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ABSTRACT 

 

Objectives: Objectives: Live-streaming commerce has become a major trend in the modern e-commerce ecosystem, 

combining interactive shopping experiences with dynamic digital marketing strategies. However, comprehensive 

research on key trends, consumer behavior, and the business implications of this phenomenon is still limited. The study 

aims to investigate and synthesize the existing literature on live-streaming commerce, identify challenges, and explore 

how these technologies affect marketing strategies and business competitiveness. 

Methods/Approach: The study followed the Preferred Reporting Items for Systematic Reviews and Meta-Analyses 

(PRISMA) guidelines to ensure a transparent and methodologically sound review process. Relevant literature from 2019 

to 2025 was sourced from reputable academic databases, with 65 high-quality articles included for in-depth analysis. 

Thematic analysis was employed to categorize research findings into key areas, including consumer behavior, business 

implications, and technological advancements. 

Results: The results indicate that live-streaming commerce significantly influences consumer behavior through real-time 

interactions, fostering impulse buying and enhancing customer loyalty. Additionally, businesses that effectively integrate 

live-streaming commerce strategies gain a competitive advantage by leveraging data analytics, collaborating with 

credible influencers, and maintaining ethical standards. However, challenges persist, including managing consumer 

trust, addressing ethical concerns, and adapting to evolving market dynamics. 

Conclusions: This research provides valuable insights for academics and practitioners seeking to understand the 

potential and limitations of live-streaming commerce. It also highlights critical areas for future research, emphasizing 

the need for more comprehensive studies on regulatory frameworks, long-term consumer engagement, and cross-cultural 

influences. 
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INTRODUCTION 

The development of digital technology has changed the global trade landscape, one of which is through live-

streaming commerce, which has become a new phenomenon in the world of e-commerce (Wu et al., 2023).  

It combines real-time interactivity, social engagement, and entertainment-based shopping experiences to attract  
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consumers' attention. This live-streaming phenomenon is growing rapidly in China and penetrates various 

global markets, including the United States and Europe (Zhang et al., 2022; Zhang et al., 2023). The main 

advantage of live-streaming commerce is its ability to increase consumer trust, create a more engaging 

shopping experience, and speed up the purchase decision-making process (Chen & Yang, 2023).  According 

to (Statista, 2024), the global live-streaming e-commerce market is projected to reach USD 500 billion by 

2026, emphasizing its growing relevance. 

The online marketplace has made it easier for consumers to shop (Said et al., 2023). The main mechanism 

in live-streaming commerce involves three important elements: host/presenter, consumer engagement, and 

technology factors. The host or presenter, often an influencer or celebrity, plays a pivotal role in establishing 

trust and credibility for the products being promoted. Consumers are more likely to trust recommendations 

from individuals they follow or feel connected to than traditional advertising methods. This dynamic is further 

supported by studies highlighting the impact of para-social interaction and a local presence on consumer 

behavior in live-streaming commerce (Fu & Hsu, 2023), as well as the transformative potential of live-

streaming in traditional retail sectors (Merritt & Zhao, 2022).  

Consumer engagement is critical for success in live-streaming e-commerce, with interactive features such 

as live chat, Q&A sessions, and exclusive discounts enhancing the shopping experience. Technological 

advancements, including artificial intelligence and data analytics, significantly drive consumer purchase 

decisions (Mei et al., 2025). These elements are further explored in studies examining the impact of time 

scarcity features on impulsive buying (Hao & Huang, 2023) 

Previous research has shown that live-streaming commerce significantly impacts consumer behavior, 

particularly in driving impulse buying (e.g., Zhang et al., 2023; Fu & Hsu, 2023). X. Zhang et al. (2023) 

investigate how real-time interactions and persuasive elements in live-streaming platforms influence 

consumers' impulsive purchase decisions. Their finding shows that consumers who engage in live-streaming 

commerce tend to have a higher conversion rate than conventional e-commerce. This higher conversion rate 

is due to the urgency of purchase created by limited-time discounts and direct interaction between the host and 

the audience (Fu & Hsu, 2023; Zhang et al., 2023).  

Furthermore, the live-streaming-based shopping experience can enhance emotional attachment between 

brands and consumers, ultimately impacting customer loyalty. This phenomenon is supported by studies 

exploring the role of emotional attachment in driving impulsive buying behavior in live-streaming scenarios 

(Wang et al., 2023) and the flow-based mechanisms that contribute to compulsive purchasing (Ye & Ching, 

2023). 

While there are many benefits, live-streaming commerce also faces various challenges. One of the main 

challenges is managing consumer trust (Aham et al., 2024). Some research shows that while live-streaming 

can increase transparency, there are still concerns regarding product authenticity, fake reviews, and misleading 

marketing practices (Zhao & Huo, 2022). In addition, factors such as digital fatigue and increasingly fierce 

competition are also obstacles for businesses that want to succeed in this ecosystem (Peng et al., 2024). 
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In recent years, various studies have been conducted to explore the impact of live-streaming commerce on 

the digital business ecosystem. However, despite the growing research, existing studies focus on fragmented 

aspects such as consumer behavior, marketing strategies, or technological features. Only a few studies have 

attempted to synthesize these findings comprehensively through systematic literature reviews (e.g., Xu et al., 

2023). Therefore, a systematic literature review is needed to understand how this technology is developing, its 

challenges, and its implications for the global e-commerce industry, given the rapid evolution of live-streaming 

commerce. 

Research Question 

Based on the background of the problems that have been described, this study aims to answer some of the 

following questions: 

 What have been the main trends in live-streaming commerce research in recent years? 

 How is consumer behavior affected by interactivity factors in live-streaming commerce? 

 How does a live-streaming-based marketing strategy contribute to business sustainability and 

competitive advantage? 

 

METHODOLOGY  

This study follows the Preferred Reporting Items for Systematic Reviews and Meta-Analyses (PRISMA) 

protocol developed by Moher et al. (2009). PRISMA has been widely used in various disciplines to improve 

transparency and reduce bias in the literature review process (Siddaway et al., 2019). The steps taken in this 

study include:  

1) Identify literature from leading academic databases relevant to live-streaming commerce. 

2) Article screening based on relevance, publication quality (Q1 and Q2), and suitability with research 

objectives. 

3) Data extraction and analysis used a thematic approach to identify patterns, trends, and gaps in previous 

research. 

4) The reporting of results follows the PRISMA diagram to ensure the transparency of the study selection 

process. 

Data Sources and Search Strategy 

A systematic literature review summarizes and categorizes the knowledge and profile of the research (Fisch 

& Block, 2018) using the Watase Uake System (Wahyudi, 2024) in the Scopus database to obtain 

comprehensive literature. The search is focused on articles published in the 2019–2025 time frame to gain a 

more up-to-date understanding of trends and developments in this field. Evaluations should be representative 

of up-to-date information and incorporate the latest research findings. Narrowing the search period can reduce 

the likelihood of incorporating outdated or irrelevant studies into the research. With limited and up-to-date 

data collection, researchers can prioritize studies that are more likely to relate to the study problem and avoid 
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older studies that may no longer accurately describe current practice or understanding. A diagram of article 

search results from 2019 to 2025 is shown in Figure 1. 

Figure 1 illustrates the number of publications related to the systematic literature review of live-streaming 

commerce from 2019 to 2025. This visual representation, derived from the Watase UAKE System's analysis 

of the Scopus database, captures the evolution of scholarly interest in this field over six years. The selected 

time frame aims to ensure that the review includes the most recent and relevant research, minimizing the 

influence of outdated studies. 

Specifically, the number of publications began at 15 in 2019, followed by a slight increase to 22 in 2020. A 

more substantial rise occurred in 2021, reaching 37 publications, indicating an increased interest and relevance 

of live-streaming commerce during the pandemic-driven acceleration of digital technologies. In 2022, the 

publications climbed to 45 articles, showcasing a continued expansion of research in this area. By 2023, the 

figure peaked at 52 articles, reflecting a heightened focus on understanding the complexities and implications 

of live-streaming commerce. However, a slight decline is observed in 2024 with 48 articles, potentially 

indicating a stabilization of interest. The year 2025 shows a modest count of 30 publications, possibly due to 

the ongoing nature of the year or a shift in research focus. 

 

Figure 1. Number of Publications of Articles 2019-2025 

Source: Watase UAKE Software 

Furthermore, at the identification stage, a search for relevant literature is carried out comprehensively using 

specific keywords related to the research topic, i.e., "live-streaming buying" and "live-streaming e-commerce." 

The study identification process is carried out through the Watase Uake System, which facilitates the 

organization and screening of search results (Supriyanto et al., 2024; Wahyudi, 2024). 

The initial search yielded 187 articles from Scopus, which were then filtered for duplication, relevance, and 

validity. Duplicate articles (n = 9) were removed, followed by the exception of one article marked as ineligible 

by automation tools due to publication year restrictions (2020–2025). In addition, 33 articles were excluded 

because they did not meet the tier criteria (Q1, Q2), ensuring that only high-impact studies were included in 
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the final review process. After this initial screening process, 144 articles were continued to the screening stage. 

All 144 articles were checked during the screening stage, and nothing was excluded at this stage. No article is 

excluded because all articles have an abstract.  

Next, when attempting to retrieve the full-text report, 79 reports were inaccessible, so the number of articles 

available for further feasibility assessment was reduced to 65. At the feasibility assessment stage, no additional 

articles were excluded, and all 65 studies were considered worthy of inclusion in a systematic review. The 

identification process also considers alternative methods of obtaining studies, but no additional records are 

obtained from external sources. 

Adhering to the PRISMA protocol, 65 studies were included for in-depth analysis. These studies were 

examined through thematic analysis to identify key themes and patterns, ensuring a systematic and 

comprehensive approach to data synthesis. By following PRISMA guidelines, the research maintains 

methodological rigor and transparency, enhancing the reliability and validity of the systematic literature review 

across diverse academic fields. The detailed PRISMA process is illustrated in Figure 2. 

 

Figure 2. Prisma Report Results 

Source: Watase UAKE Software 
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Subsequent analysis of the collected data focused on identifying the sources of the articles and 

understanding their theoretical foundations. A qualitative and thematic analysis was employed to derive deeper 

insights, allowing for a more nuanced interpretation of the literature. This analytical approach was carefully 

applied after selecting relevant studies that met the criteria established by the PRISMA protocol (Paul et al., 

2021; Supriyanto et al., 2024). 

 

RESULTS 

Article Source 

Figure 3 illustrates the distribution of the articles analyzed in this study, highlighting the primary publishing 

sources contributing to the live-streaming commerce discourse. Among the identified publishers, Emerald has 

the highest number of publications, totaling 17 articles, underscoring its significant influence in this research 

domain. Following closely, Elsevier has contributed 13 articles, demonstrating its strong presence in the field. 

Both MDPI and Springer account for nine publications each, while Taylor & Francis has contributed eight 

articles, reflecting a notable level of engagement with the topic. Frontiers has published seven articles, further 

diversifying the academic conversation. Meanwhile, Sagepub and Sciendo contributed a single publication, 

suggesting a more limited yet potentially impactful engagement. 

This source distribution reflects reputable publishers' varied interests and contributions in advancing the 

scholarly understanding of live-streaming commerce. The prominence of Emerald and Elsevier in this dataset 

may indicate their role as leading platforms for disseminating research in this field, while the presence of other 

publishers highlights the interdisciplinary nature of live-streaming commerce research. The reliance on 

established publishers like MDPI, Springer, and Taylor & Francis also underscores the research base's 

robustness. 

 

Figure 3. Article Source 

Source: Watase UAKE Software 
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Subsequently, we identified the variables that were studied from these articles. The purchase intention 

variable became the most researched variable until it reached 15 authors. The flow experience and social 

presence variables were balanced as the second most researched variables. The impulsive buying behavior 

variable and the sales promotion variable were ranked third with six authors each, a total of 20 variables that 

have been studied. However, some variables are similar but given different names by each author, possibly as 

a cue to provide uniqueness to the variable's name. The full results can be seen in Table 1: 

Table 1. Key variables examined in the selected articles 

No Variable Count Author 

1 
Purchase 

Intention 
15 

H. Chen et al., 2023; Diao et al., 2023; C. Liu et al., 2023; E. Ma et al., 

2023; Wan & Jiang, 2023; Y. Wu et al., 2021; Xi et al., 2024; Xie et al., 

2022; Xiong et al., 2024; P. Xu et al., 2022; Yang et al., 2024; D. Ye et al., 

2022; Yingqing et al., 2024; X. Yu et al., 2022; S. Zhang et al., 2022 

2 
Flow 

Experience 
7 

Huo et al., 2023; Ye and Ching, 2023; Yu et al., 2022; Xie et al., 2022; Lin 

et al., 2022; Zhang et al., 2022; Bao and Zhu, 2022 

3 Social Presence 7 
Huo et al., 2023; Xie et al., 2022; Yu et al., 2022; Dong et al., 2022; Bao 

and Zhu, 2022; Zhang et al., 2022; Lin et al., 2022 

4 
Impulse Buying 

Behavior 
6 

Huo et al., 2023; Bao and Zhu, 2022; Zhang et al., 2022; Wang et al., 2022; 

Yu et al., 2022; Xie et al., 2022 

5 Sales Promotion 6 
Huo et al., 2023; Bao and Zhu, 2022; Xie et al., 2022; Lin et al., 2022; 

Zhang et al., 2022; Yu et al., 2022 

6 
Impulsive 

Buying 
5 

Hao and Huang, 2024; Luo et al., 2024; Hao and Huang, 2023; Shao, 2023; 

Li et al., 2022 

7 
Trust In 

Products 
5 

Yu et al., 2024; Zhang et al., 2022; Xie et al., 2022; Yu et al., 2022; Bao 

and Zhu, 2022 

8 
Trust In 

Streamers 
5 

Wang et al., 2022; Zhang et al., 2022; Yu et al., 2022; Xie et al., 2022; Bao 

and Zhu, 2022 

9 Hedonic Value 4 
Zhang et al., 2024; Wu et al., 2023; Fu and Hsu, 2023; Wu and Huang, 

2023 

10 Impulse Buying 4 Liu, 2024; Shi et al., 2023; Kong et al., 2023; Ye et al., 2022 

11 
Perceived 

Usefulness 
4 Ye et al., 2022; Yan et al., 2022; Yu et al., 2022; Lee and Chen, 2021 

12 Utilitarian Value 4 
Zhang et al., 2024; Wu et al., 2023; Wu and Huang, 2023; Fu and Hsu, 

2023 

13 

Consumer 

Purchase 

Intention 

3 Peng et al., 2024; Chen and Yang, 2023; Wang et al., 2022 

14 

Continuous 

Purchase 

Intentions 

3 Bao and Zhu, 2022; Xie et al., 2022; Yu et al., 2022 

15 
Perceived 

Enjoyment 
3 Liu, 2024; Lin et al., 2022; Lee and Chen, 2021 

16 Perceived Value 3 Wang et al., 2024; Li et al., 2023; Shang et al., 2023 
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17 
Self-brand 

Congruity 
3 Ma et al., 2023; Xie et al., 2022; Zhang et al., 2022 

18 Self-referencing 3 Ma et al., 2023; Zhang et al., 2022; Xie et al., 2022 

19 
Urge To Buy 

Impulsively 
3 Fu and Hsu, 2023; Zhang et al., 2022; Lee and Chen, 2021 

20 
Compulsive 

Buying 
2 Sun and Bao, 2023; Ye and Ching, 2023 

Source: Compiled from data analysis results 

The Content Analysis 

The results of the content analysis revealed several key findings related to live-streaming commerce, which 

can be categorized into main themes, namely: 

(1) Live-streaming Commerce and Consumer Behavior 

One of the main findings of this study is that live-streaming commerce significantly influences consumer 

behavior, particularly in terms of engagement, trust, and purchase intention. Some studies show that the real-

time interaction feature between hosts and consumers contributes to improved and more personalized shopping 

experiences, as highlighted in research on influencer trust and consumer attachment (Chen & Yang, 2023), 

relational bonds in e-commerce live-streaming (Hu & Chaudhry, 2020), and the role of live-streaming in 

building consumer trust and engagement (Wongkitrungrueng & Assarut, 2020). Studies by X. Zhang et al. 

(2023) show that the presence of hosts, comment viewers, and product demonstrations improves consumer 

cognition and affectivity and reduces uncertainty in purchasing decision-making (Yan et al., 2023). The 

celebrity endorser factor during the live-streaming session also affects consumer behavior. Another interesting 

finding is that the role of host, endorser, viewer interaction, flow experience, passion, emotion, perceived 

value, positive affect, and flash sales during a live-streaming session plays a vital role in creating a relationship 

between consumers and brands and is even able to trigger impulsive behavior (Alam et al., 2023; Li et al., 

2022; Ma et al., 2023). This research confirms that the success of live-streaming commerce is highly dependent 

on the social, emotional, and trust aspects established between hosts and consumers. 

(2) Trends live-streaming Commerce 

The development of live-streaming commerce has become a rapidly growing phenomenon, as seen in its 

rapid growth in China, supported by platforms such as Taobao Live, TikTok Shop, and JD Live, which have 

transformed the way consumers interact with brands and make purchases in real-time (Wang et al., 2023; 

Zhang et al., 2023). This trend is also developing in other countries, such as the United States and Europe, with 

various e-commerce and social media platforms adopting live shopping features (Zhang et al., 2023). One of 

the key trends in live-streaming commerce research is the shift from traditional e-commerce models to more 

dynamic and experience-based interactions. The success of live-streaming commerce lies in the combination 

of real-time interactivity, content personalization, and social engagement in the digital shopping experience. 

(3) Business Implications of Live-streaming Commerce 

From a business perspective, live-streaming commerce offers excellent opportunities but presents 

challenges that must be overcome. Some key business benefits include increased sales conversions compared 
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to conventional e-commerce methods and reduced marketing costs, as this model relies on organic engagement 

and community recommendations. Additionally, it accelerates purchase decisions, as consumers receive 

product information in real time. However, some challenges, such as consumer trust management, must be 

considered. Several cases of live-streaming fraud have reduced consumer trust in this format (Wang et al., 

2024), highlighting the need for stricter regulations in overseeing marketing practices. Consumers are 

increasingly experiencing digital fatigue, which can reduce the effectiveness of live-streaming sessions (Peng 

et al., 2024). Brands must adjust the frequency and duration of live-streaming sessions to keep them appealing 

to audiences. Furthermore, with fierce competition in the global market, businesses must have clear 

differentiation to attract consumers. 

(4) Competitive Advantage 

From a business perspective, live-streaming commerce offers a significant competitive advantage, 

especially in increasing sales, accelerating purchasing decisions, and building deeper customer engagement. 

This business model allows marketers to reduce marketing costs, as the reliance on community-based 

marketing strategies and organic interactions is higher than traditional marketing methods. However, despite 

the many benefits offered, businesses adopting live-streaming commerce also face challenges such as 

increasing competition, regulations on marketing transparency, and reputational risks due to fraud cases in 

live-streaming. Companies must ensure they build trust through transparency, deliver high-quality content, and 

adopt technology to improve the customer experience to overcome these challenges (Chen & Yang, 2023; Hu 

& Chaudhry, 2020). 

 

DISCUSSION  

Research Implications  

Theoretical Implications 

This research makes a significant theoretical contribution to digital marketing, consumer behavior, and 

technology adoption in e-commerce, especially in live-streaming commerce. Some of the key theories in 

marketing and consumer behavior can be strengthened and expanded on the findings of this study. 

Strengthening the Consumer Behavior Model in Live-streaming Commerce 

One of the main contributions of this research is to enrich the understanding of consumer behavior in the 

context of real-time interaction offered by live-streaming commerce. The findings show that direct and 

personalized interactions with hosts or influencers influence consumer trust and purchase intent. Thus, this 

study supports the Stimulus-Organism-Response (S-O-R) Framework, which states that environmental 

stimulus, in this case, live-streaming-based digital interactions, can influence emotional reactions and 

consumer decisions (Gao et al., 2022; Guo et al., 2021; Huo et al., 2023; Lin et al., 2023). In addition, this 

study reinforces the concept of Trust Transfer Theory, which shows that consumers tend to trust products based 

on interpersonal relationships with hosts or influencers. Hosts or presenters in live-streaming act as 

intermediaries in building trust between brands and consumers, affirming that trust in digital marketing 
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depends not only on brand reputation but also on the credibility of the individual presenting the product (Chen 

& Yang, 2023; Wongkitrungrueng & Assarut, 2020; Y. Wu & Huang, 2023). 

(2) Implications for Future Studies in Live-streaming Commerce 

While this study has contributed to expanding theoretical frameworks in digital marketing, several critical 

areas warrant further investigation to deepen the understanding of live-streaming commerce. One significant 

avenue for future research is exploring long-term engagement in live-streaming commerce. Much of the 

existing literature primarily focuses on the immediate impact of live-streaming on purchase intentions (Bao & 

Zhu, 2023; Luo et al., 2024; Wang et al., 2022; Zhang et al., 2023), with limited exploration of how sustained 

engagement in live-streaming environments influences long-term customer loyalty and retention. Longitudinal 

studies that track consumer behavior over time could provide valuable insights into these dynamics. 

Another area that merits further exploration is live-streaming commerce's regulatory and ethical 

dimensions. Research indicates that consumer trust often depends on the credibility of live-stream hosts (Chen 

& Yang, 2023; Wu & Huang, 2023) and the transparency of promotional practices (Xiao et al., 2023). However, 

a lack of comprehensive analysis remains on how digital marketing regulations and ethical standards can 

safeguard transparency and protect consumers from deceptive practices. Investigating the role of legal 

frameworks in ensuring accountability and maintaining consumer trust could significantly enrich the current 

literature. 

Cross-cultural influences present an intriguing yet underexplored dimension of live-streaming commerce. 

Most studies analyzed in this review are based on data from countries with mature e-commerce ecosystems, 

such as China and the United States (Wang et al., 2022; Zhang et al., 2023). As a result, there is limited 

understanding of how cultural differences affect the acceptance, adoption, and adaptation of live-streaming 

commerce in diverse regions, particularly in emerging markets. Comparative research examining cultural 

variances could offer meaningful insights into this digital business model's global applicability and scalability. 

The social impact of live-streaming commerce and the role of digital communities warrant further academic 

attention. As social interactions within live-streaming sessions become more integral to consumer experience, 

exploring how group norms, peer influence, and collective behaviors shape decision-making processes is 

essential. Future studies could examine the role of digital communities as virtual social spaces that drive 

consumer engagement, potentially reshaping online shopping behaviors. 

Managerial implications 

The findings of this study highlight the strategic importance of integrating digital marketing efforts with live-

streaming commerce to enhance business competitiveness. Real-time consumer interactions during live-

streaming sessions have significantly influenced purchase intentions and customer engagement (Huo et al., 

2023; Wu et al., 2023). Consequently, businesses seeking to leverage live-streaming commerce should consider 

scheduling live sessions consistently, creating a sense of anticipation and encouraging active participation 

among their target audience. Selecting credible and relatable hosts or influencers is also essential, as consumer 

trust in these figures is crucial in fostering customer loyalty. Additionally, leveraging analytics to gain deeper 
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insights into consumer preferences can help ensure that the products showcased and promotions offered during 

live-streaming sessions align with market demands, maximizing the effectiveness of these digital marketing 

efforts. 

As live-streaming commerce continues to expand alongside evolving consumer behaviors and 

technological advancements, businesses must remain agile and adapt their strategies to maintain relevance. 

Monitoring content trends—such as popular themes, presentation styles, and engagement techniques—can 

help marketers stay attuned to audience preferences. Implementing community-based marketing strategies 

through collaborations with influencers with strong audience engagement can enhance brand visibility and 

credibility. Furthermore, data-driven adjustments to pricing and promotional strategies based on consumer 

behavior insights from live-streaming sessions can optimize sales performance. By adopting a dynamic and 

data-informed approach, businesses can more effectively navigate the rapidly changing landscape of live-

streaming commerce and strengthen their market position. 

 

CONCLUSION 

This systematic literature review has provided an understanding of the research trends, consumer behavior, 

and business implications of live-streaming commerce. In addressing the first research question, the analysis 

revealed that live-streaming commerce has rapidly evolved as a significant phenomenon in the digital business 

ecosystem, particularly in regions with established e-commerce infrastructures like China and the United 

States. The identified trends reflect a shift from traditional e-commerce toward more interactive and immersive 

shopping experiences, highlighting the integration of real-time communication, personalized content, and 

social engagement as key drivers of consumer engagement. 

Regarding the second research question, the findings indicate that interactivity factors—such as real-time 

chat, influencer credibility, and limited-time offers—substantially influence consumer behavior, driving 

impulsive purchases and increasing customer loyalty. The emotional connection between consumers and 

influencers appears to be a critical element in strengthening trust and engagement. These dynamics emphasize 

the importance of authenticity and credibility in influencing consumer decision-making within live-streaming 

environments.  

Finally, concerning the third research question, the review demonstrates that adopting live-streaming 

commerce can give businesses a sustainable competitive advantage. By leveraging data analytics to tailor 

content, strategically collaborating with credible influencers, and maintaining ethical standards, companies can 

enhance consumer trust, optimize marketing efforts, and maximize sales performance. However, significant 

challenges remain, including managing digital fatigue, navigating regulatory constraints, and addressing 

potential ethical issues such as misleading marketing practices. Overcoming these challenges requires an agile 

and adaptive approach to digital marketing strategies. 
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