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ABSTRACT

Live streaming on social media has evolved into live streaming commerce (LSC), a subset of
electronic commerce that merges real-time social interaction with digital marketing. LSC is increas-
ingly used for enhancing customer engagement, product promotion, transaction facilitation, and
improving online shopping experiences. However, LSC, as a field of study, lacks a comprehensive
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systematic review, highlighting a gap in understanding its development and prospective trajec-
tories. This article aims to fill this gap by conducting a comprehensive systematic review of existing
LSC studies and charting a course for its future inquiry. Utilizing the SPAR-4-SLR protocol and the
TCCM framework, this study reviews relevant LSC studies from Scopus and Web of Science to
reveal the key theories, contexts, characteristics, methods, and promising avenues for understand-

ing and enriching LSC.

Introduction

The advancement of information technology has revo-
lutionized online shopping, leading to the emergence of
live streaming commerce (LSC). As a dynamic format of
electronic commerce (e-commerce), LSC enriches the
shopping experience with real-time interactive elements
such as live chat and video, offering consumers enga-
ging and immersive opportunities to discover and pur-
chase products.' Live streaming combines real-time
video content with chat interaction, enabling users to
broadcast and view live video streams while participat-
ing in synchronous chat discussions.” LSC has gained
popularity as a direct selling channel, significantly
increasing online traffic and sales for businesses.””
Noteworthily, LSC customers are not only consumers
but also content creators, influencing the purchasing
decisions of their peers.® Therefore, LSC has established
itself as a unique and popular form of online shopping,
presenting itself through three major channels:

(1) Electronic commerce sites or mobile apps inte-
grating LSC features (e.g., Amazon, Taobao);

(2) LSC platforms incorporating commercial activ-
ities (e.g., Douyu, Live.me);

(3) Social media or social networking sites (SNSs)
that add LSC features to facilitate sales (e.g.,
Facebook, Instagram).

In recent years, LSC has experienced significant growth,
particularly post-COVID-19. Consumer preference for
shopping via live streaming platforms like Amazon Live,
Facebook Live, Instagram Live, and Taobao Live has
surged.” Data from Statista® reveals a 76% increase in
global LSC purchases during the pandemic. In China,
LSC’s popularity is notable: 73% of respondents are
aware of online shopping platforms and physical stores
offering live streaming sessions,” and the country has
over 600 million live streaming users, more than 60% of
its total internet population.'® The growing consumer
attention to social influencers and co-experiences has
translated into increased orders during live streaming."'

Tracing back, live streaming is not a novel concept; it
emerged as an interactive communication technology in
the early 1990s, combining real-time video and text-
based chat.'” The popularity of LSC surged with the
advent of mobile technology and social media."’
Initially predominant in entertainment, like live music,
sports, and gaming, " live streaming’s business potential
in e-commerce has recently captured marketers’ and
scholars’ attention. Despite considerable research, the
LSC literature remains disjointed. Existing LSC reviews,
such as those by Fu,'* Li et al."® Luo et al.'® and Zhang &
Yeap'” offer insights but have limitations. Fu’s'* review
is in Chinese, limiting its reach. Luo et al.'® and Zhang &
Yeap'” focus publication trends using bibliometric
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analysis. Li et al."”” reviewed only a limited range of
literature, examining 22 articles from 2016 to 2021 on
Google Scholar. Evidently, existing reviews fall short of
providing the necessary depth for a comprehensive
understanding of LSC. Furthermore, the rapid pace of
LSC research in recent years, with numerous new stu-
dies, is not adequately covered in these reviews. These
limitations underscore the necessity and urgency for
a systematic literature review that is more comprehen-
sive and up-to-date, so that it can encapsulate the full
breadth and depth of LSC, encompassing its evolution,
current trends, and future potentials. This review aims
to bridge these knowledge gaps, offering a holistic view
of LSC that not only synthesizes past findings but also
sets the stage for future explorations in this dynamic
field. In this regard, this review seeks to answer three
pivotal research questions (RQs) in line with Lim
et al.'®:

RQ1. What do we know about LSC?

RQ2. How do we know about LSC?
RQ3. Where should we go with LSC?

To address these RQs, we conducted a systematic review
of the LSC literature, adhering to the Scientific
Procedures and Rationales for Systematic Literature
Reviews (SPAR-4-SLR) protocol.19 The review was struc-
tured using the Theories, Contexts, Characteristics, and
Methods (TCCM) framework.?’ The “characteristics”
component of TCCM, which encompasses the
Antecedents, Mediators, Moderators, Outcomes, and
Control Variables (AMMO-CV) of LSC research, offers
crucial insights into the complex relationships and
dynamics of variables pivotal to LSC (RQ1). This not
only deepens our understanding but also critically
informs future LSC applications and strategies.
Furthermore, our review delves into the theoretical foun-
dations, contextual nuances, and methodological choices
in existing literature, culminating in a rich, multidimen-
sional synthesis that delineates the current state and com-
plexities of LSC research (RQ2). This comprehensive
approach not only synthesizes knowledge but also iden-
tifies gaps and areas ripe for innovation. Moreover, the
review is strategically positioned to uncover and shape
promising avenues for future LSC research, thereby cat-
alyzing the evolution and practical application of LSC
(RQ3). This endeavor not only highlights the importance
of LSC in the contemporary e-commerce landscape but

also positions this review as a cornerstone for future
scholarly inquiry and practical implementation.

The remainder of this article is organized as follows:
The next sections detail the review methodology, fol-
lowed by insights into what and how we understand
LSC. These sections illuminate the structure of AMMO-
CV (RQ1) and the theoretical, contextual, and metho-
dological elements (RQ2) of LSC research.
Subsequently, we address the direction in which LSC
research should progress, proposing a forward-looking
research agenda (RQ3). The concluding sections discuss
the theoretical and practical implications of the review.

Methodology

This study conducts a systematic review'®*! using the

TCCM framework.” This approach is aligned with Paul
et al,,'” who emphasize that such a framework provides
a rigorous scientific design characterized by explicit, pre-
specified, and reproducible methods. Therefore, the frame-
work methodology implemented herein enables the review
to deliver a reliable synthesis of literature and a structured
understanding of LSC research.

To ensure transparency and replicability, we adopted
the SPAR-4-SLR protocol by Paul et al.'”” The SPAR-
4-SLR protocol, encompassing three sequential stages—
(i) assembling (identification and acquisition of LSC
literature), (ii) arranging (purification and organization
of the retrieved LSC literature), and (iii) assessing (eva-
luation and reporting of findings related to LSC litera-
ture)—ensures a rigorous, transparent, and logical flow
in the review process. This protocol is particularly suited
for emerging, multidisciplinary fields like LSC due to its
adaptability across various research designs, data
sources, and themes. The review procedure following
this protocol is detailed in Appendix A, and the result-
ing framework is presented in Appendix B.

Assembling

The assembling stage encompasses identification and
acquisition. Identification entailed defining the research
domain (LSC) and formulating research questions (RQ1-
RQ3). For acquisition, we selected Scopus and Web of
Science due to their extensive coverage of academic litera-
ture and rigorous quality checks for source inclusion or
indexing." The search period spanned from 2018 to 2023,
starting from the publication of the first LSC article in 2018
to the time this review was conducted (November 2023),
a practice in line with Kraus et al.>' for ensuring
a contemporary assessment. Following the approach of
Vrontis et al.*> we employed various alternative keywords



linked with Boolean operators: (“live stream*” OR “live-
stream*” OR “livestream*” OR “live video stream*” OR
“live broadcast*”) AND (“commerce” OR “consumption”
OR “shopping” OR “transaction”). This search yielded
2,884 articles (Scopus: 1,639; Web of Science: 1,245).

Arranging

The arranging stage consists of purification and organiza-
tion. During purification, articles were filtered based on
document type, source type, and language.2 ' We restricted
our focus to “articles” published in “journals”, as they
typically offer exploratory ideas and causal insights that
have been fully developed, unlike alternatives like “books”
and “book chapters”, which are often explanatory, “con-
ference proceedings”, which tend to be work-in-progress,
and “editorials” or “notes”, which may not be peer
reviewed.'”" Only English articles were considered due
to its status as a lingua franca and the authors’ language
proficiency.”' Articles irrelevant to the specific relationship
between live streaming and commerce were also excluded.
These included topics such as game live streaming, media
live streaming, peer-to-peer (P2P) networks, sports live
streaming, and political participation in live streaming.
Duplicate articles were also removed, resulting in the reten-
tion of 201 relevant articles. During organization, these
articles were methodically coded and categorized using
the TCCM framework. This framework was applied to
assess theories, contexts (units of analysis, platforms, indus-
tries, and countries), characteristics (years, journals, cita-
tions, AMMO-CV), and methods (qualitative, quantitative,
and mixed methods).

Assessing

The assessing stage encompasses evaluation and reporting.
During evaluation, content analysis and gap analysis were
employed to build and examine the TCCM framework,
pinpointing current knowledge and knowledge gaps in
LSC research. This analysis informed the development of
a future research agenda for LSC. In the reporting stage,
data were conveyed through figures, tables, and words to
present the insights into LSC. No funding was sought nor
received for this research.

Findings

What do we know about LSC? (RQ1)

Publication (productivity) and citation (impact) trend
of LSC research

In answering RQI, we begin by presenting yearly
publication and citation figures to trace the
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development of research over time (Appendix C).
LSC research emerged in 2018, with limited publica-
tions in 2018 (n: 1) and 2019 (n: 3). Subsequently,
research on LSC surged, especially during 2020-2023,
attributed partly to the impact of COVID-19. The
number of publications grew consistently, with 85
articles in 2023, totaling 201 publications by
October 2023. Citations exhibited an upward trend
from 2018 to 2020, peaking at 2,782 for 2020.
Although articles from 2021 to 2023 have fewer
citations due to their recency, this is expected to
change over time. Overall, LSC-related articles had
amassed more than 6,990 citations by the end of the
review period.

Geographic coverage of LSC research

LSC research has been contributed by researchers from
23 countries/territories. From a regional perspective, the
Asia Pacific, Eastern Asia, Oceania, and Southern Asia
regions appear most prolific in the East, whereas the
North America and Western Europe regions are most
prolific in the West. Besides, Africa, Eastern Europe,
Middle East, and South America regions are noticeably
underexplored (Appendix D Panel A). From a country/
territory-level perspective, China leads in LSC research
with 76.12% of total publications, followed by Taiwan
(11.44%) and South Korea (9.95%) (Appendix D Panel
B). When the entire Chinese region is considered
(including Hong Kong, Macau, and Taiwan), Greater
China, can be considered the research leader for LSC
research.

Journals publishing LSC research

LSC research has been published in 90 journals indexed
in Scopus and/or Web of Science, demonstrating its
acceptance in high-quality journals (Appendix E).
Noteworthily, Frontiers in Psychology leads with 26 arti-
cles, followed by Sustainability (16), Journal of Retailing
and Consumer Services (15), Electronic Commerce
Research and Applications and Internet Research (7
each), and Asia Pacific Journal of Marketing and
Logistics (5). The relevance of LSC research is also evi-
denced across various fields such as business (e.g.,
Journal of Business Research), electronic commerce
(e.g., Electronic Commerce Research), information sys-
tems (e.g., International Journal of Information
Management), information technology (e.g., Behaviour
and Information Technology), psychology (e.g., Frontiers
in Psychology), marketing (e.g., European Journal of
Marketing), and service (e.g., The Service Industries
Journal) such as hospitality (e.g., International Journal
of Contemporary Hospitality Management) and tourism
(e.g., Tourism Management).
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Articles on LSC

The 10 most cited articles on LSC are detailed in
Appendix F. The leading paper, with 692 citations, is
Wongkitrungrueng and Assarut’s' study on cultivating
customer engagement and trust, indicating the signifi-
cance of relational dynamics in LSC. This is followed by
Sun et al.'s"* work, cited 542 times, which explores live
streaming’s IT affordance and its impact on purchase
intentions, underlining the technological underpinnings
of LSC. Park and Lin’s*® research on the effects of
match-ups in shaping consumer attitudes toward strea-
mer-endorsed products, receiving 365 citations, high-
lights the role of influencer marketing in LSC.

The list further includes studies such as Kang et al.‘s**
examination of interactivity’s dynamic effect on custo-
mer engagement through tie strength, and Xu et al.‘s*
investigation of drivers of consumer shopping behavior
in LSC. These articles, along with others in the top 10,
cover a diverse range of topics within LSC, from enhan-
cing engagement®® and seller perspectives® to uncer-
tainty reduction®” and the overall impact on purchase
intention.”®?*® This variety in topics underscores the
multifaceted nature of LSC and its relevance across
different aspects of consumer behavior, e-commerce
dynamics, and marketing strategies. These seminal
works have significantly advanced the understanding
of LSC, setting a foundational base for future research
in this rapidly evolving field.

Antecedents (186/201)

Customer-related (103/186)
Motivation (hedonic, utilitarian) (64)

Characteristics (AMMO-CV) of LSC

This section synthesizes the antecedents, mediators,
moderators, outcomes, and control variables (AMMO-
CV) that have been investigated in LSC research
(Figure 1). Noteworthily, most researchers have studied
the impact of customer-, platform-, social- and strea-
mer-related antecedents on behavioral outcomes (#: 159
articles), followed by relationship experience (n: 42 arti-
cles), shopping experience (n: 39 articles), and psycho-
logical outcomes (n: 39 articles).

Antecedents of LSC. Antecedents encompass the fac-
tors that could exert an influence, and as a result,
they may have a direct impact and an indirect
impact (through mediators) on outcomes.”® Among
201 articles on LSC, only 15 articles do not have
a conceptual framework, and thus, the antecedents
that manifest across 186 articles that do have
a conceptual framework were classified into four
categories—namely, customer- (103 articles), plat-
form- (66 articles), social- (81 articles), and streamer-
(111 articles) related antecedents.

Customer-related antecedents encapsulate character-
istics and perceptions of customers that could exert an
impact in LSC such as hedonic and utilitarian motiva-
tion (64 articles), perceived financial benefits (39 articles)
and uncertainty (eight articles), personality traits (11
articles), and trust (14 articles).

Moderators (78/201)

Individual-related (demographic, personal, streamer) (41/78)
Strategy-related (marketing mix strategy, relationship management strategy) (40/78)

Perception (financial benefits, uncertainty) (44)

Personality traits (11)
Trust (14)

Platform-related (66/186)
Platform technicalities (59)
Platform-customer interaction (13)

Trust (38)

Outcomes (186/201)
Mediators (130/201)
Psychological (39/186)
Relationship experience (77/130) Engagement (39)

Commitment (13)
Engagement (16)
Guanxi/tie strength (13)
Psychological distance (9)

Social-related (81/186)
Social presence (52)
Social influence (34)

Behavioural (159/186)

Streamer-related (111/186)
Streamer credibility (60)

Immersion (32)

Shopping experience (73/130)

Perceived value and risk (46)

Adoption intention (10)
Watching intention (14)
Purchase intention (136)

Streamer effort (18)
Streamer-customer interaction (49)

Stickiness (13)

Streamer-customer similarity (8)

! Control variables (78/201) 1

I Individual-related controls (customer—demographics, behavioural; streamer—broadcast or live streaming, popularity) (68/78)

| Marketing-related controls (product, price, platform) (20/78)

Figure 1. Customer behavior in LSC.



e Hedonic motivation is often associated with affec-

tive appraisal, emotion, entertainment, and enjoy-
ment, influencing experiential (e.g., flow and
parasocial interaction experiences), and relational
and recreational benefits (e.g., engagement).’"*>
Besides, hedonism enhances perceived value,
which, in turn, triggers stickiness,” engagement,1
and (re)purchase intention.?>*

Utilitarian motivation is driven by functionality,
goals, and rationality and thus reflects the extent
to which customers are motivated by the utility of
products or services. Utilitarian value is among the
most frequently studied customer-related antece-
dent, encompassing convenience and efficiency in
obtaining high-quality product information (e.g.,
accuracy, completeness, currency, usefulness,
visualization).”>** The literature suggests that uti-
litarianism influences engagement and trust,"**
which, in turn, triggers watching and purchase
intention among customers in LSC.***
Perceived financial benefits cover the financial
incentives (e.g., financial bonds, financial support,
financial value, discount, scarcity, rewards)™® and
pricing information (i.e., perceived competitive
price, price transparency, perceived transaction
transparency)®*’ provided to enhance customers’
overall perceived value and trust in the product.
The literature on LSC suggests that customers who
perceive or recognize financial benefits are likely to
demonstrate commitment and trust,”®*' which, in
turn, trigger purchase intention.*?

Perceived uncertainty portrays the degree to which
the future environment cannot be accurately pre-
dicted due to imperfect information.*” Perceived
uncertainty is a less-frequently explored antece-
dent. The literature on LSC suggests that perceived
uncertainty is detrimental to purchase intention
among customers.””*’

Personality traits reflect individual characteristics
that are relatively stable, consistent, and enduring,
which may be inferred from a pattern of attitudes,
behaviors, feelings, and habits.® Only two articles
on LSC examine personality traits (i.e., habit, self-
efficacy) as antecedents, showing that habit and
self-efficacy shape engagement® and behavior*’
among customers.

Trust reflects the broad conviction that one (e.g.,
customers) holds that the other party (e.g., sellers,
streamers) would act in an ethically and socially
suitable manner.** From a customer perspective,
trust can manifest toward many touchpoints such
as the brand, company, platform, product, and
streamer. The literature on LSC suggests that
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customer trust is critical in developing and main-
taining good customer relationship to shape beha-
vioral intention (e.g., purchase intention).*>*

Platform-related antecedents encapsulate the character-
istics of live streaming platforms that could impact out-
comes in LSC such as platform-customer interaction (13
articles) and platform technicalities (59 articles).

o Platform-customer interaction denotes interactions
between platforms and customers, involving
aspects such as control,*” diagnosticity,*® and effort
expectancy.’ The literature suggests that effective
platform-customer interaction (e.g., providing cus-
tomers with control, valuable information, and
a seamless interaction experience) can enhance
customer engagement as well as their adoption
and purchase intention in LSC.*

o Platform technicalities encompass the technical
aspects of LSC platforms such as facilitating con-
ditions, ease of use, gamification, guidance shop-
ping,  meta-voicing,  stock-keeping  unit
proliferation synchronicity, usefulness, and visibi-
lity. Researchers often approach this topic from IT
affordance,">*’ operations,” technology
adoption,51 and socio-technicality7’46 perspectives.
The literature suggests that robust technical func-
tions can enhance customer experience, amplifying
their enjoyment, which, in turn, encourages their
purchase intention in LSC.”**

Social-related antecedents are related to the social
aspects of LSC, reaffirming that shopping is a social
act. Both social influence (34 articles) and social presence
(52 articles) are commonly studied as social-related
antecedents.

e Social influence (i.e., the influence from people
particularly relevant to the individual) encapsulates
aspects like endorsement, network behaviors,
norms, social friend value, social status display,
and symbolic value. Research suggests that social
influence can mitigate uncertainty and promote
engagement in LSC.***®

e Social presence (i.e., the sense of others’ presence
during social activities) is a well-studied antecedent
for exploring customer-customer interaction,”
including co-viewer involvement,” mutuality,*’
community interactivity.”* Research suggests that
social presence strengthens relationships and shop-
ping experiences, subsequently impacting
psychological®® and behavioral outcomes®> among
LSC customers.
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Streamer-related antecedents encompass the character-
istics of streamers that could impact outcomes in LSC
such as streamer credibility (60 articles), streamer effort
(18 articles), streamer-customer interaction (49 articles),
and streamer-customer similarity (8 articles).

o Streamer credibility, whose evaluation could man-
ifest through streamer endorsement, includes three
major aspects, namely, attractiveness, expertise,
and trustworthiness.”> These three aspects are
invariant across different cultures and important
in  influencing customer attitudes and
intentions.”>>” Additional streamer characteristics,
like competence, humor, politeness, and warmth,
have also been suggested as potential influences on
customer trust in LSC.*"*®

o Streamer effort includes the streamer’s investment
of effort, knowledge, or time in engaging and fos-
tering a relationship with customers.” Research
suggests that streamers’ efforts in content
generation,41 personal information disclosure,”®
additional value service,’° and their advertising
strategy”® can bridge the psychological distance
between streamers and customers as well as influ-
ence the latter’s purchase decision in LSC.

o Streamer-customer interaction examines social inter-
actions between streamers and customers. Key vari-
ables include active control,*® entertainment,®
interaction quality,’’ interactivity,*' parasocial
interaction,®>  perceived emotional labor,®’
personalization,”  reciprocity,®*  relationship
reward,” responsiveness,”’” synchronicity,”> and
two-way communication.*® Research suggests that
this interaction can enhance relationship and shop-
ping experience, which, in turn, shape behavioral
intention among customers in LSC.***’

o Streamer-customer similarity zooms into the simi-
larity between customers and streamers, involving
elements such as perceived familiarity, perceived
likability, perceived similarity, physical character-
istics similarity, and value similarity.*>*> Research
suggests that this similarity enhances the relation-
ship between streamers and customers, which, in
turn, affects the latter’s purchase decision.””

Mediators in LSC. Among 201 LSC articles, 130
included mediators, which can be divided into two
main groups—namely, relationship (77 articles) and
shopping (73 articles) experience.

Relationship experience encapsulates the experiential
factors that manifest in relationship building and

management efforts felt by customers such as commit-
ment (13 articles), engagement (16 articles), guanxi/tie
strength (13 articles), psychological distance (9 articles),
and trust (38 articles).

e Commitment is an essential element for establish-
ing, developing, and maintaining relationships.
Engagement is described as the psychological state
of mind in which customers are engaged con-
sciously or subconsciously most often through fre-
quent interactions beyond transactional motives in
a focal service relationship. Guanxi/tie strength
embodies the quality of interpersonal relationship
between streamers and customers. Psychological
distance reflects the degree to which customers
perceive a target as being distant from themselves
at that moment. Trust is not only an antecedent but
also a frequently used mediator, encompassing
trust in channels/platforms, products, and
streamers/sellers,””>> and operationalized as
a multi-dimensional variable with facets of ability,
benevolence, and integrity.*®

Shopping experience is described as a pleasant or unplea-
sant mental state when customers are infused in LSC,
which, in turn, helps them to identify the value and risk
they may gain/suffer from this shopping activity. In this
regard, LSC experience can include immersion (32 arti-
cles) and perceived value and risk (46 articles).

e Immersion is an emotional response that gives peo-
ple a sense of pleasure and satisfaction, which could
manifest as highly focused attention, loss of self-
awareness, and unconscious behavior,>? covering
arousal,”” authentic viewing experience,”* dynamic
brand experience,® immersive experience,®’
presence,'” flow state,” and pleasure.®®

e Perceived value and risk are subjective and perso-
nalized evaluations of the value or risk of
a purchased product or service.””®” Perceptions of
value can vary, encapsulating aspects of
enjoyment,” information gratification,®® hedonic
value,' utilitarian value,**® value compatibility,”
social comparison  tendency,”  perceived
competition,””  perceived cost,”’  perceived
diagnosticity,73 perceived usefulness,’! perceived
risk,*” product fit uncertainty,”” and product qual-
ity uncertainty.zgj4

Moderators in LSC. Among 201 articles on LSC, 78
articles explored moderators in their research. The



moderators can be divided into two main groups—
namely, individual- (41 articles) and strategy- (40 arti-
cles) related moderators.

Individual-related moderators pertain to factors that
relate to the customer as an individual. This ranges from
demographic factors (six articles) such as age, education,
experience, gender, and income’**>*® to personal fac-
tors (22 articles) such as independent and interdepen-
dent self-construal,”” mindfulness,”” impulsiveness,”®
personal sense of power,” regulatory focus,” self-
monitoring personality,”” and susceptibility to informa-
tive influence,”” and streamer factors (14 articles) such
as admiration,78 attractiveness,79 popularity,24 strea-
mer-product congruence,*® and streamer communica-
tion style (task-oriented vs. social-oriented).®!

e When demographic factors were included as mod-
erators in LSC, researchers analyzed them as group
comparisons.32’36

e When personal factors were treated as moderators
in LSC, researchers examined its moderation
effects on immersive experience,’” perceived
value, and perceived risk’> as mediators, whereas
others researched its moderation effects on affec-
tive and cognitive reactions,” purchase
intention,”® and stickiness®’ as outcomes.

e When streamer factors were used as moderators in
LSC, researchers investigated its moderation effects
on customer engagement,** guanxi/tie strength,**
and psychological distance’® as mediators, whereas
others studied its moderation effects on customer
engagement® as an outcome.

Strategy-related moderators relate to the strategies
employed that act as moderators in LSC research such
as marketing mix strategy (31 articles) and relationship
management strategy (nine articles), wherein the former
commonly encompass strategies relating to product
(e.g., product novelty,*® product types,®” product-self
fit,** product involvement,*” price (e.g., discount,
scarcity),”® place (e.g., platform affordance),*” and pro-
motion (e.g., communication),””> whereas the latter
refers to the strategy to maintain an ongoing level of
engagement with customers through LSC and thus
includes considerations such as attachment,” corporate
social responsibility,”’ engagement,”® para-social
relationship,®* and tenure of membership.**

e When marketing mix strategy is included as
amoderator in LSC, researchers examined its mod-
eration effects on commitment,” immersive
experience,”* perceived value and risk,** psycholo-
gical distance,” and trust*' as mediators, whereas
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others researched its moderation effects on custo-
mer engagement’> and purchase intention’' as
outcomes.

e When relationship management strategy is used as
a moderator in LSC, researchers investigated its
moderation effects on commitment,®* guanxi/tie
strength,* and trust®* as mediators, whereas others
studied its moderation effects on adoption®" and
purchase intention®* as outcomes.

Outcomes of LSC. Among 201 articles on LSC, 186
articles explored outcomes in their research. The out-
comes can be divided into two main groups—namely,
psychological (39 articles) and behavioural (159 articles)
outcomes.

Psychological outcomes encompass conscious and
unconscious phenomena involving mental states such
as customer engagement (39 articles). Customer engage-
ment can be defined as a psychological state of mind in
which customers connect and interact with the brand or
company and their activities and offerings.®" It encap-
sulates aspects such as cognitive, affection, and activa-
tion processing’®™’; social sharing®’; and value co-
creation”® among others. The literature suggests that
customer engagement in LSC is predominantly
impacted by streamer-related factors (15 articles), fol-
lowed by platform- (13 articles), social- (13 articles), and
customer- (nine articles) related factors.

Behavioural outcomes relate to the way a person
behaves, which may manifest in the form of adoption
(10 articles), watching (14 articles), purchase (136 arti-
cles) intention as well as stickiness (13 articles) among
customers in LSC. The literature suggests that beha-
vioral outcomes were most impacted by streamer-
related factors (99 articles), followed by customer- (91
articles), social- (75 articles), and platform- (62 articles)
related factors.

Control variables in LSC. Among 201 articles on LSC,
78 articles included control variables in their research.
The control variables can be divided into two main
groups—namely, individual-related (68 articles) and
marketing-related (20 articles) controls.
Individual-related controls pertain to the factors
relating to the individual, and in the case of LSC, the
customer and the streamer. From a customer perspec-
tive, individual controls include demographics such as
age, education, gender, income, and marital status, as
well as behavioral characteristics such as platform
experience and usage, purchase experience and fre-
quency, subscription experience, and watching fre-
quency and length.®°® From a streamer standpoint,
individual controls include streamer characteristics
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(e.g., streamer attractiveness and popularity as signaled
by followers and ratings)”>”**” or that infused with LSC
such as duration, frequency, and time.3%%8

Marketing-related controls relate to factors such as
product, price, and platform. In terms of product, such
controls can include product category, characteristic,
novelty, and quantity,52 whereas in terms of price,
such controls can include discounts,”” while in terms
of platform (or place), such controls can include plat-
form background and heterogeneity.®*

How do we know about LSC? (RQ2)

The present section unpacks the underlying theories,
contexts, and methods that underpin the characteristics
of LSC research revealed in the previous section.
Therefore, this section covers the remaining aspects of
the TCCM framework adopted to guide the content
analysis of LSC research.

Theories guiding LSC research

Theories provide a roadmap to comprehend phenom-
ena and gain knowledge."® With a diverse range of 84
theories applied across 168 studies (33 articles were not
guided by any specific theory), LSC researchers employ
theories that span a wide spectrum of disciplines to shed
light on this multifaceted field (Appendix G). These
theories are discussed based on their prevalence in LSC
research.

Out of the 84 theories identified, five shined as the
most prevalent, featuring in more than 50% of theory-
driven LSC studies. Stimulus-organism-response (S-O-R)
model was the most popular theory (48 articles). This
environmental psychology theory offers a parsimonious
way to account for the different forms of environmental
stimuli in LSC, ranging from customer-,>” platform-,40
social-,>® and streamer-related®® stimulus, enabling the
exploration and understanding of the customer’s cogni-
tive and emotional states based on environmental sti-
muli and the likely effects on resulting behavior. The
other four major theories that join the S-O-R model to
make up the top five most-used theories for LSC
research are social presence theory (SPT; 15 articles),
uses and gratification theory (UGT; 11 articles), para-
social interaction theory (PSI; 9 articles), and trust trans-
fer theory (TTT; 8 articles). These four theories highlight
the importance of social stimulus,”® customer
motivations,*® para-social interactions,® and trust®” in
driving consumer behavior or decision in LSC.

The rest of the theories are applied less frequently but
still contribute to the understanding of specific aspects
of LSC. Theories from communication and information
systems such as attention-interest-desire-action theory,

elaboration likelihood model, information foraging the-
ory, signal theory, and speech act theory shines on con-
sumers’ decision-making, emphasizing how product
information processing or communication and persua-
sion strategies are used in LSC.*>’* Other reasoned
action theories like theory of reasoned action (TRA)
and theory of planned behavior (TPB) alongside technol-
ogy adoption theories such as technology acceptance
model (TAM) and unified theory of acceptance and use
of technology 2 (UTAUT2) illuminate the role of plat-
form technicalities in shaping consumers’ behavioral
intentions in the dynamic environment of LSC.*>*'
Moreover, social psychology theories like social
exchange theory (SET), social identity theory (SIT), social
learning theory (SLT), psychological arousal theory, psy-
chological contract theory, and psychological reactance
theory shed light on the influence of social dynamics
and psychological factors on consumer responses in
LSC.>>® This diversity in theoretical application, while
spanning a brief six-year period, is promising for the
field of LSC. The range of theories underscores LSC’s
vibrancy and potential for further research and theore-
tical development, signifying that LSC is ripe for more
extensive exploration and innovation in theory exten-
sion and testing.

Contexts explored in LSC research

Context represents the setting in which research is car-
ried out, thereby shedding light on the circumstances
and scope of that research.'® The present review con-
siders four variations of context—namely population(s),
industry(ies), platform(s), and country(ies) or territory-
(ies) (Appendix H).

In terms of population, LSC research mainly focuses
on understanding customers (86.07% of articles), with
limited attention to streamers (4.48% of articles).
However, 9.45% of articles sampled both, reflecting an
emerging interest in examining the interconnectedness
between these two groups in the LSC ecosystem. In
terms of industry, most articles concentrated on mixed
industries, with 166 articles (82.59%) looking at the
industry in general and 8 articles (3.98%) focusing on
a mix of popular industries. The rest delve into single
industries such as tourism, agriculture, and apparel.
Notably, industries like food and luxury remain nascent
and thus represent potential areas for future explora-
tion. In terms of platform, around 56.22% of LSC
research did not specify a particular platform, indicating
platform-agnosticism. The remaining studies focused
on specific platform types, including Type 1 combining
e-commerce and live streaming, Type 2 encompassing
social media, live streaming, and commercial activities,
and Type 3 signifying live streaming platforms with



commercial activities. This diversity in platform selec-
tion reflects the varied nature of LSC research and the
importance of understanding the specific platforms in
play within this dynamic field. Finally, in terms of
country or territory, the predominant observation is
that LSC research is overwhelmingly centered in
China, with a significant majority of articles conducting
their studies within this country (85.07%). This indi-
cates a strong emphasis on Chinese contexts and plat-
forms in LSC research. However, there is also a notable
trend of internationalization in the field, as a smaller but
still significant proportion of research samples and stu-
dies extend to other countries and territories, such as
Australia, Malaysia, South Korea, Thailand, the UK, and
the USA. This highlights a growing interest in under-
standing LSC across diverse international settings,

revealing the potential for cross-cultural research in
this field.

Methods used for LSC research

Methods relate to the way in which research is
performed.'® The present review considers two aspects
of methods—namely data collection and data analysis
(Appendix I).

In terms of data collection, most LSC research relies
on self-reported data emerging from interviews and
surveys (148 articles), followed by field data that may
be crawled or observed (44 articles), with few using
a combination of both (9 articles), indicating that

Table 1. Summary of future directions for LSC research.
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much room avails for data triangulation across multiple
sources.

In terms of data analysis, the majority of LSC research
is analyzed using quantitative techniques such as struc-
tural equation modeling (161 articles) and regression
analysis (30 articles), with few using qualitative techni-
ques such as content analysis (including thematic analy-
sis) (12 articles) and a combination of both quantitative
and qualitative analyses (13 articles), implying that much
room avails for unpacking subjective insights emerging
out of qualitative research in tandem with that emerging
from quantitative research. Moreover, experimental
research remains nascent (15 articles), signaling causal
insights on LSC remain scarce and thus showing that
much room avails for more robust empirical evidence
that can establish causes and effects in LSC.

Where should we go with LSC? (RQ3)

The present section builds on the TCCM of the existing
literature and offers promising pathways to advance
understanding of LSC (Table 1).

First, this review highlights the increasing productiv-
ity and impact of LSC research, with both publications
and citations showing a steady rise (I key takeaway).
This trend suggests that LSC is a valuable research area,
garnering interest across various disciplines for its inno-
vative, engaging, and interactive approach to online
shopping (I* theoretical contribution). Practitioners

Areas

Future direction

Characteristics (C) Novelty of LSC ® \What are the core competencies of LSC, and how does live streaming promotes digital transformation
in electronic and social commerce?
Factors combination/ ® What roles do streamers play in influencing customers’ purchase decision, and how streamers
exploration decrease product uncertainty to facilitate customer decision-making process during live streaming

shopping?

® What are the factors contributing to impulsive buying in LSC?

® How do (can) streamers develop different sales strategies to attract/access their targeting groups
(retain existing customers and explore new customers)?

® How does interactive relationship quality (e.g., streamer-customer, customer-customer) influence/
mediate the social exchange between two parties, and how this relationship influences customer
experiences and consumption behaviors?

® How do streamers-customers co-created contents influence customers’ attitudes and behaviors within
the same community (e.g., broadcasting fans group)?

Context (C)

investigation
Macro- and individual-
level influences

Methods (M) Methodological

considerations

Theoretical
considerations

Theories (T)

Cross-countries ® Why LSC is more popular in Asian countries compared to Western countries?

What are the potential macro-level factors (e.g., cultural influences, economic trends, lifestyle changes,
policy changes, social behaviors) that could affect/moderate the effectiveness of LSC across different
platforms/industries?

How do individual-level factors (e.g., baby boomers, millennials, and zoomers characteristics) affect/
moderate customer behaviors across different platforms/industries?

Utilize qualitative data and methodologies, alongside cutting-edge technologies like artificial intelli-
gence, machine learning, and deep learning, to delve into the distinct nuances inherent in LSC.
Implement experimental methods to rigorously test and validate various strategic recommendations
within LSC.

Engage in theoretical integration by synthesizing and applying existing theories from diverse dis-
ciplines such as psychology, sociology, marketing, and technology to create a more comprehensive
understanding of the nuances and dynamics within LSC.

Engage in the development of new theories specific to LSC by formulating novel theoretical frame-
works that address the unique aspects of LSC to fill gaps and offer fresh perspectives.
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can derive strategic insights from the most cited articles,
particularly in areas of customer engagement and strea-
mer selection. These insights underscore live stream-
ing’s unique aspects compared to traditional
e-commerce, the pivotal role of trust and customer
engagement, perceived value, and the influence of strea-
mer credibility on LSC purchases. Additionally, practi-
tioners should capitalize on the marketing and
engagement opportunities offered by LSC, crafting stra-
tegies that enhance customer perceptions and satisfac-
tion through entertaining live streaming experiences (1%
practical contribution). Further research in LSC is
encouraged, and the insights from this review can aid
in identifying knowledge gaps, thereby reinforcing the
foundation for future studies. Despite its potential for
advancing e-retailing, there is a gap in understanding
how LSC influences digital transformation in
businesses.”” Future research should delve into live
streaming’s core competencies and its transformative
impact on enterprise operations, information manage-
ment, and marketing methods (I set of future
directions).

Second, this review provides an evaluation of the
contributors of LSC research, showing that the journals
publishing in this space are multidisciplinary, though
contributions are predominantly coming from the
Chinese region (2" key takeaway). This observation
implies that LSC is highly popular among the Chinese
and thus signaling that a large market is available for the
digital economy—potentially billions of dollars and
people—through this mode of electronic and social
commerce (2" practical contribution), and more impor-
tantly, the field, as this review shows, is evidently not
context nor disciplinary specific (2" theoretical contri-
bution), and thus, future explorations can be pursued
through multidisciplinary teams to offer enriching
insights across different contexts from various perspec-
tives. For instance, future research could compare the
use of LSC between Eastern and Western countries (2"¢
set of future directions).

Third, this review details the key constructs and rela-
tionships that explain customer behavior in LSC,
wherein customer-, platform-, social-, and streamer-
related antecedents affect the relationship and shopping
experience, which, in turn, shapes the psychological and
behavioral outcomes among customers in LSC, though
their relationships may be conditional on the presence
of individual-, marketing-, and strategy-related factors
(3" key takeaway). This observation implies that custo-
mer behavior in LSC can manifest in many ways (out-
comes) and be understood (controls), influenced
(moderators), and shaped across multiple experiences
(mediators) and touchpoints (antecedents) (3™

theoretical implication), indicating that an undifferen-
tiated strategy for LSC is unlikely to work, and thus,
sellers and streamers will need to pursue a differentiated
strategy, particularly conducting market segmentation
to attract, persuade, and convert different live stream
audiences (e.g., age, gender, income level) that have
different marketing mix expectations (i.e., different pro-
motion and discount strategies, different persuading
and interaction skills) into actual followers and custo-
mers (3" practical implication). Therefore, future
explorations that can reveal the combination of factors
that need to avail to gain specific types of desired cus-
tomer behavior in LSC should be highly valuable and
thus strongly encouraged. According to the character-
istics (AMMO-CV) analysis, streamer-related factors
are the most frequently cited antecedents, underscoring
the importance of streamers in LSC. Building on current
understanding, streamers in LSC play diverse roles, such
as salesperson, product selector, endorser, entertainer,
and network builder.>*>”® Since these roles are linked to
specific characteristics,®® future research could examine
the unique traits associated with streamers’ various roles
in LSC. This exploration should include how these attri-
butes (e.g., communication skills, engagement techni-
ques, product knowledge) contribute to their success
and influence viewers’ responses and decisions (e.g.,
stickiness, engagement, purchase decisions) during and
after live streaming sessions. In terms of sales, streamers
provide several affordances (e.g., product expertise,
source diversity)*” in consumer decision-making.
However, the challenge remains in sparking impulsive
buying desires for products or services.’"** Impulsive
buying, distinct from general purchase intentions, has
different drivers.'” Given the limited attention this
aspect has received, future research should investigate
additional factors that influence impulsive buying deci-
sions in LSC. Moreover, further research is needed on
streamer strategies, such as sales tactics, relationship
management, and solution selling, to retain existing
customers and attract new ones. For example, less-
explored non-sales behaviors, such as value co-
creation and customer engagement, warrant further
investigation. Value co-creation is an outcome of cus-
tomer engagement through sharing and integrating
information resources.'”" The live streaming commu-
nity generates its own language and culture from the
interaction between content creators (i.e., streamers and
customers).'*® This type of co-creation strengthens ties
within the community and enhances information dis-
semination outside it.”® Nevertheless, certain areas
remain underexplored. Specifically, research should
examine the role and impact of value co-creation on
customer trust and loyalty, as well as how customer



engagement fosters social exchange between parties,
thereby influencing customer experiences and con-
sumption behaviors (3" set of future directions).

Fourth, this review uncovers the theories that have
been employed to guide LSC research, revealing 84
theories that have been adopted and used by 168 articles
(4™ key takeaway). The widespread adoption of these
theories suggests that the majority of the research in this
field is oriented toward theory utilization and testing.
These theories come from diverse disciplines, collec-
tively providing a comprehensive understanding of
this multifaceted field (4" theoretical implication). This
observation implies that LSC is inherently more intri-
cate and multifaceted when compared to traditional
e-commerce. The convergence of disciplines such as
marketing, psychology, sociology, and technology
within the realm of LSC creates a unique and complex
environment for both businesses and consumers. As
a consequence, e-retailers shifting from e-commerce to
LSC should be especially diligent in refining their stra-
tegies and deepening their understanding of consumer
behavior to attract and retain customers in this dynamic
community (4" practical implication). Yet, in order for
the field, and by extension, the larger body of knowl-
edge, to progress, it is important that new theories are
developed, wherein the context of LSC, which tends to
be immersive due to its interactive nature in real time,
could potentially serve as an avenue for new theories to
emerge, and thus, should be explored, and if possible,
prioritized, in future research (4" set of future
directions).

Fifth, this review unpacks the contexts that have been
explored in LSC research, revealing that the field has an
encompassing footprint across populations, industries,
platforms, and countries or territories (5™ key takeaway).
This observation highlights the spinoff of digital platforms
like social media in democratizing access to customers and
products for both buyers and sellers while stimulating
commercial activities and growth in the digital economy
(5™ theoretical implication), thereby reaffirming the value
of LSC as a glocal (global and local) mechanism for facil-
itating electronic and social commerce transactions across
industries and platforms (5" practical implication). Yet,
empirical evidence remains largely among customers and
the Chinese, and thus, there is a clear need to expand this
scope to other populations across regions as well as sellers
(e.g., industries, marketing goals)'*>'* and streamers (e.g.,
professional streamers versus traditional celebrities),'*”
though customers should not be neglected and instead
studied in new ways (e.g., experienced versus novice shop-
pers), so that a more comprehensive understanding can be
obtained to advance both knowledge and practice of LSC.
Furthermore, potential macro-level factors (e.g., cultural
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influences, economic trends, lifestyle changes, policy
changes, social behaviors) and individual-level factors
(e.g., baby boomers, millennials, and zoomers characteris-
tics) may impact the effectiveness of live streaming on
different platforms (i.e., Taobao and TikTok) and indus-
tries (e.g., food, luxury, tourism). Future studies should
account for these factors in their research designs (5" set of
future directions).

Finally, this review reveals the methods that have been
used to study LSC, both in terms of its data source as well
as its analytical techniques, wherein quantitative data and
techniques (not including experimentation) appear to be
mainstream in this field of research (6™ key takeaway).
This finding holds two important implications. In terms
of theory, the lack of qualitative research implies that
existing insights on LSC are deductive rather than induc-
tive and thus may overlook the unique peculiarities of this
mode of electronic and social commerce given the lack of
naturally emerging observations and voices from the field
(6™ theoretical implication). In terms of practice, the lack
of experimentation implies that reccommendations emer-
ging from existing LSC research have not been fully
tested, wherein what have been tested are predominantly
associations (correlations) between key predictors of cus-
tomer behavior, thereby signaling that existing recom-
mendations should be treated with caution (6" practical
implication). In this regard, future research is encouraged
to engage in exploratory investigations that rely on qua-
litative data and techniques, and even use new-age tech-
nologies such as artificial intelligence, machine learning,
and deep learning, which remain underutilized, in order
to facilitate the discovery of peculiarities unique to LSC
while equivalent recommendations could be tested using
a conditional approach involving experimentation so as
to develop solid evidence with regards to the effectiveness
of strategies intended to solicit desired customer behavior
in LSC (6 set of future directions).

Conclusion

Existing reviews lacked the depth necessary for
a comprehensive understanding of LSC research and
did not fully represent the current literature. By applying
the TCCM with AMMO-CV framework to structure the
LSC literature, we have executed a more rigorous and up-
to-date review, adhering to the standards expected of
a systematic review.”"** Our review encompassed 201
articles from Scopus and Web of Science. Addressing
our first research question on what do we know about
LSC, we noted that LSC research, which began in 2018,
has seen substantial growth through 2023. These publica-
tions span diverse fields, including business and e-com-
merce. Our findings culminated in the AMMO-CV
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conceptual framework, which maps the factors influen-
cing customer behavior in LSC. In response to the second
research question on how do we know about LSC, we
identified the most frequently used theories in LSC
research, such as SOR, SPT, UGT, PSI, and TTT, and
found a predominance of quantitative methods like SEM
and regression. Regarding the third research question on
where should we go with LSC, we identified critical
research gaps and suggested future directions to enhance
the body of knowledge in the LSC field. Therefore, this
review not only maps the trajectory of LSC research but
also serves as a beacon, illuminating the path for future
explorations that promise to expand the boundaries of
knowledge and practice in the dynamic landscape of LSC.
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Appendices

Appendix A. The review procedure for LSC research

Identification

* Domain: Live streaming commerce.

* Research questions: What do we know about live streaming commerce (characteristics)? How do we know
about live streaming commerce (theories, contexts, methods)? Where should we go with live streaming
commerce (future directions)?

* Source quality: Scopus and Web of Science (WoS).

v

Acquisition
* Search mechanism and material acquisition: Scopus and WoS.
¢ Search period: 2018 to 2023.
* Search keywords/string: (“live stream*” OR “live-stream*” OR “livestream*” OR “live video stream*” OR

“live broadcast*”) AND (“commerce” OR “consumption” OR “shopping” OR “transaction™).
* Total number of articles returned from the search: 2.884 — Scopus (n: 1.639) and WoS (n: 1,245).
v

Purification

¢ Document,language, and source: “Articles” on live streaming commerce published as “final” or “in press” in
“English™ and “journals™.

¢ Atrticles excluded: 2.683 articles due to document type (e.g.. editorials, notes). source type (e.g., books.
conferences), language (e.g., non-English). research area (e.g.. live streaming without commerce), and
duplicates.
Articles included: 201 articles.

Assembling

v
Organization
* Organizing codes: Theories, contexts (units of analysis, platforms. industries. countries), characteristics (years,
journals, citations, antecedents, mediators, moderators, outcomes. and controls), and methods (qualitative,
quantitative, mixed methods).
¢ Organizing framework: TCCM framework with AMMO-CV.
v

Evaluation

Arranging

* Analysis method: Content analysis.
* Agenda proposal method: Gap analysis.

v
Reporting
* Reporting convention(s): Figures. tables, and words.
* Funding source(s): None to declare.

Assessing

Appendix B. Overview of review findings on LSC research
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Appendix C. Publication and citation trend of LSC research
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Appendix D. Geographic coverage of LSC research
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The number of publications in this figure is more than the total of 201 publications reviewed in this study because a publication may
be contributed by authors from more than one country/territory.



20 (&) X.LUOETAL.

Appendix E. Journals publishing LSC research

Journal Article(s) Scopus Web of Science
Frontiers in Psychology 26 Yes Yes
Sustainability 16 Yes Yes
Journal of Retailing and Consumer Services 15 Yes Yes
Electronic Commerce Research and Applications 7 Yes Yes
Internet Research 7 Yes Yes
Asia Pacific Journal of Marketing and Logistics 5 Yes Yes
Behaviour & Information Technology 4 Yes Yes
Journal of Business Research 4 Yes Yes
Journal of Marketing Analytics 4 Yes Yes
Electronic Commerce Research 3 Yes Yes
Humanities & Social Sciences Communications 3 Yes Yes
Industrial Management & Data Systems 3 Yes Yes
Information & Management 3 No Yes
Journal of Research in Interactive Marketing 3 Yes Yes
Journal of Theoretical and Applied Electronic Commerce Research 3 Yes Yes
Service Industries Journal 3 Yes Yes
Social Behavior and Personality 3 Yes Yes
Asia Pacific Journal of Information Systems 2 No Yes
Cogent Business & Management 2 Yes Yes
Computers in Human Behavior 2 Yes Yes
Current Psychology 2 Yes Yes
Decision Support Systems 2 Yes Yes
Heliyon 2 Yes Yes
Information 2 Yes Yes
International Journal of Human—Computer Interaction 2 Yes Yes
International Journal of Information Management 2 Yes Yes
Journal of Global Information Management 2 Yes Yes
Journal of Services Marketing 2 Yes Yes
Mathematics 2 Yes Yes
Multimedia Tools and Applications 2 Yes Yes
Sage Open 2 Yes Yes
Tourism Management Perspectives 2 Yes Yes
Journal of Marketing Analytics 2 Yes Yes
Asian Journal of Business Research 1 No Yes
Assumption Business Administration College Journal 1 No Yes
Behavioral Sciences 1 Yes Yes
Computer Supported Cooperative Work 1 Yes Yes
Current Issues in Tourism 1 Yes Yes
Economic Analysis and Policy 1 Yes Yes
Electronic Markets 1 Yes Yes
Emerging Science Journal 1 No Yes
Entertainment Computing 1 Yes Yes
Environment, Development and Sustainability 1 Yes Yes
European Journal of Information Systems 1 Yes Yes
European Journal of Marketing 1 Yes Yes
Expert Systems with Applications 1 Yes Yes
IEEE Access 1 Yes Yes
IEEE Transactions on Engineering Management 1 Yes Yes
Information Processing & Management 1 Yes Yes
Information Systems Frontiers 1 Yes Yes
Information Technology & Tourism 1 Yes Yes
Information Technology and Management 1 Yes Yes
International Journal of Advertising 1 Yes Yes
International Journal of Communication 1 Yes Yes

(Continued)
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Journal Article(s) Scopus Web of Science
International Journal of Contemporary Hospitality Management 1 Yes Yes
International Journal of Hospitality Management 1 Yes Yes
International Journal of Information and Management Sciences 1 No Yes
International Journal of Mobile Human Computer Interaction 1 Yes Yes
International Journal of Web Information Systems 1 Yes Yes
Journal of Computer Information Systems 1 Yes Yes
Journal of Consumer Behaviour 1 Yes Yes
Journal of Current Issues and Research in Advertising 1 Yes Yes
Journal of Electronic Commerce Research 1 Yes Yes
Journal of Hospitality and Tourism Management 1 Yes Yes
Journal of Interactive Marketing 1 Yes Yes
Journal of Internet Technology 1 Yes Yes
Journal of Marketing Management 1 Yes Yes
Journal of Organizational and End User Computing 1 Yes Yes
Journal of Pragmatics 1 Yes Yes
Journal of Product and Brand Management 1 Yes Yes
Journal of the Korean Society of Clothing and Textiles 1 No Yes
Journal of Travel & Tourism Marketing 1 Yes Yes
Journal of University of Science and Technology of China 1 No Yes
Kybernetes 1 Yes Yes
Management Decision 1 Yes Yes
Marketing Intelligence & Planning 1 Yes Yes
PLOS One 1 Yes Yes
Psychology Research and Behavior Management 1 Yes Yes
Revista Argentina De Clinica Psicoldgica 1 No Yes
Scientific Reports 1 Yes Yes
Security and Communication Networks 1 Yes Yes
Service Business 1 Yes Yes
Technology in Society 1 Yes Yes
Telematics and Informatics 1 Yes Yes
The International Journal of Management Education 1 Yes Yes
The Journal of Behavioral Science 1 Yes Yes
The Service Industries Journal 1 Yes Yes
Tourism Management 1 Yes Yes
Universal Access in the Information Society 1 Yes Yes
Young Consumers 1 Yes Yes
Appendix F. Most cited articles on LSC
Rank Article Author(s) Citations
1 The role of live streaming in building consumer trust and engagement with social commerce sellers Wongkitrungrueng and 692
Assarut’
2 How live streaming influences purchase intentions in social commerce: An IT affordance perspective Sun et al.'? 542
3 The effects of match-ups on the consumer attitudes toward internet celebrities and their live streaming Park and Lin* 365
contents in the context of product endorsement
4 The dynamic effect of interactivity on customer engagement behavior through tie strength: Evidence from live Kang et al.** 294
streaming commerce platforms
5 What drives consumer shopping behavior in live streaming commerce? Xu et al.?® 281
Enhancing consumer engagement in e-commerce live streaming via relational bonds Hu and Chaudhry?® 281
7 Live streaming commerce from the sellers’ perspective: Implications for online relationship marketing Wongki;rungrueng 234
etal.
8 Live streaming commerce and consumers’ purchase intention: An uncertainty reduction perspective Lu and Chen® 217
9 The impact of live video streaming on online purchase intention Zhang et al.?° 212
10 Factors influencing people’s continuous watching intention and consumption intention in live streaming Hou et al.?® 212

Evidence from China
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Appendix G. Theories guiding LSC research

Theory Count Articles
Stimulus-organism-response (SOR) model 48 Kang et al.*; Lo et al.®
Social presence theory (SPT) 15 Hou et al.”*: Li et al.'®

Uses and gratification theory (UGT) 1 Chen et al.%% Hou et al.?®
Parasocial interaction (PSI) theory 9 Choi and Jeon®: Liao et al.®®

Trust transfer theory (TTT)

Signal theory

Affordance theory

Elaboration likelihood model (ELM)
Technology acceptance Model (TAM)
Source credibility theory

Theory of planned behavior (TPB)
Attachment theory
Push-pull-mooring (PPM) theory
Social capital theory

Unified theory of acceptance and use of technology 2 (UTAUT2)
Vicarious learning theory
Dual-process theory

COM-B behavior changing theory
Construal level theory (CLT)

Flow theory

Hovland persuasion theory
Information foraging theory

Media richness theory

Perceived value theory

Regulatory focus theory
Self-congruity theory

Social exchange theory (SET)
Social impact theory

Social learning theory (SLT)
Socio-technical system theory
Theory of reasoned action (TRA)
Uncertainty theory
Attention-interest-desire-action (AIDA) theory
Value-based adoption model (VAM)
Immersion theory

Axiomatic design theory

Basic theory of Aristotle’s rhetoric skills
Benefit—risk framework

Channel complementarity theory
Charm leadership theory

Cognitive dissonance theory
Cognitive evaluation theory
Cognitive load theory
Cognitive-affective framework
Commitment-trust theory
Customer value theory

Dynamic capability theory
E-commerce system success model
Emotional contagion theory
Emotional labor theory

Empathy theory
Heuristic-systematic model
Influencer-brand fit theory
Innovation diffusion theory
Institutional theory

_ e s m a a3 a a a3 a3 a3 a2 NN NN NDNDNNDNDNNMNNNNMNNMNDNNMNNMNNMDNNOWWWW WS DO N

Interpersonal attraction theory

Hsu and Hu °3; Qiu et al.>®
Lu and Chen ?/; Gong et al. 78
Sun et al.”?

Gao et al*®

Ho et al.®®
Wang et al.>’
Barta et al.'®
Li et al’
Wang et al.'®*
Heo et al.*®
Sun3?

Hua et al.*®
Chen et al.®?
Guo et al.”®
Zhang et al.*®
Liao et al.®®
Luo et al.*®

Wu et al3*

Chen et al.%
Wongkitrungrueng and Assarut’
Shi et al.%

Park and Lin%

Quan et al.*®

Ang et al.>?

Lyu et al.>°

Li et al.”

Ho et al.®®

Lu and Chen”

Lv et al.*®
Cao et al®
Shi et al.%®

Xiao et al.'”’

Luo et al.*®

Chen and Zhang*®
Qin et al.*'
Huang et a
Lin et al.’®

Li et al.%
49

183

Hua et a
Zhang et al.*®
Shou et al.*’
Fu and Hsu®®
Ho and Chen®’
Bao and Zhu*®
Meng et al."®
Shi et al.%®

Ye et al.'®
Zhang et a
Li et al.'®®
Lyu et al. (2022)*°
Shou et al.*’

Jietal®®

|65

(Continued)
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Theory Count Articles
Involvement theory 1 Zhou and Huang™®
Marketing mix theory Ho et al.®®
Means-end chain (MEC) model Men et al.”*
Medium theory Xie et al.'®
Motive theory Wang et al.?®
Network externality theory Ma%®
Organizational control theory Shou et al.”
Psychological arousal theory Wang et al.>’
Psychological contract theory Hsu®*
Psychological reactance theory Hao and Huang®
Selective attention theory Jietal®®
Self-determination theory Gong et al.”®
Self-efficacy theory Cao et al.®
Servicescape theory Chen et al.5

Similarity attraction theory
Social cognitive theory (SCT)
Social comparison theory
Social identity theory (SIT)
Social response theory
Social support theory
Speech act theory
Task—technology fit theory
The matching theory
Theory of Ecosystem
Theory of Emotions
Vividness theory

Yale model

Dang-Van et al.?
Li and Hua'®
Ren et al.”!
Huang et al.®
Wu et al.¥!
Jiao et al.”®

Liu et al.2®
Wang and Fan®'
Dai and Cui®
Xue and Liu*
Dang-Van et al.
Wang et al.""!

Chen and Zhang®®

UG U U P G PG

Appendix H. Contexts explored in LSC research

Articles
Context n %
Population
Customers 173 86.07
Streamers 9 4.48
Customers and streamers 19 9.45
Industry
Mixed General 166 82.59
Mix (e.g., apparel, beauty, food, electronic) 8 3.98
Single Tourism 8 3.98
Agriculture (e.g., argi-food, organic product, flower, seedling farms) 8 3.98
Apparel 5 249
E-commerce 2 1.00
Food 2 1.00
Luxury 2 1.00
Electronic 1 0.50
Platform*
Not specified 113 56.22

(Continued)
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(Continued).

E-commerce + Live streaming (Type 1) Taobao Live
JD Live
Ctrip Live
Mogujie Live
Fliggy Live
Amazon Live
Yizhibo Live
Pinduoduo Live
Coupang Live
Jitterbug Live

Social media + Live streaming + Commercial activities (Type 2) Facebook Live
Douyin Live
Instagram
YouTube Live
Twitter
Sina Weibo Live
Kuaishou Live

Live streaming + Commercial activities (Type 3) Douyu Live

Country/Territory*

China

Taiwan

Thailand

South Korea

USA

UK

France

Malaysia

Spain

Vietnam

o
©

_ = = =2 NN

2438

3.98
249
1.99
1.00
1.00
0.50
0.50
0.50
0.50
6.97
6.97
2.49
1.99
1.49
1.49
1.00
1.00

171 85.07

_ e m m a N W

7.46
2.49
1.49
1.00
0.50
0.50
0.50
0.50
0.50

For some studies, the data were collected from multiple platforms.

Appendix I. Methods used in LSC research

Panel A. Data collection Article(s) Sample article(s)
Mixed (i.e., field, self-reported) 9 Jiet al 8 Shi et al.®
Field (e.g., crawled, observed) 44 Ang et al.>% Ren et al.”’
Self-reported (e.g., interview, survey) 148 Hou et al.%%; Park and Lin®
Hua et al.*®; Wang et al.>’
Panel B. Data analysis
Qualitative (e.g., content analysis—includes thematic analysis) 12 Xue & Liu*; Liu et al 2
Quantitative*
Structural equation modeling (e.g., co-variance-based and partial least squares) 161 Sun et al.'%; Xue et al.””
Regression analysis (e.g., hierarchical, logistic, logit, stepwise, ordinary least squares) 30 Clement et al.”®
Test of difference (e.g., ANOVA, ANCOVA, GLMM, t-test) 14 Guo et al.”% Ren et al.”’
Experiment 15 Ang et al.>% Shi et al.5®
Others (e.g., fSQCA, ANN, PCA, sentiment analysis) 10 Lo et al.®% Liu et al.”?
Mixed
Content analysis + Regression analysis 5 Kang et al.**
Content analysis + Structural equation modeling 4 Hou et al.?®
Content analysis + Principal component analysis 1 Wongkitrungrueng et al.2
Content analysis + Apriori algorithm 1 Liao et al.®®
Content analysis + fsQCA 1 Wang et al.>’
Content analysis + Sentiment analysis 1 Luo et al.*

Some studies use more than one quantitative technique in their research.
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