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Abstract
Livestreaming commerce (LSC) has transformed the retail business model, introducing it as an integral channel of distribution
in social commerce. Numerous existing contemporary research literature highlights the absence of LSC-underpinning the-
ories. The paramount aim of the present study is to furnish a comprehensive reference for forthcoming analyses by conduct-
ing an all-encompassing meta-review of the literature. The present study adopted VOSviewer software package to conduct a
bibliometric analysis of 75 articles in domain. The conducted comprehensive literature analysis reveals current LSC research
segments, classifying significant discoveries into three broad areas of specialization: streamer-focused research, consumer-
focused research, and platform-focused research. These subdomains contribute to the existing knowledge base by identifying
underpinnings theory, methodologies, and eight core themes that have emerged: behavior, credibility, trust, adoption, costs,
information dissemination, purchase intention and knowledge acquisition. A comprehensive study is a valuable tool for pin-
pointing pivotal research areas that have been extensively examined while establishing a strong foundation for detecting
potential obstacles and emerging patterns that could influence forthcoming investigations. This study aims to fill the gap by
conducting a comprehensive review of this emerging phenomenon. This study categorizes key findings into three specializa-
tion and identifies underpinnings theory, and methodologies for each subdomain. By exploring key themes in the field, this
study sheds light on important areas for future research in LSC.

Plain Language Summary

Study using bibliometric analysis to review the existing live streaming commerce (LSC) research
The aim of the present study is to furnish a comprehensive reference for forthcoming LSC research by conducting an all-
encompassing the exist literature. The present study analysis 75 typical research articles in domain and identified three
broad areas of specialization: streamer-focused research, consumer-focused research, and platform-focused research.
These subdomains contribute to the existing knowledge base by identifying underpinnings theory, methodologies, and
detect eight core themes that have emerged: behavior, credibility, trust, adoption, costs, information dissemination,
purchase intention and knowledge acquisition. This study aims to fill the gap by conducting a comprehensive review of
this emerging phenomenon.
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Introduction

Exemplified by the captivating ‘‘Taobao Live’’ and
Facebook’s foray into it, Livestreaming Commerce
(LSC) is a brilliantly innovative type of social commerce
that leverages real-time engagement to boost online prod-
uct sales.(Chandrruangphen et al., 2022; C.-D. Chen
et al., 2022). The infusion of diverse information portals
has breathed new life into e-commerce enterprises, signif-
icantly curbing their marketing expenses. Meanwhile, the
outbreak of the coronavirus epidemic in 2020 has acceler-
ated the development of the non-contact, LoT economy,
‘‘live stream, and e-commerce has just caught up with the
trend’’ (Cheng et al., 2020; T. Zhang & Tang, 2023). LSC
has revolutionized the retail industry and emerged as an
incredibly significant sales channel, offering immense
benefits to brands, retailers, and marketplaces. It primar-
ily aids in accelerating conversion rates while simultane-
ously enhancing brand appeal and differentiation—a
game-changer for businesses looking to stay ahead of the
curve (McKinsey, 2021). Numerous popular social net-
working and e-commerce sites, including Taobao,
Facebook, and TikTok, have incorporated live features
to cater to their users. In comparison to e-commerce plat-
forms, live-streaming boasts of temporal proximity with
face-to-text communication that allows customers to
observe sellers’ identities along with product evaluation
options and synchronous interaction with multiple cus-
tomers (Cai & Wohn, 2019; Wongkitrungrueng et al.,
2020).

Undoubtedly, the advent of cutting-edge direct tools
for e-commerce enterprises has sparked the evolution of
innovative forms of conduct, thereby demanding a more
targeted investigation. The main objective of the present
research is to investigate the burgeoning realm of LSC
research. To accomplish this, the current incorporates
Shannon (1948)’s mathematical theory. This theory
posits that a communication system is composed of vari-
ous integral components, including the information
source, transmitter, channel, receiver, and destination.
The current investigation has ingeniously crafted a theo-
retical framework that neatly categorizes the existing lit-
erature into three pivotal constituents: the dynamic
information senders or streamers, the streaming plat-
form, and the discerning viewer or audience. Our princi-
pal aim is to furnish an all-encompassing summary of
this research domain, empowering forthcoming analyses
to be executed with enhanced precision and theoretical
profundity. The present study conducted a systematic lit-
erature review (Moher et al., 2015), fortified by biblio-
metric analysis, to unearth the principal research topics
investigated and potential challenges and trends for
future exploration. Our groundbreaking study endeavors
to bridge a crucial void by delving into the emergence of
an uncharted realm of investigation and its

corresponding subtopics. Employing the esteemed
PRISMA protocol (Liberati et al., 2009) and carried out
Bibliometric Performance and Network Analysis
(BPNA) to evaluate impact while using VOSviewer (van
Eck & Waltman, 2010) and CiteSpace (C. Chen, 2006)
software for illuminating thematic networks uncovered.

Method

The current research cleverly blended three complement-
ing methodological techniques. The present study used
the PRISMA technique (Liberati et al., 2009; Shamseer
et al., 2015), which was built mainly for systematic litera-
ture and meta-analyses. This necessitated a thorough
review of the current literature to define the research
topic and determine an agreed theoretical framework.
Furthermore, the present study performed a bibliometric
performance analysis (BPNA) to assess the scientific
effect of diverse contributors (Cobo et al., 2011).
Ultimately, a science mapping analysis was conducted
using keyword co-occurrence to unveil the thematic and
intellectual framework of research on LSC (Zupic &
Čater, 2015). Onwuegbuzie et al. (2018) suggest that
combining qualitative data obtained from the review
with quantitative bibliometric data can effectively eluci-
date patterns within a particular field or discipline—
similar to how quantitative stages aid in developing pat-
terns identified during the qualitative phase. The main
features of these applied techniques are below with
utmost precision.

Systematic Literature Review

PRISMA is a solidified methodologies technique that
assures research transparency and reproducibility
(Liberati et al., 2009). It has been utilized in live
streaming-specific investigations (Y. Li et al., 2020). The
protocol comprises four key stages, with the present
study utilizing a single source of information—Web of
Science (WoS)—for identification. WoS is owned by
Clarivate Analytics and includes several databases. This
method may restrict document coverage, but it ensures
uniformity in citation format, usage, and classification
across research fields. In addition, WoS provides a suffi-
cient number of documents with demonstrated scientific
quality and offers data cleansing to rectify errors
(Harzing & Alakangas, 2016).

Identification, an extensive array of search phrases
was meticulously selected based on early study and
encompassed a multitude of combinations of search
terms: ‘‘live streaming,’’; ‘‘live-streaming,’’; ‘‘live stream-
ing commerce,’’; ‘‘live streaming e-commerce,’’: ‘‘social
live streaming’’; ‘‘internet broadcast’’; ‘‘network broad-
cast’’; ‘‘webcast’’; ‘‘twitch’’; ‘‘twitch. tv’’; ‘‘Youtube Live’’;
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‘‘Douyin live’’; ‘‘Taobao live.’’ The resolute determina-
tion was made to encompass all published documents
inscribed in the eloquent language of English. No cate-
gories of documents were omitted, thereby enabling the
incorporation of papers germane to scrutiny burgeoning
research domains.

The screening process was filtered by incorporating the
keywords ‘‘commerce,’’ ‘‘e-commerce,’’ or ‘‘e-commerce’’
to ensure precision. All documents’ titles, abstracts, and
keywords underwent a thorough review. Only those
records that pertained to live streaming while addressing
the specific topic of commerce or e-commerce were
retained, whereas irrelevant ones were eliminated. This
empowered us to pinpoint any novel items that could
have been overlooked during the primary exploration
sequence. For eligibility: the document had to be exclu-
sively related to LSC, even if it was a component of a
more extensive study. Secondly, it has been indexed in
WoS and has undergone some form of peer review. Also,
the full-text document should have been effortlessly
retrievable. All references satisfying these rigorous
requirements were successfully retrieved. The last step is
Included: The full-text documents were meticulously scru-
tinized, except for those associated with living streaming
that were not relevant to commerce or e-commerce, those
with a vague primary subject matter, those lacking any
research data, and those missing methodology from the
text. Ultimately, 75 references were obtained through this
process, which included records until April 6th, 2022. A
comprehensive overview of the entire process is provided
in Appendix Figure A1. Appendix Table A1 extracted
from main documents about methodological approach,
theoretical, and data sources.

Bibliometric Performance Analysis

Bibliometric performance analysis refers to the using of
bibliometric methods and tools to evaluate the research
performance, impact, and influence (De Bellis, 2009)).
Following many prior studies (Arrigo, 2018; Cabeza-
Ramı́rez et al., 2021), the study utilized several indica-
tors, including indexing categories, document types,
countries of origin, and journals within the domain
under investigation. Most research was conducted in
geographical contexts was conducted in China, followed
by USA and Australia. Canada, Thailand, and Finland
were simultaneously in the third spot based on the geo-
graphical contexts in prior studies (see Figure 1 and
Appendix Table A1). Figure 2 illustrates an overview of
publications concerns about LSC starting to increase in
2017. From 2019, the number of publications grew expo-
nentially, especially with the pandemic rising. Although,
there were mostly from the conference (Cai & Wohn,
2019; C. Chen et al., 2019; Z. Chen et al., 2019; Su, 2019;
X. Wang & Wu, 2019). The last but the most stage,

2020–2022, represents the explosion stage. It took off
during the covid-19 pandemic as widespread lockdowns
and restrictions on physical retail stores. Until 2022 the
number of publications is expected to decrease due to
the present study tracking data only until April 2022.
However, even in the middle of the year, publication
rates are projected to be higher than those in 2020. The
present study primarily analyses the documents issued
during the last 5 years to identify and highlight the trends
in LSC development.

Figure 3 displays the most productive institutions,
with Zhejiang University and Zhejiang Gongshang
University being the primary ones in Zhejiang province.
It is worth mentioning that Zhejiang province is consid-
ered the capital of live-streaming e-commerce(Qu, 2021).
Additionally, the WOS categories indicated a gradual
rise in the research areas involved. Intriguingly, as
Figure 4 shows, the co-occurrence analysis of disciplin-
ary categories divulges that LSC is a multifaceted and
all-encompassing research topic encompassing numerous
disciplines and garners significant scholarly interest.
Notably, Table 1 ranks both business and computer sci-
ence information systems at the top with an impressive
count of 24 documents. Followed by computer science
interdisciplinary applications with 17 documents, then
management 12, Computer science theory methods 11.
Besides, psychological multidisciplinary (6), computer
science artificial intelligence (5), engineering electrical
electronic (4), computer science cybernetics (3), computer
science software engineering (3), and environmental sci-
ence (3) related to LSC. Even though live streaming ser-
vices are heavily commercialized, the business documents
were found to be on par with other computer science
information systems. This suggests a promising avenue
for future research where innovative techniques from
management or economics can be employed to supple-
ment prior discoveries. The same holds for other
uncharted domains like environmental science and soft-
ware engineering in computer science.

Science Mapping

Crafting a visual representation of the intricate connec-
tions between diverse publications, authors, journals, dis-
ciplines, or research areas is commonly referred to as
science mapping. The application of scientific network
analysis has proven to be an effective tool in vividly
showcasing these links across various domains (C. Chen,
2017). The network analysis meticulously scrutinized the
document’s content by examining keyword co-occur-
rence. This approach was considered fitting for the early
identification of a given research domain’s intellectual
structure, as emphasized byX. Chen et al. (2019).
Additionally, keywords, titles, and abstracts play a
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Figure 1. Geographical contexts investigated in LSC research studies.

Figure 2. Number of documents and citation over time (from 2017 to 2022).
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Figure 4. Most productive institutions in WOS categories (no. publications ø 3).

Figure 3. Most productive institutions WOS.
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critical role in selecting relevant themes Choi et al.
(2011). The resulting network of relations between terms
was visualized using VOSviewer (van Eck & Waltman,
2010) and Cite-Space (C. Chen, 2006); both two are
open-source software that calculates centrality and
strength to reveal the theme of the domain. Nodes repre-
sent keywords, with their size indicating importance,
while links depict how often keywords appear together,
with thickness representing link strength.

In order to ensure a comprehensive visualization of
all identified thematic networks, a minimum of n=2
occurrences was set for the entire domain, given that it is
still emerging and only 75 documents were available. A
thesaurus file was employed to refine further the data
and group synonymous terms or singular/plural forms of
certain words. For example, electronic sports, e-sports,
and e-sport games were consolidated under the term e-
sport. Additional parameters utilized in VOSviewer can
be found in Appendix Table A2.

Results

The Domain of Research on LSC

The previous discussion hinted at earlier research endea-
vors that sought to explore the boundaries of subject
matter in order to establish the scope of investigation for
LSC. As proposed by Shannon (1948), involves posing
four fundamental inquiries: what, how, who, and where?
The answers gleaned from these queries enhance compre-
hension of the phenomena under scrutiny. Subsequently,

this literature review addresses the ‘‘what’’ and ‘‘how’’
aspects. The present study alluded to prior studies that
aimed to examine the limits of topic areas in order to
demarcate the LSC study domain. According to
Shirmohammadi et al. (2021), it comprises asking four
basic questions: what, how. The responses help to
improve knowledge of the phenomena. The following
review aids in answering the ‘‘what’’ and ‘‘how’’
questions.

Regarding the phenomenon’s essence, it is noteworthy
that implementing of the PRISMA protocol resulted in a
remarkable 75 documents. What is more interesting is
that all these documents have one thing in common—
they delve into the communication process arising from
diverse definitions and meanings developed concerning
LSC. Shannon (1948) defined the transmission of
messages—these messages serve as sources of informa-
tion that reach their intended destination. Once received,
the audience or recipient can share information like
engaging conversations, gifts, subscriptions, followers,
and purchasing activity with each other or back to the
initial source. Moreover, it is crucial to highlight that the
transmission of messages involves intricate encoding and
decoding mechanisms facilitated by various platforms
that serve as intermediaries between senders and recipi-
ents. Thus, the present study divided the documents into
three groups: source information (streamers), platform,
and viewers. Firstly, platform in live streaming platforms
are divided into types of platforms (Gong et al., 2020):
There are three main ways in which live streaming is
being incorporated into commercial activities: firstly,

Table 1. General Profiles of Research on LSC.

Category Items

WOS categories
(No. publications ø 3)

Business (24); computer science information systems (24); computer science interdisciplinary
applications (17); Computer science theory methods (11); management (12); information science
library science (6); telecommunications (8); psychological multidisciplinary (6); computer science
artificial intelligence (5); engineering electrical electronic (4); computer science cybernetics (3);
computer science software engineering (3); environment science (3);

Document types Articles (54); proceeding papers (19); early access (2)
Most prolific authors
(no ø 2)

Lu, Jinxuan (2); Cai, jie (2); Assarut, Nuttapol (2); Wohn, Donghee Yvette (2); Zhou, Wanhua (2); Chen,
Zhenjiao (2); Cheng,Sijia (2); Li, Qi (2); Nie, Kun (2); Guo, Lingyun (2); Sun,Yuan (2); Toehonen, maria
(2); Wongkitrungrueng, Apiradee (2); Widowati, Retno (2); Shao, Xiang (2); Liu, xiaotong (2); Guo,Yue
(2); Hong,Yilli (2); Hamari, Juho (2);

Most productive
publication titles ø 3

Electronic commerce research and application 5; internet research 4; frontiers in psychology 3;
proceedings of the 52nd annual hawaii international conference of system sciences 3;

Most productive
institutions ø 3

Zhejiang university (4); ALIBABA Group (3); Beijing university of posts telecommunications (3); Chinese
academy of sciences (3); Hebei university of technology (3); Tamkang university (3); Tampere university
(3); university of international business economics (3); Zhejiang Gongshang university (3);

Most productive
countries (ø 3)

Peoples r china (58); USA (14); Taiwan 10; Thailand (3); Australia 4; Canada 3; Finland 3

Core references (no. of
received citations (ø 30)

197 Wongkitrungrueng and Assarut (2020); 174 Sun et al. (2019); 99 Kang et al. (2021); 90 Q. Zhao et
al. (2018); 88 M. Hu and Chaudhry (2020); 84 Hou et al. (2019); 75 X. Xu et al. (2020); 72
Wongkitrungrueng et al. (2020); 69 Cai et al. (2018); 62 Zhou et al. (2019); 52 B. Lu and Chen (2021);
47 Y. Li et al. (2021); 37 (L. Guo et al., 2021); 31 (Addo et al., 2021); 30 (M. Zhang et al., 2022)
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through live streaming platforms that integrate with
commerce (such as TikTok); secondly, through e-
commerce sites and marketplaces (like T-mall) or mobile
apps that include live streaming features; and thirdly,
through social networking sites (SNSs) that add live-
streaming capabilities to facilitate selling (such as
Facebook Live). The key benefit of these approaches is
the ability for broadcasters to interact with products in
real-time while transmitting their expressions and inter-
actions directly to viewers and customers who may be
located elsewhere. This creates a sense of direct synchro-
nous communication between the broadcaster and cus-
tomer, allowing for immediate feedback via written
comments or purchase behavior.

In terms of ‘‘how,’’ the cumulative research is built
using multiple theoretical frameworks. Although many
publications did not offer the theory they used, they were
mostly based on earlier research. It is feasible to identify
well-established frameworks that are often employed.
Overall, three specialized domains can be recognized
from the 75 texts. The publications concentrated mainly
on the platform’s usage of well-established concepts such
as theory of reasoned action. (D. Li et al., 2018), attach-
ment theory (Y. Li et al., 2021), use and gratifications
theory (Jia et al., 2022), Integrating mean-ends chain of
lifestyle theory, socialized charismatic leadership theory,
and product uncertain theory (Z. J. Chen et al., 2019);
social evolutionary game theory (Lv et al., 2022); rough
set theory (S. H. Liao et al., 2021). These studies mostly
focused on providing the development of applications,
for example. Functions provided by live platforms make
viewers engaged. Even some studies sought to improve
transmission or platform solutions and do not need a
firm grounding theory. Such studies come from computer
science and engineering, such as F. L. Li et al. (2021, Z.
Li et al. 2021).

The second group, which was focused on the recei-
vers/reviewers/consumers, was underpinned by the
widely-tested theories: SOR theory (Chandrruangphen

et al., 2022; Lee & Chen, 2021; Ma et al., 2022; Ming
et al., 2021; theory of para-social interaction (W. Zhang
et al., 2021); elaboration likelihood model (Gao et al.,
2021); social presence theory (T. Chen et al., 2021; Geng
et al., 2020; M. Li & Hua, 2021; Z. Liu et al., 2020); self-
efficacy theory (Cao et al., 2022; Gong et al., 2020);
social cognitive theory (M. Li & Hua, 2021); information
forging theory (X. Wang & Wu, 2019); social learning
theory (M. Li & Hua, 2021). The last sub-domain group
focused on the streamer employed well-established the-
ories such as the signal theory (B. Lu & Chen, 2021),
ground theory (Luo, Cheng, Zhou, Yu, & Lin, 2021);
motive theory (W. Wang et al., 2021); social capital the-
ory (P. Xu et al., 2022); social exchange theory (M.
Zhang et al., 2021). Table 2 illustrates the comprehensive
domain and the widely-accepted theory for enhancing
the knowledge base of research on LSC.

Regarding the methodology, Table 3 shows the main
approaches and methodologies applied in all documents.
For the areas of consumer/viewer studies, quantitative
research prevails, and many studies using structural
equation models by adopting primary data (such as sur-
veys and questionnaires). Sampling size range from 214
(Z. Liu et al., 2020) to more than 900 (W. Zhang et al.,
2021). Regarding the area of streamers studies, also
quantitative methods predominate; these studies adopted
massive data by scraping data on live streaming plat-
forms. Additionally, some of using structural equations
model methods by exploring characteristics of streamers’
impact on purchase intention. The subdomains focused
on the platform are characterized by using more hetero-
geneous methods for compiling information through
application programing interfaces.

Thematic Structure of the Research Domain

In the upcoming session, the present study aims to con-
duct time-zone mapping by utilizing Cite-Space and key-
words analysis techniques to identify and explore the

Table 2. Main Theories Applied.

Streamer Receivers/viewers Platform

Signaling theory
Ground theory
Motive theory
Social capital theory
Social exchange theory
SOR theory

SOR theory
Theory of para-social interaction
Elaboration likelihood model
Social presence
Self-efficacy theory
Social cognitive theory
Information forging theory
Social learning theory
Affordance theory
Theory of flow
Attachment theory
Charismatic leadership theory

Theory of reasoned action Information
uses and gratifications theory
Integrating mean-ends chain of lifestyle theory.
Socialized charismatic leadership (SCL) theory
Product uncertainty theory
Social evolutionary game theory
Rough set theory
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primary emerging research topics on a yearly basis, while
also examining their prominence. Furthermore, the pres-
ent study will investigate the emergence of research hot-
spots by utilizing VOS-viewer to calculate the total
strength of co-occurrence links between terms.

Dynamic Evolution of Research Topics. The cite-space ana-
lyze all 75 documents’ keyword and terms. Figure 5 illus-
trates the time-zone mapping of keywords; the current
investigation has the potential to unveil the historical
progression of research priorities and delve deeper into
emerging trends in e-commerce live streaming. Before
2019, the main topics revolved around information com-
munication, technology adoption, booming industry,
and behavior intention. During this period, LSC was still
a relatively new concept, and research focused on its
effectiveness as a marketing strategy. Notable research
points included streamer broadcasting motivation (Q.
Zhao et al., 2018), platform adoption motivation (D. Li
et al., 2018), and live-streaming behavior (Cai et al.,
2018). From 2019 to 2020, primary research areas shifted
toward motivation, purchase behavior, social presence,
and customer engagement, with China emerging as a
popular trend. Looking ahead to 2022, attitudes like
trust and satisfaction took center stage while exploring
new topics like credibility and impulse buying behavior.
In 2022, the focus will be on celebrity endorsements type
alongside customer engagement strategies and product

quality aimed at creating attractive live-streaming
interfaces.

The current research was left with 466 keywords after
using the VOSviewer thesaurus file to filter them. Only 97,
however, matched defined threshold of at least two occur-
rences. After that, the program computed the co-
occurrence connection strength between words and chose
those with the greatest overall link strength. Figure 6 and
Table 4 show the whole list, and theme clusters, linkages,
and occurrences. To designate each cluster, sample terms
were picked. While certain general phrases connected
directly to the domain were included in these clusters, such
as live streaming commerce, e-commerce, management,
live stream, social media, and business, each instance had
a distinct thematic focus. The present study analyzed the
aims and results of all papers in our sample set to validate
findings from this theme cluster analysis.

The thematic cluster associated with behavior (C1),
credibility(C2), trust (C3), adoption(C4), costs (c5),
information(C6); purchase intention(C7), knowledge
(C8), shown Table 4. Subsequently, the main topics on
LSC obtained in each cluster are detained. The first clus-
ter covers topics related to the behaviors of consumers
and streamers. This complex behavior, for example, the
intention to purchase (Sun et al., 2019), continuous
watching (Hou et al., 2019), engagement brand activity
(M. Hu & Chaudhry, 2020), virtual gift (Z. Guan et al.,
2022; Zhou et al., 2019), impulse buying behavior (Lee &

Table 3. Main Methodology Applied.

Consumers/viewers Streamers Platform

Qn Primary data (survey) (Wongkitrungrueng
& Assarut, 2020); (Hou et al., 2019);(Cai et
al., 2018);(M. Hu & Chaudhry, 2020); (X. Xu
et al., 2020);(Cai & Wohn, 2019); (X. Wang
& Wu, 2019); (L. Guo et al., 2021); (Ming et
al., 2021); (Lee & Chen, 2021);(W. Zhang et
al., 2021); (Gao et al., 2021); (Z. Liu et al.,
2020);(Chandrruangphen et al., 2022); (Cao
et al., 2022); (M. Li & Hua, 2021); (Ma et al.,
2022);(Y. Xu et al., 2021); (Y. Zhao & Bacao,
2021); (J. Guo et al., 2021); (H. Chen et al.,
2021); (T. E. Hu et al., 2022); (Z. Wang et
al., 2022); (Fengliang & Jianhong, 2021)

(Q. Zhao et al., 2018); (Y. Guo et al.,
2022);(P. Xu et al., 2022); (Hsieh &
Zhuo, 2021)

(Sun et al., 2019); (D. Li et al., 2018);
(Y. Li et al., 2021); (M. Zhang et al.,
2022); (Gong et al., 2020)

Second hand data: (Kang et al., 2021)
(Addo et al., 2021); (S.-H. Liao et al.,
2022a); (Luo et al., 2021); (L. Li & Kang,
2020)

(Wongkitrungrueng et al., 2020); (Geng
et al., 2020);(M. Zhang et al.,
2021);(Törhönen et al., 2021); (Luo,
Cheng, Zhou, Yu, & Lin, 2021);

(T. Chen et al., 2021); (S. H. Liao et al.,
2021); (He et al., 2021); (W. Wang et
al., 2021);

Qt (Z. J. Chen et al., 2019); (C. Y. Lu et al.,
2020);(J. Chen et al., 2020)

B. Lu and Chen (2021);(Jia et al., 2022)

M (Jiang & Cai, 2021); (J. Liu et al., 2021);
(L. Wang et al., 2022); (C. Chen et
al., 2019)

(L. Guan et al., 2022); (Lv et al., 2022);
(J. Liu et al., 2022);

Tc (Zhanikeev, 2015); (Zhou et al., 2019);
(F. L. Li et al., 2021; Z. Li et al., 2021);
(Yu et al., 2021); (Kim & Park, 2012)
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Figure 5. The dynamic keywords related to LSC research.

Figure 6. Thematic clusters identified in the research domain on the LSC field through VosViewer.
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Chen, 2021), adoption intention (Z. Liu et al., 2020),
interaction behavior (McLaughlin & Wohn, 2021). Even
streamer continuance broadcasting behavior (Q. Zhao
et al., 2018). The cluster deeply connects with the antece-
dent of behavior. Thus, occurrences keywords involve
the motivations of behavior, including social presence
(Z. Liu et al., 2020) and information quality (M. Zhang
et al., 2021).

The second cluster primarily focuses on credibility,
particularly in the context of LSC. Research has shown
that social influence factors like social presence, per-
ceived expertise, and perceived similarity between strea-
mers and viewers can significantly impact the perceived
credibility of content and platforms (Y. Guo et al., 2022;
P. Xu et al., 2022). Additionally, studies have explored
how visual cues such as video quality and overall
esthetics affect credibility (M. Zhang et al., 2021). The
cluster also highlights price as a significant factor influen-
cing purchasing behavior during live-streaming sessions.

Future research should investigate pricing strategies like
discounts or coupons to optimize both seller profitability
and consumer benefit (Cao et al., 2022). as well as
explore the development of an optimal/equilibrium price
strategy (L. Guan et al., 2022; J. Liu et al., 2022).

The third cluster brings topics related to trust, cover-
ing the need for streamers to build and maintain audi-
ences (D. Li et al., 2018; Wongkitrungrueng & Assarut,
2020). It also involves offering interactivity and facilitat-
ing communication with viewers, thereby the trust
between them and their audience (Lai et al., 2021). The
cluster provides a fresh view that distinguishes it from
traditional e-commerce. Research in this area has
explored the impact of gamification, such as vertical gift-
ing, and rewards, on engagement, motivation, and reten-
tion of viewers in live-streaming platforms (T. E. Hu
et al., 2022; Zhou et al., 2019). Utilitarians in LSC, such
as convenience, efficiency, and access to a wide range of
products, may be more likely to use continuous shopping

Table 4. Keywords Identified in Each Cluster.

Cluster/Color/
Label No. Keywords Keywords (links, total link strength, occurrences)

C1/red / (Behavior) 19 Behavior (51, 78, 11); live streaming commerce (50, 83, 13); social presence (35, 45,
6); quality (30, 37, 5); engagement (30, 43, 5); word-of-mouth (29, 42, 7); intention
(29, 31, 4); celebrity (13, 15, 2); Commerce (28, 33, 5); environments (15, 16, 2);
evolution (10, 11, 2); information quality (19, 24, 3); involvement (7, 7, 2);

Media (24, 31, 4); strategies (19, 25, 3); perspective (16, 16, 2); source credibility (13,
15, 2); social e-commerce (11, 11, 3); mechanism (6, 6.3);

C2/green/
(Credibility)

17 Live streaming (59, 101, 19); social commerce (54, 83, 13); social media (42, 58, 7);
online (52, 85, 12);credibility (27, 32, 4); loyalty (24, 28, 4); Communication (15, 16,
2); content marketing (10, 10, 2); customer trust (16, 20, 3); E-Wom (15, 16, 2);
image (18, 19, 2); influencer (18, 21, 2);perceptions (9, 9, 2); price (14, 15, 2);
purchase behavior (10, 10, 2); self-disclosure (15, 18, 2); Facebook (16, 18, 2);

Cluster3/blue
(Trust)

17 Trust (55, 99, 13); e-commerce (42, 58, 9); motivations (28, 37, 7); B2c-e-commerce
(24, 31, 4); live streaming (22, 25, 5); utilitarian (18, 19, 3);cross-border e-
commerce (12, 15, 2);e-commerce gamification (11, 13, 2); gift (11, 13, 2);
information technology (9, 11, 2); live streamer (14, 14, 2);live streaming shopping
(8, 8, 2); popularity (6, 6, 2); roles (13, 13, 2); shopping value (12, 12, 2); technology
acceptance model (3, 3, 2); user acceptance (15, 18, 3);

Cluster4/yellow
(Adoption)

14 Model (45, 62, 9); adoption (37, 51, 7); role (31, 39, 5); satisfaction (29, 33, 5);
antecedents (28, 34, 4); Acceptance (16, 17, 2); flow theory (16, 16, 2);
continuance intention (17, 17, 2); covid-19 (9, 9, 2);flow (10, 10, 2); flow
experience (9, 10, 2); flow experience (9, 10, 2); mediating perceived value (13, 13,
2); psychological distance (15, 16, 2); system (12, 13, 2); technology acceptance (21,
23, 3)

Cluster5/purple
(Costs)

11 Impact (67, 116, 15); business (24, 28, 3); costs (19, 20, 3); supply chains (17, 19, 2);
pricing (17, 19, 2); Brand (17, 17, 2); channel (9, 10, 2); electronic commerce (17,
18, 3); self (16, 17, 2); supply chain (3, 3, 2); uncertainty (14, 17, 4);

Cluster 6/light blue
(Information)

9 Information (44, 66, 9); interactivity (22, 25, 4); PLS-SEM (16, 17, 2); products (17,
17, 2); repurchase intention (17, 17, 2); similarity (14, 18, 2); stimuli (9, 10, 2); SEM
(15, 16, 2); swift guanxi (19, 21, 3)

Cluster 7/orange
(Purchase
intention)

6 Purchase intention (55, 98, 13); technology (29, 34, 5); affordance (16, 17, 2);
Consequences (16, 16, 2); customer engagement (15, 19, 4); experience (13, 14, 2)

Cluster 8/brown
(knowledge)

4 Management (34, 39, 4); knowledge (23, 27, 3); adoption intention (16, 17, 2);
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or watching in the live streaming context (Cai et al.,
2018).

The fourth cluster link to adoption. The topic is thus
intricately linked with utilizing of advanced technological
tools, predominantly on the streamer’s end. It provides a
view of the antecedents of adopting new technologies or
shopping channels. One subdomain explains that flow
experience is relevant in the context of LSC adoption
because it suggests that the more enjoyable and engaging
the live stream is, the more likely consumers are to adopt
it as a new shopping channel (C.-C. Chen & Lin, 2018;
Z. Liu et al., 2020; Z. Wang et al., 2022); while another
subdomain investigate the rising adopting during the
COVID-19 (T. Chen et al., 2021).

The fifth cluster highlights the cost topic. Regarding
the subject matter depicted by the chosen keywords,
‘‘uncertain,’’ ‘‘pricing,’’ and ‘‘supply chain.’’ Several stud-
ies addressed specific topics such as the type of streamers
due to the unsustainability and exorbitant cost associated
with celebrity hosts; Several companies have opted for
their own branded broadcasters as a means of attracting
followers (W. Wang et al., 2021). Additionally, streamers
form a complete supply chain by selecting products, esti-
mating sales, purchasing inventory, preparing it for sale,
delivering it to customers, and even providing after-sale
support (Jiang & Cai, 2021).

The sixth cluster pertains to the keyword ‘‘informa-
tion.’’ The overarching theme revolves around informa-
tion elements rooted in SOR (stimulus-organism-
response) theory by adopting the SEM model (M. Hu &
Chaudhry, 2020; Ming et al., 2021; X. Xu et al., 2020).
This encompasses a co-created social experience that fos-
ters dynamic interactions between streamers and viewers
(Kang et al., 2021). Also, Live streaming offers a wealth
of product information on quality and functionality,
enabling consumers to better comprehend the products
and dispel any doubts about their authenticity. Thereby
enhancing transparency and building trust with consu-
mers (Gao et al., 2021). The final two clusters comprise
‘‘purchase intention’’ and ‘‘knowledge.’’ Interestingly, the
seventh cluster’s keyword is detected across all clusters
as it represents the primary consequence during LSC. In
the case of cluster 8, it can be inferred that streamers are
driven by a strong urge to disseminate information about
the available tools and sustain viewer engagement (P. Xu
et al., 2022).

Future Research Agenda

This paper offers a complete literature evaluation using
the PRISMA procedure, which incorporates BPNA and
scientific mapping to identify the most critical research
issues in LSC. This technique is a pioneering effort
toward a comprehensive understanding of this topic.

The findings indicated three specialties or subdomains
after evaluating 75 documents: research focused on the
transmitter or streamer, the receiver or audience, and the
channel or platform. These three specialties contribute to
the gathered knowledge by developing eight emerging
themes: behavior, credibility, trust, adoption, costs,
information, buy intention, and knowledge. Based on
the results of the meta-review. The present study presents
new avenues and numerous prospects for further investi-
gation, which will be elaborated on below (shown
Figure 7).

Regarding the audience, the motivational process for
adopting and purchasing LS can be categorized into two
dimensions: utilitarian and hedonic social. These dimen-
sions pertain to the perceived benefits of viewers. This
aligns with theories based on behavioral studies, such as
the uses and gratification theory (Cai & Wohn, 2019;
Hou et al., 2019; Jia et al., 2022), SOR theory (M. Hu &
Chaudhry, 2020; Ming et al., 2021; X. Xu et al., 2020),
One of the most noteworthy discoveries is that consu-
mers are captivated by live streaming shopping due to a
multitude of factors, including product information,
communication quality, enjoyment, flow, and social pres-
ence. This attraction can ultimately elevate their experi-
ence and trust toward sellers/products leading them to
watch more to watch and purchase. Additionally,
technological-related motivations, such as the
Technology Acceptance Model and IT affordance
(Fengliang & Jianhong, 2021; Gao et al., 2021), also play
a significant role in this phenomenon after conducting a
thorough analysis of viewer motivation in the sample.
This emphasizes the importance of conducting additional
research and considering other variables that could
potentially impact viewer motivation. Another notable
aspect is the virtual gifting behavior. The existing litera-
ture has primarily elucidated gifting behavior by relying
on economic and social exchange models that underscore
the importance of reciprocity (T. E. Hu et al., 2022; Zhou
et al., 2019). In detail, the presence of others, social com-
petition, emotional stimuli by similarity, the number of
excitement-related words, and gamification design are
triggers of gifting behavior. While the virtual gifting is a
common practice in virtual communities, limited atten-
tion has been given to the motivations and behaviors
behind LS gifting in literature (T. E. Hu et al., 2022).
Therefore, there is a pressing need to conduct further
research and analysis on the sources of motivation
through comprehensive theoretical frameworks and
empirical investigations.

Regarding the streamer, the present study detected
that the main line focused on the characteristics of strea-
mers. In this vein, Y. Guo et al. (2022) revealed that
streamers’ characteristics, including attractiveness, com-
petence, and communication, impact consumers’
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behavioral intentions. However, popularity only lead to
watching intention and no effect on purchase intention.
Meanwhile, P. Xu et al. (2022) investigated that a profes-
sional, para-social relationship could effectively increase
the viewers’ purchase intention while the streamer’s com-
mitment and the scale of live steaming had no significant
impact on the viewer’s purchase intention. In such con-
text, some research points out that streamers’ character-
istics impact on purchase intention depending on the
specific segment market. For example, B. Lu and Chen
(2021) investigated streamers’ psychical characteristics
and shared value, which can effectively reduce product
uncertainty among consumers who share similar physical
traits and values in clothes and cosmetics market.
Additionally, there is a need to understand better the
type of streamers (Huang, 2021). Including a match
between streamer type and product type (D. Liu & Yu,
2022), Thus, further research encourages to explore how
the profile of ELS streamers could exert an effective
influence on a specific segment market (X. Wang & Wu,
2019; S. Zhang et al., 2022; K. Zhao et al., 2021).

Relating to the research on the platform, it will con-
tinue to be refined to make the shopping experience
through streams seamless, efficient, and compelling for
viewers (Y. Li et al., 2021; Z. Wang et al., 2022). Thus,
further research enhances high-quality streaming with
higher resolution and more immersive streams (He et al.,
2021). Additionally, AI and analytics can be leveraged to
gain more insights into user behaviors and preferences.
This could enable platforms to optimize the live stream-
ing experience, promotion and more effectively match

content to the audience (Kim & Park, 2012; S. H. Liao
et al., 2021). and anti-fraud models (Z. Li et al., 2021).
While platforms use virtual reality and augmented reality
technology for product display and interactive experi-
ences, which needs deep understanding (F. L. Li et al.,
2021).

Conclusion

This insightful review highlights the essence of LSC and
illuminates variations in citation patterns, methodolo-
gies, and theoretical frameworks employed across diverse
research specializations. While these differences may
arise from the varied areas of research involved, they also
uncover shared characteristics within this domain. The
study establishes strong correlations between subdo-
mains focused on streamers and viewers but observed a
disconnect with specializations centered on platforms.
Nevertheless, as more research is conducted and informa-
tion becomes more accessible to all, this gap is expected
to narrow down. This article accurately depicts live
streaming services based on meticulous analysis of sam-
ple documents while underscoring the importance of
having a better theoretical understanding of communi-
cation processes and interactions inherent in such ser-
vices. Therefore, it serves as an indispensable resource
for researchers keen on exploring this emerging
phenomenon.

The results included limitations. Despite the growing
academic interest in research on LSC, theoretical contri-
butions remain limited. This includes a lack of clear

Figure 7. Findings in present study and future research directions.
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definition for the phenomenon and its constituent ele-
ments, as well as an incomplete understanding of its sig-
nificance within a rapidly evolving cultural and media
landscape. One limitation arises from the data source, as
only one data source (WOS) was included to avoid mix-
ing citation formats or subject categories. Future studies
can incorporate additional databases to further test the

findings obtained here. Lastly, this study provides a
momentary glimpse into the current situation, but fur-
ther investigation is required to track the development of
the research domain. Therefore, future reviews are neces-
sary to capture the dynamic nature of all issues presented
in this study.

Appendix

Figure A1. Search and Selection process for research articles.
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Table A1. Extracted From Main Documents About Methodological Approach, Theoretical, and Data Sources.

Author Theory Methodology Perspective

(Sun et al., 2019) Affordance theory Survey Platform
(Wongkitrungrueng & Assarut, 2020) / Survey Receiver
(Q. Zhao et al., 2018) Self-determination theory Survey Streamers
(Hou et al., 2019) Uses and gratifications theory Survey Receiver
(Cai et al., 2018) / Survey Receiver
(M. Hu & Chaudhry, 2020) SOR theory Survey Receiver
(Kang et al., 2021) Social exchange theory Text mining using online

reviews
Receiver

(Zhou et al., 2019) / Danmuku Platform
(Wongkitrungrueng et al., 2020) Multi-grounded theory Quantities + content

analysis
Streamer

(X. Xu et al., 2020) SOR theory Quantities /survey Receiver
(Cai & Wohn, 2019) Uses and gratifications theory Quantities /survey Receiver
(Geng et al., 2020) Social presence theory Quantities Streamer
(M. Zhang et al., 2021) Social exchange theory Quantities/survey Streamer
(Addo et al., 2021) / Quantities Receiver
(D. Li et al., 2018) Theory of Reasoned Action Survey Platform
(X. Wang & Wu, 2019) Information Foraging Theory Survey Receiver
(L. Guo et al., 2021) Trust transfer theory Survey Receiver
(Y. Li et al., 2021) Attachment theory Survey Platform
(Ming et al., 2021) SOR theory Survey Receiver
(B. Lu & Chen, 2021) Signaling theory Survey Streamer
(Lee & Chen, 2021) SOR theory Survey Receiver
(Jiang & Cai, 2021) / Quantities Streamer
(W. Zhang et al., 2021) Theory of Para- social Interaction Survey Receiver
(Z. Chen et al., 2019) Integrating mean-ends chain of lifestyle

theory, socialized charismatic
leadership (SCL) theory and product
uncertainty theory

Quantities Receiver

(T. Chen et al., 2021) Social preference theory Quantities (Secondary
data)

Governance strategies

(Jia et al., 2022) Uses and gratifications theory Quantities Streamers
(Gao et al., 2021) Elaboration likelihood model Survey Receiver(viewer)
(Luo, Cheng, Zhou, Yu, & Lin, 2021) Ground theory Text mining Streamer
(Z. Liu et al., 2020) Social presence theory Survey Receiver
(L. Guan et al., 2022) / Quantities Platform
(Lv et al., 2022) Social evolutionary game theory Evolutionary game model Platform
(Y. Guo et al., 2022) / Survey Streamer
(J. Liu et al., 2021) / / Streamer
(Chandrruangphen et al., 2022) SOR theory Survey Receiver
(S. H. Liao et al., 2021) / Survey data mining Receiver
(W. Wang et al., 2021) Motive theory Secondary data +

laboratory experiment
Streamer

(P. Xu et al., 2022) Social capital theory Survey Streamer
(Cao et al., 2022) Self-efficacy theory Survey Receiver
(M. Li & Hua, 2021) Social Cognitive/ learning/presence

presence theory
Questionnaire Receiver

(J. Liu et al., 2022) / Quantities Streamer
(S. H. Liao et al., 2021) Rough set theory Quantities Platform
(Ma et al., 2022) SOR theory Questionnaire Receiver
(Gao et al., 2021) Affordance theory Questionnaire Receiver
(W. Wang et al., 2021) Grounded theory Quantities Platform
(J. Guo et al., 2021) SOR theory Questionnaire Receivers
(M. Zhang et al., 2022) Socio-technical system theory Questionnaire Platform
(Zhu & Liu, 2023) Game theory Quantities Platform
(H. Chen et al., 2021 ) SOR theory / similarity-attraction

theory
Questionnaire Receivers

(T. E. Hu et al., 2022) Grounded theory Questionnaire Receivers
(Hsieh & Zhuo, 2021) Extended planning behavior theory Questionnaire Receivers

(continued)
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Cobo, M. J., López-Herrera, A. G., Herrera-Viedma, E., &

Herrera, F. (2011). An approach for detecting, quantifying,

and visualizing the evolution of a research field: A practical

application to the fuzzy sets theory field. Jurnal Informatika,

5(1), 146–166.
De Bellis, N. (2009). Bibliometrics and citation analysis: From

the science citation index to cybermetrics. Scarecrow Press.
Fengliang, X., & Jianhong, L. (2021). Research on the Influence

of Live Streaming Commerce Affordances on Consumers’

Impulse Purchase Intention Based on Spss25. 0 and Amos23.

0 [Conference session]. Paper presented at the 2021 2nd

International Conference on E-Commerce and Internet

Technology (ECIT) (pp. 95–99).
Gao, X., Xu, X.-Y., Tayyab, S. M. U., & Li, Q. (2021). How

the live streaming commerce viewers process the persuasive

message: An Elm perspective and the moderating effect of

mindfulness. Electronic Commerce Research and Applica-

tions, 49, 101087.
Geng, R., Wang, S., Chen, X., Song, D., & Yu, J. (2020). Con-

tent marketing in E-Commerce platforms in the Internet

celebrity economy. Industrial Management & Data Systems,

120, 464–485. ahead-of-print(ahead-of-print).

Gong, X., Ye, Z., Liu, K., & Wu, N. (2020). The effects of live

platform exterior design on sustainable impulse buying:

Exploring the mechanisms of self-efficacy and psychological

ownership. Sustainability, 12(6), 2406.
Guan, L., Chen, H., Ma, H., & Zhang, L. (2022). Optimal

group-buying price strategy considering the information-

sharing of the seller and buyers in social e-commerce. Inter-

national Transactions in Operational Research, 29(3),

1769–1790.
Guan, Z., Hou, F., Li, B., Phang, C. W., & Chong, A. Y.

(2022). What influences the purchase of virtual gifts in live

streaming in China? A cultural context-sensitive model.

Information Systems Journal, 32(3), 653–689.
Guo, J., Li, Y., Xu, Y., & Zeng, K. (2021). How live streaming

features impact consumers’ purchase intention in the context

of cross-border E-commerce? A research based on Sor The-

ory. Frontiers in Psychology, 12, 767876.
Guo, L., Hu, X., Lu, J., & Ma, L. (2021). Effects of customer

trust on engagement in live streaming commerce: Mediating

Role of Swift Guanxi. Internet Research, 31(5), 1718–1744.
Guo, Y., Zhang, K., & Wang, C. (2022). Way to Success:

Understanding Top Streamer’s popularity and influence

from the perspective of source characteristics. Journal of

Retailing and Consumer Services, 64, 102786
Harzing, A.-W., & Alakangas, S. (2016). Google Scholar, Sco-

pus and the Web of Science: A Longitudinal and cross-

disciplinary comparison. Scientometrics, 106, 787–804.
He, Y., Wang, L., Huang, N., Hong, Y., Ding, J., Sun, Y., et

al. (2021). The Sales Data Sells: Effects of Real-Time Sales

Analytics on Live Streaming Selling.
Hou, F., Guan, Z., Li, B., & Chong, A. Y. L. (2019). Factors

influencing people’s continuous watching intention and con-

sumption intention in live streaming: Evidence from China.

Internet Research.
Hsieh, Y. H., & Zhuo, X. (2021). Factors Influencing Consumer

Purchase Behavior toward Live Streaming Commerce. Paper

presented at the AMCIS.
Huang, J. (2021). Research on the Influencing Factors of the

Audience’s Purchase Intention in Head Specialized Livestrea-

mers’ Live Streaming: Based on the Comparison of Two Plat-

forms [Conference session]. Paper presented at the

Proceedings of the 2021 7th International Conference on e-

Society, e-Learning and e-Technologies, 63-74.
Hu, M., & Chaudhry, S. S. (2020). Enhancing consumer

engagement in E-Commerce live streaming via Relational

Bonds. Internet Research, 30, 1019–1041. ahead-of-print

(ahead-of-print).
Hu, T. E., Tang, Z., Warkentin, M., & Wen, N. (2022). Slss

gamification as an E-Commerce model in China. Journal of

Computer Information Systems, 62(5), 921–939.
Jiang, Y., & Cai, H. (2021). The impact of impulsive consump-

tion on supply chain in the live-streaming economy. IEEE

Access, 9(99), 48923–48930.
Jia, X., Wang, R., Liu, J. H., & Jiang, C. (2022). Discovery of

behavioral patterns in online social commerce practice.

Wiley Interdisciplinary Reviews Data Mining and Knowledge

Discovery, 12(1), e1433.
Kang, K., Lu, J., Guo, L., & Li, W. (2021). The dynamic effect

of interactivity on customer engagement behavior through Tie

16 SAGE Open



Strength: Evidence from live streaming commerce platforms.

International Journal of Information Management, 56, 102251.
Kim, T., & Park, J. (2012). Lasar: Laser Pointer Based Mobile

Augmented Reality for E-Commerce Services [Conference

session]. Paper presented at the Convergence and Hybrid

Information Technology: 6th International Conference,

ICHIT 2012, Daejeon, Korea, August 23-25, 2012. Proceed-

ings 6 (pp. 333–341).
Lai, M. C., Wu, T. Y., & Lu, H. Y. (2021). Study of source

credibility of the casual live streamers and impact of stream-

ing environment atmosphere on audiences’ perceived value.

Xing Xiao Ping Lun, 18(1), 1–34.
Lee, C. H., & Chen, C. W. (2021). Impulse buying behaviors in live

streaming commerce based on the stimulus-organism-response

framework. Information - Wissenschaft & Praxis, 12, 241.
Liao, S.-H., Widowati, R., & Puttong, P. (2022a). Data mining

analytics investigate Facebook live stream users’ behaviors

and business models: The evidence from Thailand. Enter-

tainment Computing, 41, 100478.
Liao, S. H., Widowati, R., & Chang, H. Y. (2021). A data min-

ing approach for developing online streaming recommenda-

tions. Applied Artificial Intelligence, 35, 2204–2227.

Liberati, A., Altman, D. G., Tetzlaff, J., Mulrow, C., Gøtzsche,

P. C., Ioannidis, J. P., Clarke, M., Devereaux, P. J., Kleij-

nen, J., & Moher, D. (2009). The Prisma Statement for

reporting systematic reviews and meta-analyses of studies

that evaluate health care interventions: Explanation and ela-

boration. Epidemiology Biostatistics & Public Health, 6(7),

e1000100–e34.
Li, D., Zhang, G., Xu, Z., Lan, Y., Shi, Y., & Liang, Z., & Chen,

H. (2018). Modelling the roles of cewebrity trust and platform

trust in consumers’ propensity of live-streaming: An extended

Tam method. Computers, Materials & Continua, 55(1).
Li, F. L., Zhao, Z., Lu, Q., Lin, X., Chen, H., & Chen, B., Pu,

L., Zhang, J., Sun, F., Liu, X., Xie, L., Huang, Q., Zhang,

J., Chen, H. (2021). Alime Avatar: Multi-Modal Content

Production and Presentation for Live-Streaming E-Commerce

[Conference session]. Paper presented at the Proceedings of

the 44th International ACM SIGIR Conference on Research

and Development in Information Retrieval, 2635–2636.
Li, L., & Kang, K. (2020). Analyzing Shopping Behavior of the

Middle-Aged Users in Tiktok Live Streaming Platform. Paper

presented at the AMCIS.
Li, M., & Hua, Y. (2021). Integrating social presence with social

learning to promote purchase intention: Based on social cog-

nitive theory. Frontiers in Psychology, 12, 810181.
Liu, D., & Yu, J. (2022). Impact of perceived diagnosticity on

live streams and consumer purchase intention: Streamer

type, product type, and brand awareness as Moderators.

Information Technology and Management, 1–14.
Liu, J., Sun, H., Sun, Y., & Zhao, Z. (2021). Researcch on the

Practice System of Live-Streaming E-Commerce Talent

Training in Vocational Colleges [Conference session]. Paper

presented at the 2021 2nd International Conference on

E-Commerce and Internet Technology (ECIT), 113–116.
Liu, J., Xu, Q., & Sun, Z. (2022). Joint optimization decision of

online retailers’ pricing and live-streaming effort in the post-

epidemic era. Complexity, 2022, 1–11.

Liu, Z., Yang, J., & Ling, L. (2020). Exploring the influence of

live streaming in mobile commerce on adoption intention

from a social presence perspective. International Journal of

Mobile Human Computer Interaction, 12(2), 53–71.

Li, Y., Li, X., & Cai, J. (2021). How attachment affects user

stickiness on live streaming platforms: A Socio-Technical

Approach Perspective. Journal of Retailing and Consumer

Services, 60, 102478.
Li, Y., Wang, C., & Liu, J. (2020). A systematic review of litera-

ture on User Behavior in video game live streaming. Interna-

tional Journal of Environmental Research and Public Health,

17(9), 3328.
Li, Z., Wang, H., Zhang, P., Hui, P., Huang, J., & Liao, J., et

al. (2021). Live-Streaming Fraud Detection: A Heterogeneous

Graph Neural Network Approach [Conference session]. Paper

presented at the Proceedings of the 27th ACM SIGKDD

Conference on Knowledge Discovery & Data Mining

(PP. 3670–3678).
Lu, B., & Chen, Z. (2021). Live streaming commerce and Con-

sumers’ purchase intention: An Uncertainty Reduction Per-

spective. Information Management, 58(7), 103509.
Lu, C. Y., Marek, M. W., Chen, B. T., & Pai, I. C. (2020). An

exploratory study on consumer purchase behavior from live

webcasting e-commerce: A means-end chain analysis using

Facebook live webcasting. International Journal of Online

Marketing, 10(3), 1–20.
Luo, H., Cheng, S., & Zhou, W. (2021). The Factors Influencing

Sales in Online Celebrities’ Live Streaming [Conference ses-

sion]. Paper presented at the 2021 IEEE International Con-

ference on Information Communication and Software

Engineering (ICICSE), 233-237.
Luo, H., Cheng, S., Zhou, W., Yu, S., & Lin, X. (2021). A study

on the impact of linguistic persuasive styles on the sales vol-

ume of live streaming products in social E-Commerce envi-

ronment.Mathematics, 9(13), 1576.
Lv, J., Yao, W., Wang, Y., Wang, Z., & Yu, J. (2022). A game

model for information dissemination in live streaming

e-commerce environment. International Journal of Commu-

nication Systems, 35(1), e5010.
Ma, L., Gao, S., Zhang, X., & Li, M. S. (2022). How to use live

streaming to improve consumer purchase intentions: Evi-

dence from China. Sustainability, 14, 1045.
McLaughlin, C., & Wohn, D. Y. (2021). Predictors of paraso-

cial interaction and relationships in live streaming. Conver-

gence: The International Journal of Research into New Media

Technologies, 27(6), 1714–1734.
McKinsey. (2021). It’s showtime! How live commerce is trans-

forming the shopping experience. https://www.mckinsey.

com/capabilities/mckinsey-digital/our-insights/its-showtime-

how-live-commerce-is-transforming-the-shopping-experience
Ming, J., Zeng, J., Bilal, M., Akram, U., & Fan, M. (2021).

How social presence influences impulse buying behavior in live

streaming commerce?The Role of S-O-R Theory.
Moher, D., Shamseer, L., Clarke, M., Ghersi, D., Liberati, A.,

Petticrew, M., Shekelle, P., & Stewart, L. A.; PRISMA-P

Group. (2015). Preferred reporting items for systematic

review and meta-analysis protocols (Prisma-P) 2015 state-

ment. Systematic Reviews, 4(1), 1–9.

Mai et al. 17

https://www.mckinsey.com/capabilities/mckinsey-digital/our-insights/its-showtime-how-live-commerce-is-transforming-the-shopping-experience
https://www.mckinsey.com/capabilities/mckinsey-digital/our-insights/its-showtime-how-live-commerce-is-transforming-the-shopping-experience
https://www.mckinsey.com/capabilities/mckinsey-digital/our-insights/its-showtime-how-live-commerce-is-transforming-the-shopping-experience


Onwuegbuzie, A. J., Wilcox, R., Gonzales, V., Hoisington, S.,
Lambert, J., Jordan, J., Aleisa, M., Benge, C. L., Wachs-
mann, M. S., & Valle, R. (2018). Collaboration patterns
among mixed researchers: A multidisciplinary examination.
International Journal of Multiple Research Approaches,
10(1), 437–457.

Qu, T. (2021). Live-Streamers Flock to Eastern China’s
E-Commerce Hub in Search of Fame and Fortune, Hawk-
ing Wares Online. https://www.scmp.com/tech/tech-trends/
article/3131737/live-streamers-flock-eastern-chinas-e-comme
rce-hub-search-fame-and

Shamseer, L., Moher, D., Clarke, M., Ghersi, D., Liberati, A.,
Petticrew, M., Shekelle, P., & Stewart, L. A.; PRISMA-P
Group. (2015). Preferred reporting items for systematic
review and meta-analysis protocols (PRISMA-P) 2015: Ela-
boration and explanation. British Medical Journal, 350,
g7647.

Shannon, C. E. (1948). A mathematical theory of communica-
tion. Bell System Technical Journal, 27(4), 623–656.

Shirmohammadi, M., Hedayati Mehdiabadi, A., Beigi, M., &
McLean, G. N. (2021). Mapping Human Resource Devel-
opment: Visualizing the past, Bridging the gaps, and moving
toward the Future. Human Resource Development Quarterly,
32(2), 197–224.

Sun, Y., Shao, X., Li, X., Guo, Y., & Nie, K. (2019). How live
streaming influences purchase intentions in Social Com-
merce: An it Affordance Perspective. Electronic Commerce

Research and Applications, 37, 100886.
Su, X. (2019). An Empirical Study on the Influencing Factors

of E-Commerce Live Streaming [Conference session]. Paper
presented at the 2019 International Conference on Economic
Management and Model Engineering (ICEMME).

Törhönen, M., Giertz, J., Weiger, W. H., & Hamari, J. (2021).
Streamers: The New Wave of Digital Entrepreneurship?
Extant corpus and Research Agenda. Electronic Commerce

Research and Applications, 46(1), 101027.
van Eck, N. J., & Waltman, L. (2010). Software Survey: Vos-

viewer, a computer program for Bibliometric mapping.
Scientometrics, 84(2), 523–538.

Wang, L., Wang, Z., Wang, X., & Zhao, Y. (2022). Assessing
word-of-mouth reputation of influencers on b2c live stream-
ing platforms: The role of the characteristics of information
source. Asia Pacific Journal of Marketing and Logistics, 34,
1544–1570.

Wang, W., Huang, M., Zheng, S., Lin, L., & Wang, L. (2021).
The impact of broadcasters on consumer’s intention to fol-
low livestream brand community. Frontiers in Psychology,
12. https://doi.org/10.3389/fpsyg.2021.810883

Wang, X., & Wu, D. (2019). Understanding User Engagement

Mechanisms on a Live Streaming Platform [Conference ses-
sion]. Paper presented at the international conference on
human-computer interaction, 266–275. Springer Interna-
tional Publishing.

Wang, Z., Li, J., & Chen, P. (2022). Factors influencing Chi-
nese flower and seedling family farms’ intention to use live
streaming as a sustainable marketing method: An applica-
tion of extended theory of planned behavior. Environment

Development and Sustainability, 24(3), 4299–4322.
Wongkitrungrueng, A., & Assarut, N. (2020). The role of live

streaming in building consumer trust and engagement with

social commerce sellers. Journal of Business Research - Turk,
117, 543–556.

Wongkitrungrueng, A., Dehouche, N., & Assarut, N. (2020).
Live streaming commerce from the sellers’ perspective:
Implications for online relationship marketing. Journal of
Marketing Management (JMM), 36(5-6), 488–518.

Xu, P., Cui, B. J., & Lyu, B. (2022). Influence of streamer’s
social capital on purchase intention in live streaming e-com-
merce. Frontiers in Psychology, 12, 748172.

Xu, X., Wu, J. H., & Li, Q. (2020). What drives consumer shop-
ping behavior in live streaming commerce? Journal of Elec-
tronic Commerce Research, 21(3), 144–167.

Xu, Y., Jiang, W., Li, Y., & Guo, J. (2021). The influences of
live streaming affordance in cross-border e-commerce plat-
forms: An information transparency perspective. Journal of

Global Information Management, 30(2), 1–24.
Yu, S., Jiang, Z., Chen, D. D., Feng, S., Li, D., Liu, Q., et al.

(2021). Leveraging Tripartite Interaction Information from

Live Stream E-Commerce for Improving Product Recommen-

dation [Conference session]. Paper presented at the Proceed-
ings of the 27th ACM SIGKDD Conference on Knowledge
Discovery & Data Mining, 3886-3894.

Zhang, M., Liu, Y., Wang, Y., & Zhao, L. (2022). How to
retain customers: Understanding the role of trust in live
streaming commerce with a socio-technical perspective.
Computers in Human Behavior, 127, 107052.

Zhang, M., Sun, L., Qin, F., & Wang, G. A. (2021). E-service
quality on live streaming platforms: Swift Guanxi Perspec-
tive. Journal of Services Marketing, 35(3), 312–324.

Zhang, S., Huang, C., Li, X., & Ren, A. (2022). Characteristics
and roles of streamers in e-commerce live streaming. Service
Industries Journal, 42(13-14), 1001–1029.

Zhang, T., & Tang, Z. (2023). Should manufacturers open live
streaming shopping channels? Journal of Retailing and Con-

sumer Services, 71, 103229.
Zhang, W., Wang, Y., & Zhang, T. (2021). Can ‘‘live stream-

ing’’ really drive visitors to the destination? From the aspect
of social presence. Sage Open, 11(1), 21582440211006691.

Zhanikeev, M. (2015). How variable bitrate video formats can
help p2p streaming boost its reliability and scale. Electronic
Commerce Research, 15, 25–47.

Zhao, K., Hu, Y., Hong, Y., & Westland, J. C.; University of
Houston, USA, & University of Illinois, USA. (2021).
Understanding characteristics of popular streamers on live
streaming platforms: Evidence from Twitch.Tv. Journal of
the Association for Information Systems, 22(4), 1076–1098.

Zhao, Q., Chen, C. D., Cheng, H. W., & Wang, J. L. (2018).
Determinants of live streamers’ continuance broadcasting
intentions on twitch: A self-determination theory perspec-
tive. Telematics and Informatics, 35, 406–420.

Zhao, Y., & Bacao, F. (2021). How does gender moderate cus-
tomer intention of shopping via live-streaming apps during the
covid-19 pandemic lockdown period? International Journal of
Environmental Research and Public Health, 18(24), 13004.

Zhou, J., Zhou, J., Ding, Y., & Wang, H. (2019). The magic of
Danmaku: A social interaction perspective of gift sending on
live streaming platforms. Electronic Commerce Research and

Applications, 34, 100815.
Zhu, L., & Liu, N. (2023). Game theoretic analysis of Logistics

Service Coordination in a live-streaming E-Commerce sys-
tem. Electronic Commerce Research, 23, 1049–1087.
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