facebook or TikTok,
potentially limiting their reach. To thrive on these LSC platforms, streamers must
highlight competitive pricing and the unique features of their products.

3.1.2 LSC on short-form videos platforms On August 15, 2023, the co-branded
wine launch by NBA star James Harden on Chinese TikTok witnessed a rapid sell-out,
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with 10,000 bottles purchased almost instantaneously. This event was significantly
bolstered by the involvement of prominent TikTok influencer "Crazy Little Brother
Yang" and Harden's own appearance, contributing to the immediate sell-out (Mat-
thews 2023). This event showcased TikTok's live sales model: driving sales by first
creating engaging content. TikTok excel in delivering tailored video content, which
keeps users engaged and entertained (Rach and Peter 2021).

In the West, TikTok has surpassed YouTube in user engagement, as per Lebow
(2022), leading to an increase in short-form video platforms incorporating commer-
cial ads and live sales. This trend, initiated by TikTok and subsequently adopted by
Facebook and Instagram's Reels and YouTube's Shorts, merges interactive shopping
with compelling content, a concept TikTok terms ,Shoppertainment” (Murray 2023).
By utilizing algorithm-driven recommendations, this approach simplifies the shop-
ping process, obviating the need for manual product searches (Nelson 2022)

Figure 5 showcases TikTok's integration of live sales within its app interface. Us-
ers can seamlessly transition from casual browsing to engaging with live sales content,
which is interspersed among various video types to captivate interest. Echoing Tao-
bao's interactive style, TikTok enriches its live sales area with engaging and gamified
elements. The right-side image presents EastBuy as an illustrative example of TikTok's
model characteristics. As an innovative live sales company backed by a leading English
education brand in China, EastBuy uniquely integrates English education with product
sales, creating a distinctive and engaging narrative for its sales approach.

While short-form video platforms captivate audiences with their content, not all
viewers are inclined to shop (Xue and Liu 2022). Therefore, live sales engagement and
conversion rates may trail behind transaction-centric platforms. Success for stream-
ers hinges on creating content that instantly resonates with viewers' interests. Tik-
Tok's algorithm optimizes content visibility based on user preferences over mere
follower counts, which is particularly beneficial for streamers without large follow-
ings to amplify their reach (Chen and Shi 2022).
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3.1.3 LSC on social network platforms Platforms like Facebook and Insta-
gram, designed to nurture interpersonal connections, offer a variety of tools for
sharing images, text, and videos. These platforms have a broad international user
base and sophisticated backend systems that map out complex user relationship net-
works, essential for the viral spread of information (Krah and Miklo§ik 2022). In the
U.S., Facebook is preferred over Amazon for live sales due to its rich content and so-
cial interaction, leading to better user retention. Excluding China, Facebook is the
top choice for live sales globally (Bazaarvoice 2022).

Facebook provides a dynamic and interactive environment for live streaming,
enhancing streamer-viewer connections, unlike typical e-commerce platforms. It in-
troduced Facebook Live in 2016, making streaming accessible to all users and adding
features for real-time reactions such as "Love," "Haha," among others (fb 2016). To
align with the LSC trend, Facebook Shops was launched in 2020 to facilitate live sales
(fb 2020). Petco's event on Facebook showcased this capability, increasing brand visi-
bility for YOULY and Reddy, doubling the return on ad spend, achieving a 62% conver-
sion rate for online sales, and facilitating dog adoptions (fb 2023).
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Social platforms like Facebook focus on interactive content through community
building, distinctive branding, authentic interactions, and collaborations with in-
fluencers (Chen and Shi, 2022). However, these platforms encounter challenges, such
as audiences not primarily focused on shopping and the requirement for third-par-
ty transactional software, due to the lack of integrated shopping carts, customer
databases, and logistics systems. While Facebook excels in attracting viewers and
disseminating information, it relies on external links for transaction processing. Us-
ers are directed to either specific brand e-commerce sites or third-party systems to
complete purchases. For instance, Figure 6 showcases Taiwanese streamer Ban Mei's
Valentine's Day 2023 live stream on Facebook, which drew 1.45 million views and sub-
stantial engagement. Interestingly, comments were used for placing orders, with spe-
cific keywords like "XXX+1" signifying product requests. These keywords are utilized
by third-party systems to process orders, circumventing the need for traditional e-
commerce features like shopping carts and checkouts.

FIGURE 6: THE LIVE STREAM OF RENOWNED
TAIWANESE LIVE STREAMER, BAN MEI, ON
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Table 1 compares the advantages, disadvantages, and key business challenges
for streamers within each of the three types of LSC platforms.

Types Example Advantages Disadvantages Challenges
E-commerce | Amazon, - High conversion - Closed-off nature - Product & price
Taobao - Shopping-focused - Smaller user base competition
- Ready buyer data - Low traffic
Short-form TikTok - High traffic - Casual shoppers - Video content
video - Video viewers - Lower conversion appeal
- Fun content - Balancing enter-
tainment & selling
Social Facebook - Social tools - No shopping cart - Quick engagement
network - Global reach - Lower sales & - Address user
- Viral potential completions issues
- Tough data - Seamless integra-
management tion of transactions

TABLE 1: ACOMPARISON OF LSC PLATFORMS
SOURCE: AUTHOR
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3.2 Supply side: Collaborative dynamics in content and product supply A
typical LSC supply chain comprises three pivotal actors: streamers, suppliers, and
MCNs - the latter acting as streamer agencies. L'Oréal's LSC venture in China exempli-
fies these roles. As an LSC trailblazer, L'Oréal joined forces with MCN company, Beau-
ty One in 2016, fostering Beauty Advisors who thrived in live stream sales on Taobao
and doubled as physical counter staff. These advisors evolved into brand ambassa-
dors and influential online sellers, with some, like "Lipstick King" Jiaqi Li, achieving
immense social fame - Li once sold 15,000 L'Oréal lipsticks in five minutes. Such feats
have spurred L'Oréal to ramp up its LSC initiatives (Business Insider 2021).

In 2020, L'Oréal held over 6000 events both online and in-store during key sales
periods. These events contributed to more than 10% of its annual sales in China (Wang
and Yolo 2022). L'Oréal's approach of transforming Beauty Advisors into streamers al-
lowed them to multitask as audience builders, endorsers, and social media curators,
significantly boosting promotional outreach (Campbell and Farrell 2020). This blend-
ed retail strategy vaulted L'Oréal to the top of Taobao's sales charts during the Double
11 promotion in 2022, with L'Oréal and Lancéme making $385 million and $247 mil-
lion, respectively (Dudarenok 2023). L'Oréal promotes its "e-advisors" model, offering
instant responses and customized counsel, as a trust-building tool through social
media. This model, initiated in China, is now being adopted globally, with activities
on various digital platforms (L'Oréal 2020).

MCNs, another key supply side entity, link brands with streamers. They handle a
gamut of tasks including coordination, recruitment, content curation, ad placement,
negotiation, analytics, and ensuring flawless live sales execution. Originating from
YouTube, MCNs have expanded their service offerings to content creators (Gardner
and Lehnert 2016). While not mandatory for all LSC operations, their role is crucial
for large, complex brand campaigns.
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Product suppliers, like L'Oréal, are tasked with providing promotional resourc-
es, managing inventory, and upholding quality standards to meet the demands of
live sales. They often manage logistics, shipping products directly to consumers, al-
lowing MCNs and Streamers to prioritize content creation and sales activities.

Streamers are essential for producing content and engaging audiences, requir-
ing adept improvisational abilities. They take on various roles, and as Xue and Liu
(2022) note, can be divided into two categories based on their online presence: influ-
encers, including key opinion leaders and celebrities, and non-influencers, compris-
ing niche experts and corporate heads. Influencers generally achieve higher sales
conversions and increase brand visibility but come with higher costs due to fixed
commissions for live sales. In contrast, non-influencers carry lower costs and also,
typically, lower conversion rates and brand impact, necessitating a calculated ap-
proach to leverage their advantages.

3.3 Demand side: Consumer drive by discovering deals and experiencing ex-
citement Surveys show the main motivations for U.S. consumers engaging in
livestream shopping in 2021 included seeking deals (39.7%), discovering new prod-
ucts (38.2%), learning about products (36.6%), and enjoying the excitement of buying
(30.7%) (Chevalier 2022b). McKinsey reports entertainment and fun as top reasons for
American and European LSC use, with price benefits as a secondary factor (Becdach
et al. 2023). This implies a need for engaging experiences in shopping, likely due to
the monotony of traditional e-commerce for Gen Z and younger Millennials (Robert-
son 2022).

Compared to traditional e-commerce, which prioritizes convenience, product
types, and price (Chiang and Dholakia 2003), LSC uniquely offers product discove-
ry and an exhilarating experience. Its live interaction and visual demos provide
transparent, detailed insights into products, with immediate responses and per-
sonalization, surpassing language and textual comprehension barriers. This enri-
ches understanding of new products. LSC's dynamic presentations and features like
likes, gifts, games, coupons, flash offers, and raffles create an exciting shopping
experience.

Studies reveal LSC's key elements are interactivity, community, and shared in-
terests, similar to watching a major event, validating purchasing decisions (Robert-
son 2022). Consumers in LSC not only shop but gain social visibility, earning social
capital by participating in these innovative events and forming new connections
through shared interests, facilitated by algorithms that unite like-minded individu-
als (Robertson 2022).

3.4 Algorithm's role in LSC: Enhancing content relevance and user engagement
The algorithm, essential yet often overlooked in LSC research, is embedded
within its ecosystem, impacting stakeholders, information flow, and transactions. It
sets LSC apart from other retail models. Unlike traditional e-commerce, where SEO
and advertising dictate product visibility, LSC algorithms focus on video content rel-
evance and live engagement, valuing more than just follower counts (Rach and Peter
2021). These algorithms not only enhance the visibility of sales events but also tailor
content to viewer profiles, engagement, motivations, and digital behaviors, acting as
digital orchestrators of content and interaction (Chen and Shi 2022). They utilize no-

1
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tifications, user interests, and interactions to expand content reach and adapt target
audiences, marking LSC as distinctively interactive compared to traditional retail
models (Chen and Shi 2022).

4 Implications from the LSC framework Our study's framework highlights
the unique characteristics of Live Stream Commerce (LSC) compared to traditional
retail models, providing practical insights for future research. The first aspect is in-
novating value creation and enhanced experiences. LSC excels in meeting consum-
er needs and offering unparalleled retail experiences by integrating transactional
functions, media features, and social connectivity, creating a content-focused, expe-
riential, and network-driven retail model (Murdoch et al. 2022).

The second aspect is embracing decentralization and Direct-to-Consumer (D2C)
trends. LSC marks a shift towards decentralization, allowing brands to directly con-
nect with customers, reducing costs and risks, and leveraging data for personalized
experiences (Hinterhuber 2022).

Thirdly, LSC utilizes algorithmic analysis and community engagement. It com-
bines data analysis with community dynamics, enabling targeted marketing and en-
hanced customer interactions, where individual preferences significantly influence
others' purchasing decisions.

Lastly, LSC provides a cost-effective platform for rapid expansion and sales. It's
an economical, low-risk platform for immediate sales, requiring minimal invest-
ment and offering quick ROI through effective viewer-to-buyer conversions (Robert-
son 2022). LSC is adaptable to consumer demands, utilizing targeted algorithms for
customer satisfaction and achieving higher conversion rates than traditional retail
(Arora et al. 2021). It's especially attractive to younger audiences, offering innovative
shopping experiences (Murdoch et al. 2022).

5 Future research agendas Based on the frameworks proposed in this re-
search, future studies could explore the directions explained in next chapters.

5.1 Comparative platform studies Comparative studies analyzing consumer
psychology and behavior across LSC's three main platform categories - e-commerce,
short-form video, and social networks - can offer critical insights (Sun et al. 2019). Us-
ers likely approach these platforms with fundamentally different mindsets and mo-
tivations, significantly impacting their live shopping journey (Xue and Liu 2022). For
instance, e-commerce platforms attract audiences already inclined towards trans-
actions, while social platforms draw users seeking entertainment and connections.
Quantitatively mapping differences in time spent, touchpoints, and completion
rates across platform types through customer journey analysis could reveal varia-
tions pointing to distinct user psychologies (Robertson 2022). Developing an in-depth
understanding of how purpose-driven platform positioning shapes user motivations
and behaviors provides an invaluable foundation for constructing accurate theoret-
ical models of live shopping. Platform-specific findings would carry important im-
plications for streamer strategies and brand initiatives. Ultimately, recognizing LSC
platforms' intrinsic differences allows research to move beyond homogenized per-
spectives and generate findings with greater real-world relevance.

VYSKUMNE PRACE | RESEARCH PAPERS

5.2 Marketing strategies for diverse LSC platforms LSC platforms have in-
trinsically different purposes, features, and audiences, brands require tailored
strategies to effectively harness each platform’s uniqueness. Comparative research
identifying ideal product promotion approaches, influencer partnerships, content
balancing, branding, interface design, and performance tracking for e-commerce,
short-form video, and social sites can offer invaluable intelligence (Shi 2021). Rath-
er than a one-size-fits-all approach, brands need bespoke playbooks detailing how to
capitalize on the distinct marketing possibilities within each platform based on its
transactional or entertainment orientation (Robertson 2022). Uncovering the plat-
form-specific strategies that maximize engagement and conversions transforms
LSC’s potential into measurable gains. With in-depth understanding of how audience
motivations vary across platform categories, brands can seamlessly match target-
ed initiatives to the right platforms (Mai, Sheikh Ahmad and Xu 2023). This research
agenda provides roadmaps guiding brands to execute platform-optimized LSC cam-
paigns that outperform standardized efforts.

5.3 Algorithm research in the LSC domain The algorithms powering LSC
platforms are primary orchestrators impacting content visibility, engagement, and
recommendations (Chen and Shi 2022). They utilize various metrics like profiles, in-
fluencers, and interactions to optimize live stream prominence and suggestions.
Through reverse engineering, researchers can unravel how these algorithms value
different factors to decipher the engagement and success formula for each platform.
Understanding the core drivers of algorithmic rankings empowers streamers to re-
fine strategies and brands to maximize LSC effectiveness. Additionally, algorithms
represent a key point of differentiation between platform categories, meriting com-
parative analysis. For example, e-commerce sites may prioritize product relevance,
while short-form video platforms emphasize entertainment value (Rach and Peter
2021). Mapping algorithms’ embedded priorities and logic provides actionable intel-
ligence for stakeholders seeking to thrive on specific LSC platforms amid intense
competition (Ko¢isov4 and Starchomn 2023). Ultimately, demystifying the algorithms
shaping user experiences and streamer success offers data-driven guidance for tacti-
cal optimization across the LSC ecosystem (Chen and Shi 2022).

5.4 Supply chain partnerships and models Major LSC initiatives involve me-
ticulous coordination between brands, MCNs, and streamers across areas like inven-
tory, logistics, and data. While surface-level LSC operations appear straightforward,
the complex back-end supply chains enabling seamless execution warrant deeper in-
vestigation (Xue and Liu 2021). Through case studies and interviews, researchers can
map out best practices for establishing roles, workflows, contracts, and data shar-
ing to smooth LSC delivery. Legal considerations around partnerships, commissions,
and data control are also salient to explore. Overall, illuminating the ingredients
for effective LSC supply chain integration provides implementable frameworks for
brands seeking to maximize campaign success (Robertson 2022). Research focused
on real-world collaborations can convert abstract LSC theory into actionable intelli-
gence guiding supply chain relationship building, infrastructure design, and execu-
tional excellence.
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5.5 Cross-cultural research As LSC gains global prominence, comparative re-
search between Asian and Western markets provides useful international insights
(Wade and Shan 2021). Investigating how cultural orientations shape consumer per-
ceptions and behaviors could explain regional platform preferences. For instance,
Asian consumers may favor entertainment-focused platforms while Westerners
gravitate towards direct shopping options (Whitler 2019). Testing theoretical models
like Hofstede's cultural dimensions in relation to LSC adoption allows researchers to
determine which aspects are culturally-bound versus universal. Over time, mapping
cross-national differences and similarities can guide global branding and localiza-
tion strategies. Cross-cultural studies also enable knowledge transfer, where lessons
from mature LSC markets inform emerging markets. Ultimately, developing cultur-
al fluency regarding LSC paves the way for nuanced strategies and impactful theoret-
ical advancements (Wade and Shan 2021).

5.6 LSC's long-term impacts While current LSC research analyzes immediate
consumer responses, longitudinal studies tracking changes over extended periods
can reveal LSC's lasting footprints (Ployhart and Vandenberg 2010). Through long-
term data collection via surveys, ethnography, and data mining, researchers can
monitor shifts in brand relationships, shopping habits, and retail expectations. As
LSC becomes embedded in consumer lifestyles, how might loyalty and engagement
transform? Will behaviors like showrooming increase? Such findings offer strate-
gic foresight for brands seeking to capitalize on LSC's influences before competi-
tors. Tracing the customer journey through its evolutionary stages paints a holistic
picture of LSC's gradual, cumulative effects. Longitudinal observations also ena-
ble researchers to test theoretical models over lifecycles rather than cross-sectional
snapshots (Rindfleisch et al. 2008). Ultimately, long-term tracking of LSC's consum-
er and industry impacts provides indispensable insights to guide strategy amid an
era of retail disruption.
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Résumé Struktiirovanie obchodovania v priamom prenose: Stiidia o klasifikdcii, vijvoji rdmca a budiicich vy-
skumngch pldnoch

Cielom tejto Stidie je odstrdnit existujiice medzery vo vgskume Live Stream Commerce (LSC) zameranim sa na pochopenie réznych
platforiem LSC a motivdcie a sprdvania pouZivatelov v rdmci tychto platforiem. Na dosiahnutie tohto ciela sa navrhuje prakticky
a strategicky analyticky rdmec. Tento ramec komplexne skima klasifikdciu LSC a jeho aspekty ponuky a dopytu, pricom poskytuje
podrobng opis jeho javov, charakteristik, icastnikov a prevddzkovich metdd. Okrem toho tdto Stddia identifikuje nové smery vg-
skumu vrdtane skdmania sprdvania spotrebitelov a marketingovych stratégii na réznych typoch platforiem, analgzy vplyvu algo-
ritmov na sprdvanie, skimania rozdielov vo vjvoji LSC medzi vjchodom a zdpadom, skiimania integrdcie doddvatelskich retazcov
LSC a posudzovania vplyvu LSC na tradicng elektronicky obchod. Celkovo je cielom tohto ramca usmernit budtice vijskumné dsilie,
ktoré bude prinosom pre akademikov aj odbornikov z odvetvia.
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