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Live-stream shopping, a dynamic fusion of live video broadcasting 
and e-commerce, has revolutionized the retail industry in China, 
exemplified by the staggering achievement of influencers like Li 
Jiaqi, who generated $2.9 billion in sales within just 8 hours. This 
innovative retail format combines the immediacy of live streaming 
with the commercial appeal of online shopping, creating an 
engaging and interactive consumer experience that has captivated 
millions.

Despite its monumental success in China, live-stream shopping is 
still in its infancy in the United States. This study seeks to bridge 
this gap by exploring the potential for adopting and adapting the 
live-stream shopping model from China to the US market. Through 
an in-depth analysis of consumer preferences, platform 
functionalities, and market trends, this research aims to uncover 
the unique opportunities and challenges that live-stream 
shopping presents in a different cultural and economic context.

As we delve into the intricacies of live-stream shopping, this study 
will provide valuable insights into how this innovative shopping 
method can be tailored to fit the US market, potentially 
transforming the American retail landscape by offering a new level 
of engagement and interactivity in online shopping. Join us in 
exploring the future of retail, where live-stream shopping stands 
as a promising frontier in the evolution of e-commerce.

Our study utilized a streamlined approach to explore live-stream 
shopping's transition from China to the US:
1.Surveys: Conducted with universities to gauge interest and 
perceptions of live-stream shopping.
2.Interviews: Held with businesses like Whirlpool (Shanghai) to 
gather industry insights on live-stream commerce.
3.Literature Review: Reviewed key studies to understand the 
broader implications of live-stream shopping.
4.Comparative Analysis: Compared the Chinese and US markets 
to identify opportunities for adaptation in the US.
This focused methodology aims to quickly capture the essence of 
live-stream shopping's potential in the US market.

The insights from our study highlight the nuanced 
dynamics of live-stream shopping's potential in the US 
market. To harness this innovative retail channel's full 
capability, we recommend:
1.Enhancing Engagement: Platforms should prioritize 
features that boost real-time interaction and product 
demonstrations, capitalizing on the key factors that 
attract consumers to live-stream shopping.
2.Addressing Consumer Concerns: Retailers must 
proactively tackle issues related to product quality and 
post-purchase support. Clear, accessible return and 
refund policies, coupled with guarantees of product 
authenticity, can significantly alleviate consumer 
apprehensions.
3.Leveraging Popular Platforms: Given TikTok's 
prominence among live-stream shopping participants, 
brands should consider strategic partnerships and 
presence on this and similar platforms to tap into their 
extensive user bases.
4.Targeted Product Offerings: Focusing on high-interest 
categories such as apparel, electronics, and cosmetics 
can maximize engagement and conversion, utilizing live-
stream shopping's unique ability to showcase products 
dynamically.
By implementing these strategies, businesses can not 
only address current barriers to live-stream shopping 
adoption but also unlock new opportunities for growth 
and consumer connection in the evolving US e-
commerce landscape.

Disparity Between Awareness and 
Engagement: The survey data reveals an 
interesting dichotomy between the high 
awareness of live-stream shopping at 
80% and a comparatively lower 
engagement rate of 60%. This gap 
underscores a significant potential for 
market development, suggesting that 
while the concept is familiar to many, 
the factors driving participation require 
further exploration to enhance 
conversion rates.

Awareness

Engagement

Dominance of Platforms: The data underscores TikTok's significant role, with 
around 50% of engaged users preferring this platform, and 50% of the people 
who never heard of live-stream shopping prefer Amazon, highlighting its 
potential as a pivotal channel for live-stream commerce in the US.

Product categories like Clothing and Apparel (56%), Electronics (47%), and 
Cosmetics (28%) emerged as top interests among participants, pointing towards 
sectors ripe for live-stream shopping's interactive and visual appeal. Additionally, 
our findings reveal critical consumer considerations: 35% of respondents are drawn 
to the real-time interaction that live-stream shopping offers, while 40% value 
product demonstrations highly, emphasizing the importance of engagement and 
transparency in the shopping experience.

Conversely, consumer apprehensions pose notable challenges. Concerns about 
product quality are significant, with 45% of respondents wary of the inability to 
assess products physically. The clarity and reliability of return and refund policies 
also emerged as a hurdle for 30% of participants, indicating a need for more 
straightforward and consumer-friendly processes.
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