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Abstract

This systematic literature review examines the burgeoning live-streaming e-commerce market in China, focusing on its rapid growth, the
dynamics of consumer behavior and its global influence on retail standards. The key issues addressed in this study include the identification of
the technological, social, and psychological factors driving this sector’s growth, the analysis of the impact of its interactive and immersive nature
on consumer behavior and the exploration of its implications for the global retail landscape. Employing qualitative methods, the review
synthesizes findings from 55 studies, selected through a systematic screening process. The findings of the study highlight that factors such as
real-time interaction, social presence and streamers' influence significantly enhance consumer engagement and impulse buying tendencies. The
Chinese model has set new benchmarks, showcasing innovative marketing strategies, technological integration and elevated consumer trust.
These findings underscore the transformative potential of live-streaming e-commerce for future retail practices worldwide.
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1. Introduction
1.1. Research background

The live-streaming e-commerce market in China has
witnessed unprecedented growth, leading to a fundamental
alteration in the retail landscape and the establishment of a
significant sales channel(A. Liu, 2022; Pan et al., 2023; Sassi,
2023; Yu et al., 2024). This transformation can be largely
attributed to the unique characteristics of live-streaming
commerce, which combines elements of traditional e-commerce
with real-time interaction, entertainment, and immersive
experiences. The accelerated implementation of this model has
not only attracted consumers but has also evoked considerable
interest from researchers and industry practitioners.

A significant factor contributing to this growth is the
capacity of live-streaming platforms to enhance consumer
engagement through the provision of interactive features. Live
streaming allows consumers to experience products in a more
authentic and intuitive manner compared to traditional e-
commerce, which typically relies on static images and text
descriptions (Su et al., 2023). This immersive shopping
experience is facilitated by real-time video demonstrations,
enabling consumers to see products in action and ask questions
directly to the streamers, thereby reducing information
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asymmetry and increasing trust in the purchasing process (Zhu
et al., 2024; Peng et al., 2023). The interactive nature of live
streaming has been demonstrated to exert a significant influence
on consumers' purchase intentions, as it fosters a sense of
connection and immediacy that is frequently absent in
conventional online shopping environments (Zhang et al., 2023;
Qing & Jin, 2022).

Furthermore, the impulsive buying behavior observed in
live-streaming e-commerce can be attributed to several
psychological factors, including the flow experience and the
social dynamics inherent within the platform. Studies have
suggested that the engaging and entertaining aspects of live
streaming can lead to heightened emotional responses, which in
turn drive impulse purchases (Zhu et al., 2024). The presence of
charismatic streamers who effectively communicate product
benefits and create a sense of urgency can further amplify this
effect, making consumers more likely to make spontancous
buying decisions during live sessions (Zhao & Chiu, 2023). The
social capital of streamers, which encompasses their credibility
and the relationships they build with viewers, also plays a
crucial role in influencing consumer behavior (Guo et al., 2021).

The market dynamics of live-streaming e-commerce in
China are also noteworthy. Recent reports have indicated a
surge in the number of users engaging in live commerce, with
estimates indicating that approximately 515 million Chinese
netizens participated in live-streaming shopping activities (Zhu
et al., 2024). This rapid growth has had significant financial
implications, with the market projected to reach RMB 4.9
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trillion by 2023 (Zhang et al., 2023). The upward trajectory of
this market is further illustrated in Figure 1, which shows the
growth of live-streaming e-commerce sales in China from 2019
to 2023. The competitive landscape is characterized by a
plethora of platforms, including Taobao and Mogujie, which
have pioneered the integration of live streaming into their sales
strategies, thereby reshaping consumer expectations and retail
practices (Yang, 2020).
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Fig. 1 Live-streaming E-Commerce Sales in China 2019 - 2023
Source: domatters.com

The emergence of live-streaming e-commerce in China has
a significant impact on global retail standards, primarily through
its innovative approach to consumer engagement and sales
strategies. This model has introduced a level of interactivity and
personalization that is typically not found in traditional e-
commerce platforms. Live streamers can showcase products in
real-time, respond to consumer inquiries, and cultivate a sense
of community. This activity can therefore enhance customer
engagement (Xue & Ma, 2024). This interactive shopping
experience has prompted traditional retailers to reassess their
online strategies, leading to the integration of live-streaming
capabilities and influencer marketing into their sales models
(Liu et al., 2022; Zhao & Chiu, 2023).

The success of live-streaming e-commerce in China
underscores the importance of leveraging social media and user-
generated content to drive sales. The seamless integration of
live-streaming features with social media platforms has resulted
in a more engaging shopping environment, enabling consumers
to discover, interact with, and purchase products within a single
ecosystem (Zhang et al., 2023). This trend has prompted global
retailers to prioritize the development of their social media
presence and incorporate social commerce features into their
platforms. For instance, the capacity of live streamers to
generate engaging content and facilitate real-time interactions
has been demonstrated to enhance consumer trust and influence
purchase intentions (Zhang et al., 2023; Huang & Chuin, 2021).
Consequently, numerous retailers are adopting analogous
strategies to replicate the success observed in the Chinese
market.

The interactive nature of live-streaming e-commerce has
also led to a shift in consumer behavior, where impulse buying
is significantly more prevalent compared to traditional online
shopping (Huang & Chuin, 2021; Liu et al., 2022). The
combination of live-streaming’s immersive nature and the
social dynamics of the platforms, has been demonstrated to
enhance consumers' emotional engagement and satisfaction,
further driving sales (Liu et al., 2022;Zhang et al., 2021). This
shift in consumer behavior is prompting retailers worldwide to

adopt more dynamic and interactive sales techniques, thereby
setting new benchmarks for the industry.

1.2. Research problem and gap

This systematic review aims to address a critical gap in the
existing literature by systematically synthesizing findings on the
key factors driving the live-streaming e-commerce market in
China and its subsequent influence on global retail standards.
While prior studies have addressed certain aspects of live
streaming, there is a paucity of in-depth qualitative analysis that
exclusively examines the interplay of technological, social, and
psychological factors shaping this market’s growth and its
broader implications. The present study is distinguished from
previous research by virtue of fact that it provides a holistic view
of the live-streaming e-commerce ecosystem. To demonstrate
the transformative potential of this model for future retail
practices worldwide, insights from a diverse body of 55 studies
have been integrated. This review, therefore, provides a novel
and systematic synthesis that is currently absent from the
academic discourse, offering a foundational analysis of how the
Chinese model sets new benchmarks in the global retail
landscape.

1.3. Research questions and objectives

The objective of this study is to answer the following
research questions: (1) What are the primary factors that drive
the growth of live-streaming e-commerce in China? (2) How do
the interactive and immersive features of this model influence
consumer behavior, particularly regarding engagement and
impulse buying? and (3) What are the key implications of the
Chinese live-streaming e-commerce model for setting new
benchmarks in the global retail landscape?

2. Methodology
2.1. Search Strategy

The comprehensive search strategy employed in this
systematic review aimed to identify the most relevant and high-
quality studies on China's live-streaming e-commerce market
and its impact on global retail standards. The process was
initiated with an initial search conducted in Scopus, a widely
respected and comprehensive database of peer-reviewed
literature (Chintalapati & Pandey, 2022; Mulyono & Rolando,
2025).

This search employed keywords such as "China," "live-
streaming," and "e-commerce" to identify relevant studies. To
refine the results, a series of filters were applied to limit the
scope to journal articles, conference papers, and other scholarly
sources published between 2020 and 2024. This specific
timeframe selected for this study was determined to capture the
most recent and relevant literature, as the live-streaming e-
commerce market in China experienced substantial growth and
a significant shift in academic interest beginning around 2020,
a development that was substantially accelerated by the
COVID-19 pandemic. This period is of particular significance
as it marks the transition of live streaming from a niche activity
into a significant sales channel. Consequently, it is the most
appropriate period to analyze its development and impact.
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To enhance the relevance of the studies included in the
review, additional keywords, were incorporated into the search,
including "online retail," "retail standards," and "social
commerce." The titles and abstracts of the identified studies
were then carefully reviewed to ascertain their alignment with
the research questions and objectives of the review. For studies
deemed relevant, the full texts were retrieved and thoroughly
examined to extract the necessary data and insights. Therefore,
the primary final search query was structured as follows:
(TITLE-ABS-KEY(China AND ("live-streaming" OR "live
streaming”" OR "livestreaming") AND ("e-commerce" OR
"ecommerce")) AND TITLE-ABS-KEY("online retail" OR
"retail standards" OR "social commerce"))

To ensure a comprehensive review, the reference lists of the
selected studies were also scrutinized to identify additional
relevant sources that may have been overlooked during the
initial search. This process, also known as backward citation
searching, resulted in the identification of seven additional
articles that met the inclusion criteria. The search process was
iterative, with the keywords and search strategies being refined
and adjusted as required in order to maintain the
comprehensiveness and accuracy of the literature review. This
methodical approach ensured a robust foundation for analyzing
the evolving dynamics of live-streaming e-commerce in China
and its global implications.

Identification of studies via databases and registers

Records identified from
Scopus Database
(n=4.396)

Records identified through reference lists of
selected studies
(=7

Identification

Records screened
(n=1.513)

!

Reports sought for retrieval

(n=765)

Reports assessed for eligibility
(n=173)

Screening

Reports of included studies
(n=55)

Included

Records removed before screening:

Outside the specified publication time frame (n =
1.932)

Duplicates (n = 873)

Marked as ineligible by automation tools (n = 85)

(n=2.883)

Records excluded
(n=748)

Reports not retrieved
(n=592)

Reports excluded:

Literature Review (n = 65)
Conference Paper (n = 35)
Book Chapter (n = 18)

(n=118)

Figure 3 PRISMA Flow Diagram of Identification and Selected Studies
Source: Own Elaboration

2. 2. Inclusion and exclusion criteria

The titles and abstracts of the identified studies were then
thoroughly screened to assess their alignment with the research
questions and objectives of the review. The following inclusion
and exclusion criteria were applied during the screening
process:

Inclusion Criteria:

e  Publication Type: The study must be a peer-reviewed
journal article or conference paper.
Language: The study must be published in English.
Timeframe: The study must have been published between
2020 and 2024.
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e Relevance: The study must focus on live-streaming e-
commerce, social commerce, or online retail within the
context of China.

Exclusion Criteria:

e Publication Type: literature reviews, editorials, book
chapters, and other non-research-based documents were
excluded.

e Duplicates: Duplicate records were removed to ensure
each study was considered only once.

e Irrelevance: Studies that did not directly address the
research questions or were not set within the context of
live-streaming e-commerce in China were excluded.

2.3. PRISMA flow diagram

The screening and selection process was conducted in
accordance with the PRISMA guidelines. The systematic
identification, screening, eligibility assessment, and inclusion of
studies are illustrated in Figure 3, which presents the PRISMA
flow diagram of the review process. As shown in Figure 1, a
total of 4,396 records were initially identified from the Scopus
database. Following the application of the inclusion and
exclusion criteria, 55 studies were ultimately included in the
systematic review.

The methodology for this systematic literature synthesis
includes searching the Scopus database using a set of specific
keywords relevant to the research topic and subject area. Such
keywords include “China”, "live-streaming”, “e-commerce",
"online retail", "retail standards" and "social commerce”. The
search results which consisted of 4.396 documents in total were
then subjected to screening based on specific inclusion and
exclusion criteria. This resulted in the identification of 55

relevant studies, which were included in the systematic review.
2.4. Data analysis

Following the selection process, the 55 included studies
were subjected to a two-pronged analytical approach. Firstly, a
descriptive statistical analysis was conducted to summarize key
characteristics of the articles, including publication year,
authors, and keywords. This provided a foundational overview
of the research trends and academic interest over time.
Secondly, a bibliometric analysis was performed using the
VOSViewer software to create a bibliographic map. The
software facilitated the visualization of co-citation networks and
the clustering of key terms from the articles' titles and abstracts,
thereby revealing the main thematic areas and their
interconnections within the body of literature. This combination
of descriptive and bibliometric methods was found to provide a
comprehensive understanding of the research landscape on
China's live-streaming e-commerce market.

3. Results
3.1. Descriptive statistics of the study

The comprehensive review of 55 articles reveals a growing
body of literature on live-streaming e-commerce, particularly in
the context of China, which serves as a leading market for this
innovative retail format. During the early years of 2020, the
volume of research was limited, with only small number of
articles being published. However, the field has rapidly
expanded, particularly from 2021 onward, reflecting the
increasing relevance of live-streaming as a marketing and sales
channel.

Table 1. Articles reviewed
Source: Own elaboration
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Table 1. Articles reviewed (continued)
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Table 1. Articles reviewed (continued)
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Table 1. Articles reviewed (continued)
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As illustrated in Table 1, there has been a surge in academic
interest in digital shopping methods that have been adopted in
response to the COVID-19 pandemic. This surge began in 2021
and has continued to grow in subsequent years. This trend
persisted in 2022, with 12 articles published, and reached a peak

in 2023 with 18 articles, as researchers sought to understand the
evolving dynamics of consumer behavior and marketing
strategies within live-streaming commerce. In 2024, there was
an apparent shift in focus within literature towards more
nuanced aspects of live-streaming e-commerce, including the
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interplay between consumer trust, technological advancements,
and policy implications. To more precisely visualize this
progression, Fig. 4 presents the number of papers published
annually. This offers a clearer depiction of the growing
scholarly attention devoted to this field. This systematic review
underscores the significant role of live-streaming commerce in
shaping global retail standards and highlights the necessity for
ongoing research to explore its multifaceted impacts on
consumer behavior and market dynamics.

Table 2 Clusters of Terms
Source: Own Elaboration

Clusters Terms Occurrences Reference
Behavior 20 0.25
E:;:j:?::r Purchase g 0.74
Customer 6 0.52
E-Commerce 51 0.18
E-Commerce Quality 6 1.01
Clu_Ster " Intention 13 0.4
(12 items) Live Commerce 8 0.55
Path 8 0.97
Service Quality 9 0.39
Shopping 11 0.13
Social Commerce 5 0.15
Trust 13 0.25
Channel 13 2.83
Consumer 48 0.15
Decision 11 1.93
Firm 6 3.09
Cluster 2 Live-streaming 7 0.66
) Commerce
(10 items) Manufacturer 5 4.57
Price 11 3.65
Product 12 1.62
Streamer 13 1.15
Supply Chain 7 4.39
China 31 0.26
Experience 12 0.41
Immersive Experience 8 1.09
Cluster 3 Influence 11 0.56
(7 items) Interactivity 8 0.65
Social Interaction 8 1.09
o S
E-Commerce Platform 7 1.45
Cluster 4 Engagement 9 0.27
(4 items) Platform 20 0.47
Retailer 5 1.90
Impact 14 0.17
Cluster 5 Interaction 10 0.88
(4 items) Purchase Intention 15 0.55
Social Presence 6 1.22
Cluster 6 Policy Tool 6 2.38
(2 items) Term 5 2.37

3.3. Bibliometric analysis

In this present study, co-citation network analysis was
selected as the primary analytical technique to map the
intellectual structure of the field, which is central to a systematic
literature review. In contrast to the approaches of co-authorship
or co-occurrence analysis, the focus of co-citation analysis is on
the way articles are cited in conjunction. This method discloses
the foundational and influential works in the field by
demonstrating which sources are frequently referenced in the
same studies. The identification of these co-cited clusters
enabled the discernment of the main thematic areas, key
concepts, and theoretical underpinnings that shape the research
landscape on China's live-streaming e-commerce.

This approach was specifically selected to address first two
research questions in this present study: (1) What are the
primary factors that drive the growth of live-streaming e-
commerce in China? and (2) How do the interactive and
immersive features of this model influence consumer behaviour,
particularly regarding engagement and impulse buying? The co-
citation network analysis facilitated the visualization of clusters
of research, including those related to consumer behaviour, trust,
and social presence, and comprehension of their
interconnections. The visual and thematic mapping provided a
deeper comprehension of the relationships between the various
factors and their influence on consumer behaviour, which would
not have been as clear with other bibliometric methods. The
clustering of terms related to "consumer behaviour," "trust," and
"social presence" directly reveals the key drivers sought to be
identified.

VOSViewer software was utilized to conduct a bibliometric
analysis of the existing literature on live-streaming e-commerce.
Fig. 5 illustrates a co-citation network, where each node
represents a cited reference, and the edges between nodes
indicate the strength of the co-citation relationship.

The bibliographic map was created based on text data, with
RIS type data source read from reference manager files. The
extracted terms included title and abstract fields, and structured
abstract labels and copyright statements were ignored, counted
in full counting method. The minimum number of occurrences
of required for a term was set at five. This resulted in 53 out of
875 terms meeting the required threshold. A total of 39 terms
were then selected and divided into six clusters, as presented in
Table 2, which summarizes the main thematic groupings and
their frequencies.

3.4. Network analysis

a. Cluster 1: Behavior, Consumer Purchase Intention,
Customer, E-Commerce, E-Commerce Quality, Intention,
Live Commerce, Path, Service Quality, Shopping, Social
Commerce, Trust

The connection among these terms emphasizes the interplay
between consumer behavior and their purchase intentions
within the realm of e-commerce, particularly in live commerce
settings. Consumer behavior is influenced by various factors,
including the perceived quality of e-commerce platforms and
the service quality provided during shopping experiences. Trust
emerges as a critical element, given its impact on customers’
perception of e-commerce quality and their subsequent
intentions to purchase. In the context of live commerce,
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characterized by the prevalence of social interactions, the
dynamics of social commerce further enhance consumer
engagement, leading to increased purchase intentions. The
pathway from consumer behavior to purchase intention is
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determined by these interconnected factors, highlighting the
importance of creating a trustworthy and high-quality shopping
environment to foster positive consumer experiences (Mai et al.,
2023; Sun et al., 2023; Qing & Jin, 2022).
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Fig. 5. Bibliographic map

Source: Own elaboration

b. Cluster 2: Channel, Consumer, Decision, Firm, Live-
streaming Commerce, Manufacturer, Price, Product,
Streamer, Supply Chain

The cluster of studies illustrates the multifaceted nature of
live-streaming commerce as a channel for consumer decision-
making. The interaction between consumers and streamers
plays a significant role in influencing purchasing decisions, as
streamers often serve as intermediaries between manufacturers
and consumers. The pricing strategies employed by firms in
live-streaming commerce can directly impact consumer choices,
while the quality of the product offered can have a significant
impact on decisions. The dynamics of the supply chain are also
crucial, as they determine efficiency with which products are
delivered to consumers. In turn, this affects overall satisfaction
and the frequency of repeat purchases. Thus, the integration of
these elements underscores the complexity of decision-making
processes in live-streaming commerce (Wang et al., 2022; Liu
et al., 2022; Picot-Coupey et al., 2023).

c. Cluster 3: China, Experience, Immersive Experience,
Influence, Interactivity, Social Interaction, Traditional E-
Commerce

This cluster focuses on the unique characteristics of live-
streaming commerce in China, where immersive experiences
and interactivity play pivotal roles. The influence of social
interaction in live-streaming settings has been demonstrated to
enhance the overall consumer experience, differentiating it from
traditional e-commerce. In this context, consumers engage more
deeply with products and brands, leading to heightened
emotional responses and increased purchase intentions. The
immersive nature of live streaming allows consumers to interact

with streamers and other viewers in real-time, building a sense
of community and shared experience that is frequently not
found in traditional e-commerce. This transition towards a more
interactive shopping experience reflects the evolving landscape
of consumer behavior in China (Ming et al., 2021; Li et al., 2023;
Shiu et al., 2023).

d. Cluster 4: E-Commerce Platform, Engagement, Platform,
Retailer

The terms in this cluster highlight the critical role of e-
commerce platforms in facilitating consumer engagement.
Retailers leverage these platforms to create engaging shopping
experiences that capture consumer attention and encourage
interaction. The effectiveness of an e-commerce platform is
frequently measured by its capacity to foster engagement
through features such as live-streaming, chat functionalities,
and personalized recommendations. This engagement is crucial
for driving sales and building long-term relationships with
consumers. In the context of evolving platforms, it is pivotal for
these entities to demonstrate a capacity for continuous
adaptation to meet the dynamic preferences of consumers to
ascertain that engagement remains a priority in their strategies
(Ye & Ching, 2023; Chen et al., 2023; Shen et al., 2022).

e. Cluster 5: Impact, Interaction, Purchase Intention, Social
Presence

This cluster emphasizes the significant impact of interaction
and social presence on consumer purchase intentions in live-
streaming commerce. The level of interaction between
consumers and streamers, as well as among consumers
themselves, creates a dynamic shopping environment that can
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enhance the overall experience. Social presence, defined as the
feeling of being with others in a virtual space, plays a vital role
in fostering trust and emotional connections, which in turn
influence purchase intentions. The degree to which consumers
feel engaged during live-streaming sessions has been shown to
be a significant predictor of the likelihood of making purchases,
highlighting the importance of interactive features in driving
sales (Zhou et al., 2022; Zhang et al., 2023).

4. Discussion
4.1. Synthesis of Key Findings

The systematic review of the literature about China’s live-
streaming e-commerce market revealed several key insights. As
indicated by the bibliometric analysis and the clustering of
terms depicted in Fig. 5, the most prominent theme was the
transformative impact on consumer behavior and purchase
decisions, which aligns with Cluster 1.

The rise of live-streaming commerce has significantly
transformed consumer behavior and purchase decisions. Live-
streaming platforms offer a more immersive and interactive
shopping experience, fostering a stronger emotional connection
between consumers and streamers. This transformation is
supported by various studies that highlight the significance of
social presence and interactivity in enhancing consumer
engagement and purchase intentions. For instance, Ming et al.,
(2021) discuss how social presence in live-streaming commerce
can influence impulse buying behavior, suggesting that the
emotional connection formed during live interactions can lead
to increased purchase intentions. Furthermore, Zhang et al.,
(2023) emphasized the role of IT affordance in live-streaming
marketing, indicating that the technological capabilities of these
platforms facilitate a more engaging shopping experience,
which is crucial for driving consumer interest and sales. The
qualitative insights provided by Picot-Coupey et al., (2023)
revealed that live-streaming shopping is emerging as a new
retail format that significantly differs from traditional e-
commerce. This paradigm shift is characterized by an
enhancement in interactivity, thereby enabling consumers to
engage directly with streamers, and then creates a more
personalized shopping experience. The bibliometric analysis
conducted by Mai et al., (2023) further underscores the growing
body of literature focused on live-streaming commerce,
indicating its prospective influence on consumer behavior and
marketing strategies. As live-streaming commerce continues to
evolve, the integration of immersive experiences and social
interactions clearly will play a pivotal role in shaping future
consumer purchasing decisions.

The analysis further revealed that the effectiveness of live
streaming in driving consumer engagement and purchase
intentions is determined by various factors, a concept well-
represented in Cluster 2 and Cluster 4. These factors include the
quality of the e-commerce platform, the charisma and
trustworthiness of the streamer, the perceived value and quality

of the products, and the pricing strategies employed by the firms.

Research indicates that the quality of the e-commerce platform
plays a critical role in shaping consumer experiences and their
subsequent purchase intentions. For instance, Zhang et al.,
(2023) highlighted that the affordance of live-streaming
platforms significantly impacts consumer engagement, which is
essential for driving purchase intentions. Furthermore, the

charisma and trustworthiness of the streamer are pivotal; Li et
al., (2023) noted that live broadcasters can minimize product
uncertainty and cultivate trust, thereby enhancing consumer
purchase intentions. Moreover, the perceived value and quality
of the products showcased during live streams are crucial in
influencing consumer decisions. Ming et al., (2021) emphasized
that social presence in live-streaming commerce can enhance
impulse buying behavior. The study suggests that consumers are
more inclined to purchase when they perceive a sense of
connection to both the streamer and the products being
presented. Pricing strategies also play a vital role, as they can
affect consumers' perceptions of value and influence their
purchasing decisions. This is directly tied to the "trust" and
"service quality" terms found in Cluster 1.

The discussion of China's unique market dynamics is also a
core finding of the review, as highlighted by Cluster 3. Live-
streaming commerce in China has become a mainstream sales
channel, with consumers increasingly demonstrating a
preference for this medium over traditional e-commerce
platforms. This shift can be attributed to the heightened
interactivity and social presence offered by live-streaming
settings, which have been instrumental in shaping consumer
behavior.

The terms "Immersive Experience" and "Social Interaction"
in Cluster 3 underscore this finding. Research indicates that the
immersive nature of live streaming enhances consumer
engagement, as it allows for real-time interaction between
consumers and streamers, fostering a sense of community and
connection. For instance, Shen et al., (2022) emphasized that the
interactive elements of live streaming contribute to consumer
stickiness, making them more likely to return to these platforms
for future purchases. Furthermore, the quality of the e-
commerce platform plays a critical role in this transformation.
Zhang et al., (2023) highlighted the effectiveness of live
streaming as a marketing tool is closely linked to the platform's
capacity to facilitate engaging and seamless shopping
experiences. The perceived value and quality of products
demonstrated during live streams also significantly influence
consumer purchase intentions, as consumers are more likely to
buy when they feel confident in the product's quality and the
streamer's credibility (Sun et al., 2023). The pricing strategies
employed by firms in live-streaming commerce can also
enhance consumer attraction, as competitive pricing combined
with engaging content can lead to increased sales (Liu et al.,
2022).

Finally, the analysis of policy and regulation, represented by
Cluster 6, is a key insight. Live-streaming commerce offers
numerous opportunities for retailers and brands; however, it
must also introduce significant regulatory challenges that must
be addressed to ensure consumer protection and fair practices in
this rapidly evolving market. As highlighted by Mai et al.,
(2023), the growth of live-streaming commerce necessitates a
comprehensive comprehension of its implications, including the
necessity for effective regulatory frameworks that can adapt to
the unique characteristics of this sales channel. Policymakers
must consider the dynamic nature of live streaming, where
interactions between consumers and streamers can induce
purchasing decisions and consumer trust. The qualitative
insights from Picot-Coupey et al., (2023) emphasize that while
live-streaming offers engaging shopping experiences, it also
raises concerns regarding transparency and accountability. As
consumers increasingly turn to live-streaming platforms to
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satisfy their shopping needs, the potential for misleading
practices or inadequate consumer protections becomes a
pressing issue. This assertion is further supported by the
findings of Ye & Chai Ching (2022), indicating that the
perceived risks associated with live-streaming commerce, such
as product authenticity and after-sales service, necessitate
thorough regulatory oversight. Moreover, the rapid expansion
of live-streaming commerce in China, as noted by Zhang et al.,
(2023), underscores the urgency for policymakers to establish
guidelines to protect consumers while fostering innovation in
this sector. The integration of technology, such as Al and data
analytics, has the potential to enhance the shopping experience.
Nevertheless, this development also raises a concern about data
privacy and security. Therefore, a balanced approach that
promotes growth while safeguarding consumer interests is
essential for the sustainable development of live-streaming
commerce.

The live-streaming e-commerce market in China has
emerged as a powerful force in shaping global retail standards,
characterized by its unique features and innovative approaches
for consumer engagement. This transformation is primarily
driven by the interactive nature of live streaming, which fosters
real-time engagement between consumers and streamers,
thereby enhancing the overall shopping experience. As
demonstrated in the research by Shen et al., (2022), the
immersive qualities of live streaming significantly improve
consumer stickiness, making them more likely to return to these
platforms for future purchases. Additionally, the charisma and
trustworthiness of streamers, as highlighted by Guo et al.,
(2021), play a crucial role in influencing consumer purchase
intentions. The researchers found that trust in broadcasters
enhances consumer engagement and satisfaction. Moreover, the
quality of the e-commerce platform itself is paramount in
facilitating these interactions. Zhang et al., (2023) emphasized
that the effectiveness of live streaming as a marketing tool is
closely linked to the platform's capability to provide a seamless
and engaging shopping experience. The rapid growth of live-
streaming commerce in China, projected to rise from over 1.2
trillion RMB in 2020 to over 4.9 trillion RMB by 2023,
underscores its potential impact on global retail practices
(Zhang et al., 2023). Likewise, the integration of advanced
technologies, such as Al and big data analytics, allows retailers
to tailor their marketing strategies effectively, enhancing the
perceived value of products and optimizing pricing strategies
(Su et al., 2023). This adaptability is crucial in a market where
consumer preferences are rapidly evolving. As live-streaming
commerce continues to redefine the retail landscape, it sets new
benchmarks for consumer engagement, trust, and interaction,
influencing retail standards worldwide (Mai et al., 2023; Sun et
al., 2023; Qing & Jin, 2022).

4.2. Theoretical implications

The theoretical implications of China's live-streaming e-
commerce market reflect significant shifts in consumer
behavior, marketing dynamics, and regulatory frameworks. One
prominent aspect is the interactive nature of live streaming,
which enhances consumer engagement and loyalty while
challenging traditional e-commerce models that reliant upon
static product information and limited interaction. This trend
highlights a change in consumer preferences, with immersive
shopping experiences and real-time engagement with sellers

becoming increasingly vital in prompting purchase decisions.
Research by Shen et al., (2022) underscores this dynamic,
noting that the real-time interactions enabled by live-streaming
substantially boost consumer retention and satisfaction. Zhang
et al., (2023) further affirmed that the unique affordances of
live-streaming platforms foster more engaging shopping
experiences, playing a pivotal role in shaping consumer
behavior.

Another critical theoretical implication lies in the role of
streamers' charisma and trustworthiness in driving consumer
purchase intentions, emphasizing the growing significance of
"social commerce." This trend poses a challenge to conventional
marketing approaches typically focused on brand-centric
advertising and signals the need for more personalized,
relationship-driven consumer engagement strategies. Guo et al.,
(2021) highlighted the potential of trust in streamers to enhance
consumer engagement, thereby increasing the probability of
purchases. This shift toward influencer-driven marketing
strategies affiliates with a broader consumer trend favoring
personal connections and authenticity over traditional brand
messaging, marking a transformative change in how businesses
approach marketing and customer relationships.

The integration of advanced technologies such as Artificial
Intelligence (AI) and big data analytics further demonstrates the
evolving nature of live-streaming commerce. These tools enable
retailers to leverage data-driven insights to optimize shopping
experiences, pricing strategies, and overall marketing
effectiveness. Su et al., (2023) emphasized that such
technologies enable businesses to tailor their offerings to match
consumer preferences, thereby enhancing the personalization
and relevance of shopping experiences. Beyond the realm of
operational efficiency, this integration has potential to enhance
consumer interactions, fostering deeper engagement and
satisfaction while redefining the boundaries of modern retail.

The rapid expansion of live-streaming e-commerce
introduces significant regulatory challenges. To address these
challenges. It is important to have a deep comprehension of the
distinctive features of this sales channel, particularly concerning
consumer protection, data privacy, and fair-trading practices.
Mai et al., (2023) highlighted the necessity of adaptive policy
frameworks to manage the complexities of this emerging market.
Policymakers must navigate issues such as transparency,
accountability, and consumer rights to ensure sustainable
growth while fostering innovation. By developing regulatory
measures that balance these priorities, authorities can support
the continued evolution of live-streaming commerce as a
transformative force in the retail industry.

Building upon these insights, future research should further
examine how evolving regulatory frameworks interact with
consumer trust and technological innovation in live-streaming
e-commerce. It is recommended that scholars explore cross-
cultural comparisons to determine whether the Chinese model
can be effectively replicated in different institutional and
cultural contexts. In addition, longitudinal studies that monitor
changes in consumer behavior over time would offer valuable
perspectives on the sustainability of current trends. Finally,
future inquiries could address the ethical dimensions of live-
streaming commerce, including data privacy, algorithmic
transparency, and the long-term social consequences of
influencer-driven consumption. Such directions will enrich the
theoretical development of the field and provide a more
comprehensive understanding of its global implications.
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4.3. Practical implications

The theoretical implications of China's live-streaming e-
commerce market are multifaceted and reveal significant shifts
in consumer behavior, marketing strategies, and regulatory
considerations. A pivotal aspect is the interactive nature of live
streaming, which has been demonstrated to enhance consumer
engagement and retention. This development poses a challenge
to traditional e-commerce models that rely on static product
information and limited interaction. This shift underscores the
growing consumer preference for immersive shopping
experiences and real-time engagement with sellers, both of
which play a critical role in driving purchase decisions. Shen et
al., (2022) highlighted that dynamic interactions facilitated by
live-streaming significantly enhance consumer retention and
satisfaction. Furthermore, Zhang et al., (2023) emphasized that
the affordances provided by live-streaming platforms enable
more engaging shopping experiences, further determining
consumer behavior.

Another crucial theoretical implication is the influence of
streamers' charisma and trustworthiness on consumer purchase
intentions, underscoring the rising importance of "social
commerce." This trend also poses a challenge to traditional
marketing approaches that are highly reliant upon brand-centric
advertising, suggesting an urgency for a more personalized and
relationship-driven approach to consumer engagement. Guo et
al., (2021) illustrated how trust in streamers can enhance
consumer engagement and increase the probability of purchase,
reflecting a broader trend in consumer preferences prioritizing
personal connections and authenticity over conventional brand
messaging. The increasing reliance on influencer-driven
marketing strategies highlights the evolving dynamics of
consumer-brand relationships in the context of live-streaming e-
commerce.

The integration of advanced technologies, such as Artificial
Intelligence (Al) and big data analytics, further demonstrates
the transformative nature of live-streaming commerce. These
technologies enable retailers to optimize shopping experience,
pricing strategies, and overall marketing effectiveness by
leveraging data-driven insights. Su et al., (2023) discussed how
such tools allow for the tailoring of offerings based on consumer
behavior and preferences, thereby enhancing the relevance and
personalization of the shopping experience. Beyond enhancing
operational efficiency, this technological integration has been
shown to enrich consumer interactions, fostering deeper
engagement and satisfaction.

Finally, the rapid growth of live-streaming commerce
presents significant regulatory challenges that require a
comprehensive understanding of the unique characteristics of
this innovative sales channel. Issues such as consumer
protection, data privacy, and fair-trading practices necessitate
adaptive policy frameworks to address the complexities of this
evolving market. Mai et al., (2023) highlighted the significance
of developing regulatory measures that balance innovation with
the protection of consumer rights. Policymakers must consider
the implications of live streaming on consumer trust and market
transparency to confirm a sustainable growth trajectory for this
emerging retail format.

5. Conclusion
5.1. Summary of key findings

The emergence of China's live-streaming e-commerce
market has been a transformative force, significantly

influencing global retail standards. The format's interactive and
immersive nature has proven highly engaging for consumers,
fostering greater customer stickiness and loyalty. This
innovative approach to retail has reshaped traditional consumer
experiences, emphasizing real-time interactions and
personalization.

One of the key insights from existing research is the ability
of live streaming to optimize consumer engagement and
retention. The real-time interactions between streamers and
viewers, coupled with personalized shopping experiences,
create a dynamic environment that encourages repeat purchases
and builds lasting consumer relationships. It is evident that
enhancing engagement is a pivotal strategy for live-streaming
platforms to drive consumer loyalty, a crucial factor in the
competitive e-commerce landscape.

Another important finding is the role of influencer marketing
strategies in live-streaming e-commerce. The findings of this
study demonstrated that streamers' charisma and
trustworthiness have a significant impact on consumer purchase
intentions, thus underscoring the growing importance of
integrating influencer-driven approaches into e-commerce
operations. This shift highlights the value of authenticity and
personal connections in shaping consumer decisions, moving
away from conventional brand-centric marketing tactics.

Advanced technologies, such as Artificial Intelligence (AI)
and big data analytics, play a pivotal role in the success of live-
streaming e-commerce. These tools enable retailers to gather
valuable insights into consumer behavior, optimize pricing
strategies, and streamline inventory management. By leveraging
these technologies, businesses can enhance their operational
efficiency while tailoring their offerings to meet consumer
preferences more effectively.

Despite its rapid growth, the live-streaming e-commerce
market faces significant regulatory challenges. As this
innovative retail format evolves, businesses must navigate
complex and changing regulatory frameworks to ensure
compliance and maintain consumer trust. It is critical to address
issues related to transparency, data privacy, and fair practices
for sustaining growth and fostering confidence in this dynamic
sector.

5.2. Limitations

While this present bstudy provides valuable insights into the
role of live-streaming e-commerce in shaping global retail
standards, it is important to acknowledge several limitations.
Firstly, the review exclusively relied on the Scopus database as
the primary source of literature. Despite its status as a
comprehensive and widely recognized repository of peer-
reviewed research, the exclusion of other databases such as Web
of Science, ProQuest, or Google Scholar may have limited the
scope of potentially relevant studies. Consequently, there is a
risk that some pertinent contributions have not been captured,
which could affect the completeness of the synthesis. Secondly,
the analysis focused primarily on English-language publications,
potentially overlooking valuable findings published in Chinese
or other languages that are highly relevant to the topic. Thirdly,
as with all systematic reviews, the selection and screening
process may be subject to researcher bias despite the efforts to
apply rigorous inclusion and exclusion criteria. These
limitations should be considered when interpreting the findings,
and they highlight the importance of incorporating multiple data
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sources and linguistic perspectives in future reviews to provide
a more comprehensive understanding of the phenomenon.
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