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Abstract  
With the advancements in information technology, 

the emergence of webcasting as a new form of 

social media has brought about significant attention. 

Webcasting has bridged the gap between real-life 

experiences and the digital screen, offering 

entertainment, interaction, and real-time 

engagement. As the live streaming industry 

continues to evolve, live streaming marketing, 

particularly in the realm of e-commerce, has gained 

widespread commercial applications. 

E-commerce live streaming has unlocked the 

immense economic potential of the industry, 

leveraging its rapid liquidity to enhance commercial 

value. This paper will do the Meta analysis matrix of 

the above study area which aims to explore the 

e-commerce live streaming marketing model and its 

distinctive characteristics. 

Key words: live streaming marketing, e-commerce 

platforms, consumer behavior 

 

I. Reviewed relevant research literature: 
1. Investigation on the development of 

e-commerce live broadcasting.  
Zhang Shuo (2019) believes that 

e-commerce + live broadcasting has become one of 

the mature marketing models. Taobao live 

broadcasting has its own "transaction attribute", and 

the star online Red drainage has achieved ultra-high 

purchase conversion rate. Wang Yunchang and Yang 

Liu (2018) believes that there are three main types 

of the live broadcast on on mainstream e-commerce 

platforms: the first type is PGC live broadcast 

planned by the platform; the second type is to invite 

stars to live broadcast by using the celebrity effect; 

the third type is the live broadcast initiated by the 

merchant. Among them, the merchant live broadcast 

mode is most commonly used in major e-commerce 

platforms. 

 

The investigation on the collision of 

e-commerce live broadcasting on consumer 

behavior examines the impact of this marketing 

approach on consumer decision-making processes 

and behaviors. It involves analyzing how 

e-commerce live broadcasting influences consumer 

perceptions, attitudes, and purchasing decisions. 

 

The investigation delves into the factors 

that shape consumer behavior in the context of 

e-commerce live broadcasting, such as the 

credibility of influencers, the level of interactivity, 

the availability of product information, and the use 

of social proof. It aims to understand how these 

factors affect consumer trust, engagement, and 

willingness to make purchases during live streaming 

events. 

 

Furthermore, the investigation may explore 

the psychological and sociological aspects of 

consumer behavior in relation to e-commerce live 

broadcasting. This includes examining concepts 

such as social influence, impulse buying, perceived 

value, and the role of emotions in consumer 

decision-making. 

 

The findings from this investigation can be 

used to inform businesses and marketers about the 

opportunities and challenges in utilizing 

e-commerce live broadcasting as a marketing tool. It 

can help businesses understand the best practices, 

strategies, and optimization techniques to effectively 

engage with consumers and drive sales through this 

platform. 
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2. The collision of e-commerce live broadcasting 

on consumer behavior.  
Wang Xiujun (2019) constructed the SOR 

model of the impact of e-commerce live 

broadcasting on consumer behavior, and pointed out 

that the entertainment, interaction and alternation of 

e-commerce live broadcasting has a significant 

impact on consumer behavior. Dong Fang (2019) 

established an impact model of e-commerce live 

broadcasting on consumers' purchase intention from 

the psychological perspective of users, indicating 

that four factors in e-commerce live broadcasting, 

including price, commodity, social networking and 

platform, jointly affect consumers' purchase 

intention. 

 

The collision of e-commerce live 

broadcasting on consumer behavior refers to the 

impact and influence that this marketing approach 

has on how consumers behave and make purchasing 

decisions. It involves studying how e-commerce live 

broadcasting affects consumers' attitudes, 

preferences, and decision-making processes when it 

comes to making purchases. 

 

This collision can be examined from 

various angles. Firstly, it explores how the 

interactive and real-time nature of e-commerce live 

broadcasting influences consumer engagement and 

involvement. The ability to interact with streamers 

and other viewers during live streams can create a 

sense of community and social interaction, which 

may impact consumers' perceptions and purchasing 

decisions. 

 

Additionally, the collision of e-commerce 

live broadcasting on consumer behavior can also be 

explored by examining the influence of social proof 

and peer recommendations. Consumer testimonials, 

comments, and reviews shared during live 

broadcasts can significantly shape consumers' 

perceptions of products and brands, influencing their 

purchase decisions. 

 

Furthermore, the collision may also involve 

studying the role of limited-time promotions and 

exclusive offers in e-commerce live broadcasting. 

The sense of urgency and exclusivity created by 

time-limited deals can impact consumers' 

decision-making processes, prompting them to make 

impulsive purchases during live streams. 

 

Overall, understanding the collision of 

e-commerce live broadcasting on consumer 

behavior is crucial for businesses to effectively 

leverage this marketing approach and tailor their 

strategies to meet consumer needs and preferences. 

By considering the various factors that influence 

consumer behavior during live streams, businesses 

can optimize their efforts to engage consumers, 

build trust, and drive conversions. 

Secondly, the collision examines the role of 

influential streamers and their impact on consumer 

behavior. Influencers have the ability to shape 

consumer opinions and preferences through their 

endorsements and recommendations during live 

streams. Consumers may be more likely to trust and 

be influenced by streamers who have established 

credibility and expertise in specific product 

categories. 

 

Additionally, the collision considers the 

effect of limited-time promotions, exclusive deals, 

and interactive features in e-commerce live 

broadcasting on consumer behavior. These tactics 

can create a sense of urgency, exclusivity, and 

excitement among consumers, influencing their 

decision-making process and motivating them to 

make purchases. 

 

The findings from studying the collision of 

e-commerce live broadcasting on consumer 

behavior can provide valuable insights into how 

businesses can effectively leverage this marketing 

approach to optimize consumer engagement, drive 

conversions, and increase sales. It can help 

businesses understand consumer motivations, 

preferences, and decision-making factors in the 

context of e-commerce live broadcasting, leading to 

more targeted and effective marketing strategies. 

 

3. The research on the on online Red economy.  
Guo Yawen and Xiao Xiao (2019) believes 

that e-commerce live broadcasting is one of the 

principal modes of online red traffic realization, and 

analyze the development advantages and bottlenecks 

of e-commerce live broadcasting. Zhang Yuechang 

(2019) analyzed the relationship between personal 

IP (intellectual property) and e-commerce live 

broadcast marketing from the perspective of media 

communication, taking Internet celebrity weiya on 

Taobao as an example, she believed that 

e-commerce network celebrities rely on the 

development of media technology, which greatly 

abbreviates the time to attract attention and greatly 

reduces the cost. Guo Bichong And Lei Zhen (2018) 

analyzed the process of clothing online celebrities 

using live streaming to monetize their traffic and 

pointed out that there is a mutually beneficial and 

win-win relationship between live streaming 
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platforms and online celebrity anchors.  

 

The research on the online Red economy 

focuses on the phenomenon of internet celebrities or 

influencers leveraging their online presence and 

social media platforms to generate revenue and 

create economic value. The term "Red" refers to the 

color associated with prosperity and good fortune in 

Chinese culture, symbolizing the potential for 

economic success. 

 

This area of research examines various 

aspects of the online Red economy, including the 

emergence and development of internet celebrities, 

their monetization strategies, the impact of social 

media platforms, and the implications for traditional 

industries and marketing practices. 

 

The research investigates the factors 

contributing to the rise of the online Red economy, 

such as the accessibility of social media platforms, 

the growth of online communities, and the changing 

dynamics of consumer behavior. It explores how 

internet celebrities use their personal brand, content 

creation, and engagement with followers to attract 

sponsors, advertisers, and collaborations, thereby 

generating income. 

 

Furthermore, the research delves into the 

economic impact of the online Red economy on 

different sectors. It examines how traditional 

industries, such as fashion, beauty, and consumer 

goods, adapt their marketing strategies to leverage 

the influence of internet celebrities. It also explores 

the challenges and opportunities for businesses in 

collaborating with internet celebrities and 

integrating their influence into their marketing 

campaigns. 

 

The findings from research on the online 

Red economy provide insights into the evolving 

landscape of influencer marketing, consumer 

engagement, and the intersection of online platforms 

with traditional industries. It offers valuable 

knowledge for businesses, marketers, and 

policymakers seeking to understand and harness the 

economic potential of online influencers and the 

changing dynamics of consumer behavior in the 

digital age. 

 

META ANALYSIS 
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II. Conclusion 
The study of marketing strategies and 

tactics in the context of online live broadcasting is 

still in its early stages in China. Despite the 

increasing amount of literature on live streaming, 

there is a lack of research specifically focused on the 

marketing aspects of online live broadcasting. This 

field is rapidly expanding, mainly due to the large 

user base and traffic advantages offered by 

e-commerce platforms. 

 

To bridge this research gap, a meta-analysis 

matrix was employed to identify the gaps in 

previous studies and to prepare for future research. 

By conducting a comprehensive analysis of existing 

research, this study aims to identify areas that have 

not been adequately explored and propose relevant 

suggestions for further research in this field. 

 

This approach will help in filling the 

knowledge gaps and providing valuable insights into 

the marketing strategies and tactics used in online 

live broadcasting. By addressing these research gaps, 

researchers can contribute to the advancement of 

this emerging field and provide practical 

recommendations for marketers and businesses 

operating in the e-commerce live broadcasting 

industry. 

 

References 
[1]. Zhang Shuo.(2019). Research on development 

status and improvement strategy of e-commerce 

+ live broadcast marketing model -- Taking 

Taobao live broadcast as an example [J] 

Guangxi Quality supervision guide. (9). 

[2]. Wang Yunchang, Yang Liu. (2018). Dilemma 

and Countermeasures of "live + e-commerce" 

marketing model [J] Modern marketing (next 

ten days). (6). 

[3]. Wang Xiujun, Wang Wen, sun Nannan.(2019). 

Research on the impact of e-commerce webcast 

mode on consumers' Purchase Intention -- 

Based on the intermediary role of cognition and 

emotion [J] Shopping mall modernization. (15) 

[4]. Dong Fang. (2019). Research on consumers' 

purchase intention based on mobile 

e-commerce live broadcast situation [J] 

Marketing. (25) 

[5]. Guo Yawen, Xiao Xiao. (2019). Research on 

the development strategy of "e-commerce + 

Live Broadcasting" mode under the network red 

economy [J] Modern commerce and industry. 

40(34). 

[6]. Zhang Yuechang. (2019). Personal branding of 

e-commerce online Red shopkeepers from the 

perspective of new media -- Taking Weiya, the 

anchor of Taobao live broadcast as an 

example[J] New media research. (12) 



 

 

International Journal of Engineering, Management and Humanities (IJEMH) 

Volume 4, Issue 3, May-June, 2023 pp: 187-197               www.ijemh.com                 

                                      

 

 

 

www.ijemh.com                         Page 197 

[7]. Chen Jie, Cong Fang, Kang Feng.(2009). 

Research on Influencing Factors of online 

consumers' purchase behavior from the 

perspective of flow experience.Nankai 

management review. .12 (2), 132-140 

[8]. Cui Jianfeng.(2019). The impact of perceived 

risk on consumers' online impulse purchase. 

Social science front. (4), 254-258 

[9]. Fan Xiaoping . (2009). Participation motivation 

of non - transactional virtual community 

members: Empirical Research and management 

enlightenment. Journal of management 

engineering. .23 (1), 1-6 

[10]. Fan Xiaoping, Ma Qingguo. (2009).Research 

on the impact of online interaction based on 

virtual community on online purchase intention. 

Journal of Zhejiang University (HUMANITIES 

AND SOCIAL SCIENCES EDITION).39 (5), 

149-157 

[11]. Gong Xiaoxiao, ye Zuoliang, Wu Yuping, Liu 

Jiaying. (2019). Research on the influence 

mechanism of live broadcast scene atmosphere 

cues on consumers' impulse consumption 

intention. Journal of management. 16 (6), 

875-882 

 


