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Abstract 

  In recent years, live streaming has become a popular direct sales channel that provides merchants with 

unprecedented consumer engagement and interaction. While extant research focused on analyzing the 

motivation and experience of live e-commerce consumers from the psychological perspective, little is known 

why the success of live streaming e-commerce is particularly evident in China solely, and whether this success 

is replicable in any other country. Thus, this paper focuses on the Chinese market and the Danish market. This 

thesis aims to understand live streaming e-commerce in China and attempts to explore its potential application 

in Denmark. By adopting a mixed-methods (including both quantitative and qualitative) approach, this study 

thoroughly analyses the existing conditions that enable China to achieve its remarkable success in the live 

streaming e-commerce sector by applying Porter's Diamond model together with other relevant theories. Then, 

it serves the departure to see if those conditions are still satisfied in Denmark. Findings of this research suggest 

that China obtained success in its live streaming e-commerce sector not by having one of these factors solely, 

but more importantly, by having them together. It has created its live streaming e-commerce ecosystem and 

ultimately led to the boom of live e-commerce in China. It is still recommended that Danish merchants should 

adopt the live e-commerce business model because of the market potential, especially apparel merchants, 

despite Denmark has not fully met all the successful conditions derived from the analysis in China. 
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1. Introduction 

1.1 Research Objective 

  In the past decade, online sellers had been keen to use text and image interactive technologies to describe 

their products. It was hard for consumers to test, touch or try on products and interact with sellers in real-time 

before making their purchase decisions (Steinhoff et al., 2019). This shopping experience can increase the 

customer’s perception of uncertainty and perceived risk (Constantinides, 2004; Kozlenkova et al., 2017). 

Recently, with the advancement of information technology, sellers can adopt a new way to sell their products 

online, that is, live broadcasting. Live broadcasting fosters the visualization, authenticity, and interactivity of 

online shopping. Some e-commerce and s-commerce1 sites like Taobao and Facebook have begun to add the 

live streaming feature onto their platforms. Attracted by the sales growth generated by live broadcasting events, 

global e-commerce operators are eager to engage users with this new sales medium. 

  Live e-commerce is still in the infancy in some countries; however, it has exploded in China (L. Chen, 2020). 

So far, China is the world's largest live streaming market (Singh, 2020). In 2019, live streaming e-commerce 

sales in China reached $61 billion (L. Chen, 2020). At the tragic onset of the coronavirus pandemic, physical 

commerce worldwide has come to a halt. However, the outbreak has created an opportunity for live streaming 

to reshape e-commerce in China. China's Ministry of Commerce announced that the number of live-streaming 

shows in the first quarter of 2020 exceeded 4 million (O’Ratings, 2020). Thus, there is no doubt that the concept 

of live streaming e-commerce presenting a significant opportunity for many merchants.  

  Even though live streaming e-commerce has become more and more popular, few research studies have 

examined the live streaming phenomenon. Most existing studies and academic papers have focused on 

analyzing the motivation and experience of live streaming users from the psychological perspective in general, 

without taking the different natures of countries into account. There is little understanding of why the success 

of live streaming e-commerce is particularly evident in China solely, but not in any other countries where the 

 
1 S-commerce: Social commerce. Social commerce uses networking websites such as Facebook and Instagram as tools to promote 

and sell products and services. 
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live streaming features are also embedded in e-commerce. To better understand this phenomenon, this thesis 

intends to fill the academic literature gap regarding the dominant reasons behind live streaming e-commerce 

success in China and whether this success is replicable for any other country. Therefore, the main research 

question that guides the analysis throughout the paper is: How can the success of live streaming e-commerce 

in China be replicated in any other country? There are also four sub-research questions formulated to 

investigate this central research question. 

  To answer this central research question, it is necessary to reveal the development track of live streaming e-

commerce in China and how live streaming has influenced the e-commerce sector. Thus, the first sub-question 

was formulated, helping to solve this concern: How does live streaming reshape the e-commerce industry in 

China? Then, the second sub-question was created to provide readers more insights regarding live streaming 

e-commerce: How does live streaming e-commerce work in China? After that, it comes to the core part of the 

analysis, the third sub-question: What are the key factors that lead to the emergence and boom of live streaming 

e-commerce in China? In terms of the factors that contribute to the success of live streaming e-commerce in 

China today, this study does not limit itself only to explore the reasons on the surface. More importantly, it 

peels one more layer further to see if this nation's institutional context and cultural heritage attribute to its 

success. After identifying all the essential factors contributing to China's live e-commerce success, it will serve 

as the departure point to see if these factors still exist in any other country and enable this nation to replicate 

the same success as China has achieved. 

  Due to divergent characteristics of different national cultures and different country facts, it is hard to develop 

a generic live streaming e-commerce model that works across multiple countries based on the analysis done in 

China. Thus, in order to provide more profound and more detailed insights, the researcher has decided to target 

only one country. It can be used as an exploratory study to see if lessons learned from live streaming in China 

could provide a blueprint for that nation. Since the author has been studied in Denmark for seven years, together 

with the fact that this thesis is going to be published at Copenhagen Business School, therefore, Denmark is 

selected as the target country. On the one hand, it suits her educational background, and on the other hand, the 

author is more familiar with Danish culture than any other foreign country. Moreover, the fourth sub-question 

here, which has to be solved, is: How is the likelihood for Denmark to replicate the success of live streaming 
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e-commerce in China? Additionally, the apparel2 market will be used to explore further the possibility of the 

live e-commerce application in Denmark. Consumers have different purchasing behaviors towards different 

goods categories, which leads to varying degrees of demand for live broadcasting across various industries. 

Thus, narrowing the analysis for Denmark to a specific industry will extensively provide more valuable 

insights. The reason for choosing the apparel industry is that it has great potential to become the most 

successful sector in Denmark, which applies the business model of live e-commerce. More evidence that 

supports this view can be found in the rest of the paper. 

 

Figure 1: The list of research questions 

  

 

  This research paper makes several significant contributions. First, it provides a comprehensive study of live 

streaming e-commerce in China, including how live streaming has reshaped the traditional e-commerce market 

and how live e-commerce works. Second, this thesis is one of few studies exploring the factors that constitute 

China's live e-commerce success by incorporating its institutional background and cultural attributes instead 

of identifying the success reasons without considering the national context. Third, by having these identified 

success factors, it further explores its application possibility in another country- Denmark. Thus, it also 

provides some implications for Danish merchants on how they should use the live e-commerce business model. 

 
2 Apparel sector encompasses merchants that design and sell clothing, accessories, footwear. 
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  Findings of this research suggest that China obtained success in its live streaming e-commerce sector not by 

having one of these factors solely, but more importantly, by having them together. It has created its live 

streaming e-commerce ecosystem, resulting in the boom of live e-commerce in the nation. Denmark has not 

fully met all the successful conditions derived from the analysis in China, making it difficult to replicate the 

same scale success that China has achieved in its live e-commerce sector. Still, it is recommended that Danish 

merchants should adopt the live e-commerce business model because of the market potential. 

1.2 Research Delimitation 

  The main research field of this study is to identify the factors that constitute the success of live streaming e-

commerce in China and whether this success can be replicated in Denmark. Therefore, the research scope is 

limited to these two countries mainly. The live e-commerce development in other countries will be only 

presented briefly in section 3.2 to draw a context background on this sector from a global perspective. Other 

live streaming activities, such as gaming and shows, will only be discussed in this section 3.1. 

  Meanwhile, the analysis in Denmark will narrow down to the apparel industry at the end. Since the customer 

purchasing behavior varies from one industry to another, the characteristics of one specific industry will affect 

consumer's demand for live streaming services to a large extent. For example, Danes might prefer to watch a 

live broadcast if it is about clothing selling rather than book selling. Narrowing the scope of this study to a 

specific industry will provide more precise insights. 

1.3 Thesis Structure 

  The thesis structure is formed in the following way. The research plan will be discussed in section 2. It 

establishes the foundation for this thesis by elaborating on research philosophy, research approach, 

methodological choice, and theoretical framework. Afterward, the context background where the general 

knowledge of live streaming and live streaming e-commerce will be introduced. Then it will come to section 

3, which is also the central part of the thesis-Analysis. This section will be divided into two parts, including 

the Chinese market and the Danish market analysis. A thorough study of live streaming e-commerce in China 
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will be conducted at first to illustrate the reasons behind its live e-commerce success. It is done by applying 

Porter's Diamond model as the underlying theory, supplemented by other relevant theories, such as institutional 

theory, guanxi. Then, it will serve as the departure to conduct the research that explores the potential application 

of live streaming e-commerce in Denmark. After that, the Danish apparel sector will be used as an example to 

be further discussed before it comes to a conclusion, limitation and future research.  

2. Research Plan 

  This section (research plan) will be constructed referring to the ‘Research Onion’ proposed by Saunders, 

Lewis, and Thornhill (2012). Crotty (1998) suggested that the selected approach for data collection and data 

analysis should first be clearly stated in order to reach the central point of the onion. Thus, this thesis research 

procedure will be presented step by step from the onion outside towards its inside (Figure 2). The research 

philosophy will be first discussed in section 2.1, followed by the research approach that has been selected in 

section 2.2. Then, it will come to the methodological choice, where primary data and secondary data employed 

will be discussed, as well as its validity and reliability. Section 2.4 will focus on the thesis's theoretical 

framework, where the literature review will be introduced first. After that, the theories mentioned in the 

literature review will be further delimitated to a certain extent to fit the research theme of this thesis. 

 

Figure 2 The research onion of this thesis 
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2.1 Research Philosophy 

  By taking the nature of this research paper, this thesis was guided by pragmatism. However, three concepts 

of the philosophy of science were chosen at the beginning, namely positivism, interpretivism, and pragmatism.  

  As a Chinese who intends to analyze the Chinese market, this paper is not guaranteed as entirely objective. 

With some build-in Chinese culture genes, it may affect how the researcher collects the data and interprets the 

data, bringing some bias unconsciously into the study. However, instead of regarding the author’s background 

as a weakness, she believes it can offer her some competitive advantages while conducting this research. It can 

provide her more insights into the Chinese market as someone who has grown up in that land. It enables the 

author to find the deep reasons behind China's live e-commerce success, which is not easy for others who are 

unfamiliar with this nation's culture. Thus, as a philosophy that advocates for observations, positivism is wholly 

unbiased and dissociating analysts from the values (Holm, 2013), which will not suit this study.  

  Moreover, as the opposite of positivism, interpretivism is a better choice to satisfy conditions that positivism 

lacks, but it is still not the best choice. The primary research field of this study consists of two parts: reasons 

behind China's live e-commerce success and whether this success can be replicated in any other country. It is 

clear that interpretivism well satisfies the first part of this research question. It recognizes individual differences 

with more qualitative explanations (Goldkhul, 2012). Thus, it will be a valuable paradigm to understand 

China's live e-commerce market deeply. Still, employing interpretivism is hard to guide the research for the 

second part, where the interpretation is not the essential core. In the second part of the research field, 

understanding is needed in the first place. More importantly, it needs an assessment to evaluate how the 

likelihood is for Denmark to replicate the success of live e-commerce in China.  

  In general, pragmatism seems to be the best option among all three options. It shares an orientation towards 

understanding as same as interpretivism does. Still, there is also the main difference: pragmatism is regarded 

as instrumental in relation to the change of existence, whereas understanding is seen as a value of its own in 

interpretivism (Dewey, 1931). Therefore, the knowledge character of pragmatism is not only limited to 

understanding and interpretation. Other forms of knowledge like normative (exhibiting values), prescriptive 

(giving guidelines), and prospective (suggesting possibilities) are crucial in pragmatism (Goldkhul, 2012). In 



Page 11 of 102 

 

short, pragmatism is concerned not only with what is but also with what might be. It can offer an orientation 

towards a not yet realized or prospective world (Goldkhul, 2012). Therefore, pragmatism meets the goal of 

this thesis's central research question by having meanings of both understanding the phenomenon of China's 

success in its live e-commerce industry and providing constructive knowledge to any other country, whether 

this success can be replicated. 

2.2 Research Approach 

  Saunder et al. (2012) suggested that a proper research approach shall be selected on the basis of the research 

focus. As this research dedicates to analyze a new topic with little existing literature, it is more appropriate to 

work inductively to collect and analyze the data and then reflect upon what the data suggests (Saunders et al., 

2012). Induction, or inductive reasoning, makes an inference based on observations (Bernard, 2011; Goddard 

& Melville, 2004). In other words, it indicates forming a generalization based on what is observed or known. 

Therefore, it can be observed that the inductive approach dominates this thesis research. The attributes of 

China's success in live-streaming e-commerce were identified after the underlying data has been thoroughly 

examined. The inductive approach was also applied in the analysis of the Danish market. Once again, it 

involves finding evidence in observations first and then developing explanations to answer whether it can 

replicate China’s success in live e-commerce. In the beginning, the author was open to all available sources to 

get a broader overview and comprehensive understanding of the research topic. Then, the critical insights 

among all the founded facts and data were categorized and summarized.   

  Compared with China, there is limited information regarding live e-commerce in Denmark since this 

industry has not taken off in the market. Therefore, for the analysis of Denmark, the abductive approach was 

also be employed to a certain extent. Abduction means 'inference to the best explanation' (Williamson, 2016). 

Due to the incomplete information available in the analysis of live e-commerce in Denmark, whether the 

success in live e-commerce can be replicated in Denmark is not guaranteed, but the best guess is made based 

on the available information. 
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2.3 Methodological Choice 

  So far, there are limited comprehensive studies on the live e-commerce phenomenon. According to 

Venkatesh et al. (2016), when researchers attempt to holistically investigate a phenomenon in the absence of 

systematic and conclusive studies, a mixed-methods study design should be used. Therefore, this study adopts 

a sequential mixed-methods research design, including both quantitative and qualitative research. Qualitative 

research, such as data gathered from written documents or observations, is particularly effective in providing 

profound insights and explaining how China has achieved success in the live e-commerce sector and whether 

this success can be replicated in any other nation. Quantitative research, which is a statistical method, can 

offset the limitation of the qualitative approach. It can derive a more straightforward result from the data 

collected. The researcher can obtain in-depth and breadth of understanding and corroboration by mixing 

quantitative and qualitative research while offsetting the inherent weakness of employing each approach by 

itself. 

2.3.1 Primary and Secondary Data 

  To fully understand the live e-commerce market in China and Denmark, both primary and secondary data 

were collected.  

  In an era when researchers worldwide collect and archive vast amounts of data, the practicality of using 

existing data for research is becoming increasingly common (Andrews et al., 2012). Using existing data 

provides a viable option for the researcher with limited time and resources (Johnston, 2017). This research 

used secondary sources like market reports, annual reports, journals, books, data from database platforms, and 

newspapers.    

  Primary data is widely recognized as the data collected by the researcher directly from primary sources 

through interviews, experiments, surveys, etc. (Adams et al., 2007). Since there are limited secondary data 

regarding Denmark's live e-commerce market, primary data is then considered as an effective method to get 

any required data that can not be found elsewhere. In this case, the survey was designed to provide more 

insights regarding Danish customers' online purchase behaviors and their potential interests in live e-commerce. 
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  The sampling size of the survey was set to achieved 150 respondents at the beginning since it is a number 

good enough to generalize findings and a feasible target to be reached during the restrained research period. 

Participants were mainly targeted from age 20-30, as they are the main potential users of live streaming e-

commerce. Also, it was done in purpose to collect slightly more female samples than the male ones. Because 

evidence shows that Danish women are more active in e-commerce. Denmark is an international country where 

many foreigners decided to settle. Thus, the respondents include Danes and other foreigners with more than 

five years of living experience in Denmark. Meanwhile, these foreign respondents will be limited to occupy 

only 10-15 percent among all the respondents, to make sure that the survey truly reflects Denmark's live e-

commerce market. More details regarding this survey can be found in Appendix B.  

2.3.2 Validity and Reliability 

  The quality of the research should be evaluated in terms of both validity and reliability. The validity of this 

study depends on if it investigates what it intends to investigate (Kvale & Brinkmann, 2009). Validity is 

considered a mandatory requirement for all types of research, and reliability refers to the extent to which the 

same answer can be acquired more than once using the same instruments (Oliver, 2010). To achieve validity, 

survey questions are carefully designed. Many existing surveys regarding e-commerce or live streaming e-

commerce were referred to before the survey of this study was designed. Then, most questions were written in 

a specific way to avoid ambiguity and ensure that what the researcher got from the survey was what she 

intended to investigate. Many interpretations and explanations were used to explain a particular concept 

throughout the research to achieve high reliability. For example, the concept of live streaming e-commerce is 

well described by using text, pictures, and even a video link to make sure that respondents fully understand 

this concept in a consistent way, which ensures that questions used in a survey yield the same results whenever 

this study is repeated.  

2.4 Theoretical Framework  

  In the past, there are plenty of theoretical frameworks used to conduct researches in terms of identifying the 

sources behind an industry or an organization's competitive advantages, including Porter's five forces (Porter, 
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1979), Porter’s Diamond (Porter, 1990), VRIO.3(Barney, 1995). These theories are highly relevant to this study 

since one of the main research goals is to reveal the reasons behind China's success in live e-commerce. Thus, 

drawing an eye on the literature view of these theories would enable the author to see how these theories have 

been used and to identify the possible implications on how they could potentially be employed in this thesis. 

Therefore, following a logical flow of competitiveness analysis starting from the micro level to the macro level, 

VRIO (firm-level competitiveness) will be introduced first. Second, Porter’s five forces (Industry-level 

competitiveness) will be elaborated. Third, Porter’s Diamond (National Level Competitiveness) will be 

discussed. Besides, as this paper aims to identify the success factors by incorporating Chinese institutional 

background and its cultural attributes, articles regarding institutional theory and guanxi will also be discussed.    

  This section will first present the literature view regarding some theories that can be potentially used in this 

thesis. After that, it will come to the theory delimitation where readers can find what theories the author decided 

to employ in this study and why these theories were chosen among all the theories discussed in the literature 

review. 

2.4.1 Literature Review 

Firm-level competitiveness-VRIO 

  In order to provide customers with higher value and satisfaction than competitors, companies must have 

operational efficiency, cost-effectiveness, and quality awareness (Ambastha, 2005). Competitiveness consists 

of the combination of assets and processes, where assets are inherited or created, and the processes transform 

assets into economic benefits from sales to customers (H. Li et al., 2009).  

  The VRIO framework was designed to evaluate a specific organization, and which was derived from the 

resource-based view (RBV) (Barney, 2014). According to RBV, a competitive advantage occurs when a 

company generates more economic value in its product market over its peers (Bresser & Powalla, 2012). 

Economic value is determined as the difference between the perceived benefits gained by the purchasers of the 

good and the economic cost to the enterprise (Peteraf and Barney, 2003). The RBV argues further that the 

emergence of competitive advantage depends on firm-specific resources and capabilities that are not only 

 
3 VRIO stands for value, rarity, imitability, and organization.  
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valuable, but also rare, non-imitable, and non-substitutable; another requirement is that the company under 

consideration in terms of resources and capabilities are distributed heterogeneously and cannot be moved 

between enterprises (Berney, 1991). In general, the VRIO framework provides decision-makers with a 

structured, theoretically based list of criteria to identify the strategic value (or any other RBV need) of corporate 

resources and capabilities and to associate these assessments with the sustainability of resource-based 

competitive advantages and the implications of performance (Barney, 2014). 

 

Industry-level competitiveness-Porter's Five Forces 

  Porter (1990) describes an industry as competitive if this industry’s trade balance is positive and if its export 

share is greater than the national average. According to Porter's five forces model, there are five essential 

factors affecting industry performance: the threat of substitutes, rivalry among competitors, bargaining power 

of buyers, bargaining power of suppliers, and barriers to entry (Porter, 1985). When consumers can easily 

switch from one substitute to another, and buyers are willing to substitute, the threat of substitutes is high (H. 

Wang, 2014). The competition will be fierce if products sold by different merchants are alike (H. Wang, 2014). 

Relative to suppliers and customers, if a firm can acquire higher bargaining power in the industry, it can also 

lead to better company performance (Grant, 1991). Finally, high barriers for new competitors to enter the 

industry result in existing firm’s better performance by reducing competition (H. Wang, 2014). 

 

National Level Competitiveness-Porter’s Diamond 

  National competitiveness is a broad notion including institutional and political-economic issues that 

influence the microeconomic activities of enterprises in their competitive environment (Wyk, 2010). In Porter's 

book Competitive Advantage of Nations (1990), he mentioned that a country's competitiveness is a complex 

concept that includes many factors and pointed out that competitiveness stems from the country's ability to 

create a favorable environment to promote innovation and upgrade faster than other countries (Deniz et al., 

2013). 

  Porter (1990) proposed a diamond framework that emphasizes four different determinants: factor conditions, 

demand conditions, related and supporting industries, and context for firm strategy and rivalry. The factor 
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conditions are divided into basic factor conditions and advanced factor conditions. Advanced factors are the 

more important sources of sustainable competitive advantages than basic factors that are easy to copy. Demand 

conditions represent the quality of local demand and the highness of quantity, which prompts enterprises to 

innovate and gain advantages of economies of scale. In terms of related and supporting industries, firms can 

coordinate and share activities in the value chain to provide the most cost-effective and high-quality inputs in 

an effective manner. Firms’ strategy, structure, and rivalry reflect how companies are managed and choose to 

compete against each other. A higher degree of qualified regional competition will force companies to surpass 

ordinary economic facilities, thereby preparing companies for global competition. Additionally, two exogenous 

factors, namely government and chance, affect the function of the four main determinants in Porter’s view. 

Chance can be radical inventions or significant technological breakthroughs and so on so forth. Government 

influences four factors through various applications, including subsidies, tax laws, or anti-trust regulations.  

  The four determinants of one nation determine the environment in which domestic firms compete and 

promote or hinder the creation of competitive conditions (Yetton et al., 1992). The diamond model is a dynamic 

mechanism in which all factors interact and reinforce each other (Porter,1990). This systematic nature makes 

it challenging to replicate the exact structure of one industry in another country (Deniz et al., 2013). 

 

Institutional theory 

  The institutional theory has become the central theoretical perspective and paradigm within the international 

management field (Peng, 2002; Peng, 2003; Scott, 2008). The economist Douglass North (1990) defines 

institutions as ‘the humanly devised constraints that structure human interaction.’ Thereby, institutions are 

recognized as the ‘rules of the game’ and are split into formal and informal camps (North, 1990). Moreover, 

the sociologist Richard Scott (1995) defines institutions as ‘the regulative, normative, and cognitive structures 

and activities that provide stability and meaning to social behavior.’ Sociological and economic approaches 

are complementary in understanding institutional factors (Peng et al., 2009). 

  The different roles of institutions and their different meanings in developed and developing countries have 

prompted researchers to identify two crucial types of institutional context: rule-based (formal) and 

relationship-based (informal) institutions. They have both been recognized to substantially influence decision-
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making strategies and procedures (Bruton et al., 2009; Zacharakis et al., 2007). Under rule-based institutions 

in most developed economies, people prefer to respond more based on market information, such as laws and 

regulations with sophisticated property rights and consumer protections (Peng et al., 2009). However, in most 

emerging economies, relationship-based institutions will play dominant roles instead (Peng et al., 2009). The 

weak and underdeveloped legal system with investor protections and limited property rights makes decision-

makers more inclined to relationship-based communication and social networks (North, 1990). People in the 

emerging market often rely heavily on relationship-based strategies on the basis of the informal institution 

(Peng, 2003). Meaning it is common for individuals and organizations to seek ways to alter their formal and 

informal contract terms to avoid the adverse effects brought by weak (formal) contracting institutions 

(Acemoglu & Johnson, 2005). Most developing economies struggle to transit from the relationship- to rule-

based institutions (Peng, 2003; Peng & Zhou, 2005; Bruton et al., 2009). Their naturally inherited institutions 

restrict the transition, and thus, relationship-based institutions still play dominant roles (Shinkle & Kriauciunas, 

2012). 

 

Guanxi 

  In general, guanxi refers to the relationship based on mutual interests and benefits (Lee et al., 2001). It is a 

significant cultural value that governs the behavior of Chinese people; it is based on a variety of factors, 

including dialect, family, social clubs, and friendships (Wu & Wang Chiu, 2016). Guanxi is often thought of 

as a special relationship that connects exchange partners through reciprocal favor exchanges and mutual 

obligations (Luo, 1997). It is a crucial driver of business development in China, as having the guanxi can allow 

the participants to enjoy many benefits (Fan, 2002). Unlike the relationship exchange in western society, 

guanxi has its own unique characteristics (Shaalan et al., 2013). First of all, guanxi tends to be personal than 

impersonal as it greatly works on the basis of friendship (Wu & Wang Chiu, 2016). Guanxi is a kind of 

personalized relationship based on the reciprocal and mutual exchange of personalized favors and cares. In 

social interactions, guanxi’s affective value is more important than its monetary value. Relational exchanges 

have at least some impersonal and economic involvement, which results in calculative expectations and 

commitments of mutuality in the relationship. Secondly, guanxi is more of a particular relationship than a 
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universal one (C. L. Wang, 2007). Guanxi has a high degree of network specificity. It is generally not applicable 

to outside social networks. In contrast, the relationship adopted by most western countries is with a 

universalistic characteristic. As long as the game rules are followed, the network is relatively open to any 

exchange partner. Third, morality and social norms are guide principles of relational behaviors in guanxi; 

whereas, legality and rules are guiding principles of a relational exchange in the west (Lee et al., 2001). 

Moreover, guanxi embodies a defensive mechanism formed in response to distrust of legal systems and 

political authority and emphasizes the interpersonal exchange of favors (Arias, 1998).  

2.4.2 Theory Delimitation 

  Theories used in this study were not selected in advance until all the significant findings were founded. 

Since the research was considered predominately inductive, as it has been discussed in the previous section. It 

means theories will be employed in this study only if they are appropriate theoretical frameworks that can pull 

all significant research findings together. Of three theories relevant to competitive advantage analysis, Porter's 

Diamond framework was finally selected as the underlying theory to guide the research, which intends to 

reveal the factors that constitute the boom of China's live e-commerce. This framework was again employed 

to analyze whether this success is applicable in Denmark. 

  Despite its clear structure, the VRIO model does not seem to be a proper theoretical framework that fulfills 

the primary research objective. It only considers the resources and capabilities from the firm's perspective. It 

lacks a macro view to illustrate why the success of live streaming is particularly evident in China solely, but 

not any other countries that also embedded live streaming features into e-commerce. VRIO was criticized for 

its 'little effort to establish appropriate context' (Priem & Butler, 2001). Resource and capabilities that are 

valuable, rare, imitable in one context may become worthless, abundant, and easy to imitate in other contexts 

(Oliver, 1997; Brouthers et al., 2008). Barney (2001) acknowledged the validity of this criticism, stating that 

‘the value of a firm’s resources must be understood in the specific market context within which a firm is 

operating…’. Thus, as this study tends to identify the success factors by incorporating Chinese institutional 

background and cultural heritage, VRIO clearly will not be the proper theory to reach this research goal. 
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  Porter's five forces model was not selected either. This model enables enterprises to structurally analyze the 

current state of their industry (H. Wang, 2014). Nevertheless, it also has some limitations. The five-forces 

model assumes a classic perfect market and a static market structure, which is impossible to find in today's 

dynamic markets. Besides, some industries have many interrelationships, which are complex and challenging 

to understand and analyze with the five force model (H. Wang, 2014). Especially in the study of live e-

commerce, which is more like an ecosystem that involves the network of organizations that are relevant to live 

e-commerce, than a single industry. More importantly, Porter's five forces which takes the industry-based view, 

rarely question the reasons behind such rivalry. In fact, formal government policies, informal media, and 

consumer sentiments about 'dos and don'ts' play an essential role in shaping competition (Dobbin & Dowd, 

1997; Fligstein, 1993). 

  Porter’s Diamond model seems to be the most suitable theory framework to apply for this research. On the 

one hand, this model addresses the typical question like why some countries are more successful in one 

particular industry than other nations by taking a national perspective. This is highly matched with the research 

goal. On the other hand, with its dynamic mechanism in which all factors interact and reinforce each other, the 

diamond model seems to be the most appropriate theory reflecting the live e-commerce sector in reality. 

However, it still has some drawbacks. For instance, Bosch and Prooijen (1992) indicated the lack of attention 

given to the role of national culture in this diamond model. Narula (1993) pointed out that Porter has neglected 

the role of international business activity and has not fully emphasized the importance of technology as a 

dynamic and incremental process (Deniz et al., 2013).  

  Thus, to address the problem that the diamond model lacks considering the national culture context, some 

other theories will be adopted to supplement the determinants in Porter's Diamond model. For example, 

determinants such as demand conditions or governmental policy in the diamond model will be incorporated 

with institutional theory and one of the most important Chinese cultural heritage-guanxi. In this way, it will 

limit the first drawback of the diamond model, which Bosch and Prooijen pointed out to a minor extent. It can 

also reach the research goal of analyzing the success factors behind China's success in live e-commerce by 

incorporating Chinese institutional context and cultural attributes. For the second drawback pointed out by 
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Narula (1993), in the paragraph of factor conditions, the meaning of technology as a dynamic and incremental 

process will be elaborated detailly on how it affects the live e-commerce sector. 

3. Context Background 

3.1 Live Streaming 

  In order to understand live streaming e-commerce, which is the core concept throughout the whole thesis, 

we first need to understand what live streaming is. This part here will be used to briefly introduce the concept 

of live streaming and how it works. 

  Recently, because of the revolution in cutting-edge Internet technologies, computer-mediated 

communication forms have been expanded from text and images to audio and videos. Specifically, a distinct 

form of social media channels has emerged and been known as live streaming platforms (Mu Hu et al., 2017). 

Live streaming refers to the real-time distribution of video streaming content to multiple viewers 

simultaneously over the Internet through video streaming technology. Users can watch the content as it is 

delivered without waiting for the entire file to be accomplished. (Cheng, Chang, and Chen 2019; Zhao et al. 

2018) While applications of live streaming over the Internet are not entirely new (since desktop video 

conferencing has been existing for years), live video as a social medium is a more recent phenomenon (Rein 

& Venturini, 2018). Some earliest social live streaming platforms were launched around ten years ago – with 

ComVu Pocket Caster was introduced in 2005, followed by Bambuser and Ustream (Juhlin et al., 2010).  

  Generally, a typical live streaming activity involves a live streamer uploading his or her live video and audio 

content, including video games, talent shows, daily life, or whatever they want to share (Mingyao Hu & 

Chaudhry, 2020). The real-time feature can satisfy the audience's needs for knowledge; while its interactional 

feature allows the audience to communicate and comment with each other through the text-based chatroom 

embedded on the live broadcast page (Mu Hu et al., 2017; Hamilton et al., 2014). 

  More and more social media giants include live streaming features, such as Twitter, Facebook, Instagram, 

and YouTube, which shows the growing popularity of this function. With eight billion video views a day on 
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Facebook alone, live video views on Facebook are three times the number of non-live video views (Todd & 

Melancon, 2018). The global live broadcast market was expected to expand from $30.29 billion in 2016 to 

$247 billion in 2027 (Hou et al., 2019; Market Research Future, 2020). Live streaming is viral among the 

younger generation. For example, 63 percent of U.S. Internet users aged 18 to 34 watched live streaming in 

2016 (eMarketer, 2017). In China, more than three-quarters of mobile live streaming users were under the age 

of 36 (Hou et al., 2019). 

3.2 Live Streaming E-commerce 

  The notion of commercial live streaming first emerged in China in 2015, when mobile phone and game live 

streaming was booming (Statista, 2020b). During the same period, with mature Wi-Fi and 4G technologies, 

smartphones and online payment methods became ubiquitous. After discovering the potential of live streaming, 

Mogujie, a popular Chinese e-commerce platform, began experimenting with it. Taobao, the e-commerce giant, 

followed suit soon after that (Chu, 2020). Taobao introduced the live streaming functionality into its e-

commerce business in 2016 to increase user engagement (Statista, 2020b). Its close rival, JD.com, also 

launched the real-time video feature in the same year (Statista, 2020b).  

  In the following years, the pace of live streaming to transform e-commerce was accelerating, not just in 

China but globally. Aliexpress launched the live streaming feature in Russia in 2017. Lazada, an e-commerce 

platform under Alibaba's name, is also using the live streaming function in the Philippines, Thailand, and 

Malaysia. In South Korea, companies such as LF Corp and TVON are rolling out online chat features to allow 

sellers to communicate with customers (Chu, 2020). In Japan, flea market apps, Mercari and Rakuten, have 

also added video streaming capabilities (Chu, 2020). In the U.S., Wayfair, an e-commerce platform for 

furniture, launched its first live event at its 2019 Way Day annual event, while Amazon also launched the live 

streaming in January 2019 (Chu, 2020). Facebook, Youtube, and Instagram have only just started adding the 

purchase linking function to live videos (Statista, 2020b). Today, live streaming is increasingly being used by 

individuals and merchants worldwide as a novel interactive direct channel to sell products ranging from apparel, 

electronics to jewelry, furniture, and food (Wongkitrungrueng et al., 2020). 
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  It is still in its infancy in North America and Europe; however, live streaming e-commerce has exploded in 

China (L. Chen, 2020). China's e-commerce market size was estimated at USD1.934 trillion, accounting for 

54.7 percent of total global e-commerce sales (Singh, 2020). Besides, it is also the world's largest live streaming 

market (Singh, 2020). More than 100,000 brands and vendors use live streaming in China to promote their 

products. Furthermore, the coronavirus pandemic has created an enormous chance for live streaming to reshape 

e-commerce in China. China's Ministry of Commerce announced that the number of live-streaming shows in 

the first quarter of 2020 exceeded 4 million (O’Ratings, 2020). 

  Live streaming has transformed traditional e-commerce in several ways (Table 1). First, with traditional 

online shopping, customers can only get information about products via pictures and words. In contrast, live 

streaming shopping enables streamers (or online sellers) to display products in the format of live videos, 

consequently providing customers with more detailed product information that they need (Wongkitrungrueng 

& Assarut, 2020). 

 

Table 1 Comparison of live streaming commerce with traditional e-commerce 

Live Streaming E-commerce Traditional E-commerce 

Text-to-text written communication (incl. pics). Limited verbal/non-

verbal communication. 

Face-to-text communication.  

Product evaluation is difficult. The photo can be edited. Product evaluation is easier with real-time video 

Interaction with one customer via chatbox. Customers can not 

communicate with each other. 

Synchronous many customers. Viewers can 

communicate with each other. 

Source: Wongkitrungrueng et al., 2020 

 

  Second, in traditional e-commerce, the lack of face-to-face interaction often leads customers to doubt the 

authenticity of the goods and enhances online shopping's perceived risk (Sun et al., 2019). Especially in the 

business environment where companies are addicted to photoshop. Live streaming shopping can be regarded 

as an effective solution to solve this problem. Compared with the traditional e-commerce retailers promote 

their products with pictures and text, real-time video can ensure that the cropped image has not been post-

processed and can verify its quality (Zhu, 2020). Live streaming can also offer sight, sound, and motion to 
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convey product information, thereby enriching the information content and raising information authenticity 

(Hsu et al., 2013). Customers can ask questions through bullet screens, and sellers can answer customers' 

questions and provide highly personalized services and guidance to customers through real-time broadcasts, 

facilitating customers' purchasing behaviors (A. Chen et al., 2017). 

  Third, with traditional social commerce, customers who want to ask questions about a product have to leave 

the product page to contact the seller. However, live shopping allows viewers to send text in real-time and 

showing them in a dialog box while broadcasting, so streamers can answer audiences’ questions at once 

(Wongkitrungrueng & Assarut, 2020). Customers can interact with e-retailers and also other viewers while 

watching the real-time video. Therefore, live streaming facilitates real-time interaction among all live 

broadcast participants (M. Zhang et al., 2020).  

4. Analysis 

  This section is divided into two parts, including the Chinese market and Danish market analysis. Thorough 

research of live streaming e-commerce in China will be conducted at first to illustrate the reasons behind its 

success in the live e-commerce sector. It is done by applying Porter's Diamond model as the underlying theory, 

supplemented by other relevant theories, such as institutional theory, guanxi. Then, it will serve as the departure 

to conduct the research that explores the potential application of live streaming e-commerce in Denmark. 

4.1 Live Streaming E-commerce in China 

  To find the reasons behind China's live e-commerce success, this section will first introduce live streaming 

e-commerce in China and some key stakeholders involved in the live e-commerce ecosystem. The live 

broadcast's general process will then be explained for the reader to get a clearer idea of live e-commerce. 

Finally, Porter's Diamond model will serve as a framework to summarize key findings that underlie the reasons 

for the boom in live e-commerce in China. 
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4.1.1 The Live streaming E-commerce Development 

  Live streaming e-commerce in China began officially in 2016, with the original purpose of lowering the 

customer acquisition costs and increasing user stickiness (KPMG & AliResearch, 2020). This industry has now 

gradually become complete and diversified. Live e-commerce is currently experiencing explosive growth, with 

a sharp increase in transaction volume (iResearch, 2020a). The development of live e-commerce in China can 

be divided into four phases. Namely, the emerging phase, exploring phase, developing phase, surging phase. 

 

Figure 3 The development of live streaming e-commerce in China 

 

Source: iResearch, 2020a; 36KR Research, 2020 

 

Emerging Phase (2016) 

  From 2014 to 2019, e-commerce’s retail sales share in China almost doubled to slightly more than 20 percent 

(Statista, 2020b). This field is worth RMB10 trillion, making it the world’s largest e-commerce market (Statista, 

2020b). However, the growth of e-commerce Gross merchandise value (GMV)4 had slowed down in China  

(Statista, 2020b). Furthermore, e-commerce platforms' competition has moved into competing for existing 

users rather than new e-commerce users (iResearch, 2020b). Due to the narrow traffic source, the cost of 

customer acquisition on traditional e-commerce platforms kept rising. Many e-commerce players had to lower 

costs and increase user stickiness (36KR Research, 2020). Live streaming, with its characteristics of being 

 
4 GMV is a term used in online retailing, describing the total sales (in monetary value) of items sold in a particular market during a 

certain period of time. 
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interactive and entertaining, appeared as a feasible solution to this problem. Live streaming was not a new 

concept in China at that time. Web-based live streaming services, collectively known as entertainment live 

streaming services, can be traced back to when the earliest pioneer, 9158.com, began operation in 2005 (Liu 

& Li, 2016). People like amateur singers and dancers live streamed their performances on the platform through 

which the audience interacted with the entertainers by making comments and paying for virtual gifts (Liu & 

Li, 2016). However, the notion of commercial live streaming, which combined both e-commerce and live 

streaming services, first emerged in China in 2015 (Statista, 2020b). After exploring the potential of live 

streaming, Mogujie took the lead in introducing the real-time video function to the e-commerce business in 

2016, to enhance user engagement. Its close rivals Taobao and Jingdong are giants in the Chinese e-commerce 

market and launched the same live streaming function in the same year (36KR Research, 2020). Since then, 

the e-commerce industry had started a new era of live streaming. Therefore, 2016 was also considered the first 

year of live streaming (KPMG & AliResearch, 2020). In 2016, more than 300 online live streaming platforms 

had emerged in China one after another, and the number of live broadcast users also increased rapidly (Forward, 

2020). The categories of goods sold via live streaming at that time, were mainly clothing and beauty makeup 

(EO Intelligence, 2020). 

 

Exploring Phase (2017) 

  In 2017, the industry was developing in the process of exploration. More labor of division had developed 

within the industry, and different roles had emerged, including multi-channel network (MCN)5 companies 

(36KR Research, 2020). The types of streamers and the types of goods were more diversified (EO Intelligence, 

2020). Mogujie and Taobao started to provide comprehensive training for the hosts, upgrade their marketing 

strategies, and refine their operation accordingly (Statista, 2020b). It did not take so long for live streaming to 

become a natural extension of e-commerce during the infancy period in the beginning. In the same year, by 

embedding this live streaming feature into its e-commerce business, Taobao’s purchase conversion rate had 

achieved 50 percent, which means that five out of ten online visitors added items to their shopping carts 

 
5 A multi-channel network (MCN) is a company or entity that cooperates with multiple channels and content creators(influencers) to 

help achieve success on streaming video platforms such as YouTube. 
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(Statista, 2020b). It had proved that live streaming could be a practical sales-driven marketing approach in the 

e-commerce sector.  

 

Developing Phase (2018) 

  After years of development, more and more e-commerce platforms, live streaming platforms, MCNs, and 

merchants had participated in the live streaming e-commerce industry (EO Intelligence, 2020). Live streaming 

e-commerce, as a new business model, had started to take off (Forward, 2020). Take Taobao as an example, in 

2018, the goods sold via the Taobao live streaming platform exceeded RMB100 billion, with a year-on-year 

growth rate of nearly 400 percent (KPMG & AliResearch, 2020). The mode of "E-commerce + Live streaming" 

had created a market worth RMB100 billion (KPMG & AliResearch, 2020). Short video social platforms such 

as Douyin and Kuaishou also entered the live e-commerce field in 2018 (36KR Research, 2020). During 2018 

Singles' Day, Douyin, a shopping cart sharing function, sold up to 100,000 items in a single day, with a sales 

volume of more than RMB200 million (KPMG & AliResearch, 2020). In June 2018, Kuaishou launched the 

Kuaishou Xiaodian(小店), which embedded Taobao and other third-party e-commerce platforms (iResearch, 

2020a). Throughout the year 2018, the number of online live streaming users in China reached 456 million, 

becoming a vast user base for the development of live streaming e-commerce for the following years (KPMG 

& AliResearch, 2020). 

 

Surging phase (2019 till now) 

  Starting from 2019, live e-commerce had entered the stage of explosive development. The sold products are 

highly diversified, from rockets to houses (EO Intelligence, 2020). The overall market size of live streaming 

e-commerce in 2019 reached RMB433.8 billion, with a year-on-year growth of 210 percent (KPMG & 

AliResearch, 2020). Additionally, around 10.2 million jobs were created by live e-commerce (CBNATA, 2020).  
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Figure 4 Market size of live streaming e-commerce in China from 2017 to 2019 with an estimate for 

2020 (in billion RMB) 

 

Source: Statista 

 

  Moreover, in 2020, the sudden COVID-19 epidemic brought another rapid development of live streaming 

e-commerce in China (36KR Research, 2020). The coronavirus lockdown confined millions of Chinese to their 

homes, making live streaming e-commerce more popular than ever (Statista, 2020b). Simultaneously, more e-

commerce and social media platforms had decided to include live streaming features, such as Pinduoduo and 

Xiaohongshu (Statista, 2020; iResearch, 2020a). According to the Statistical Report on Internet Development 

in China (中国互联网络状况统计报告) released by CNNIC, as of September 2020, the number of online 

shopping users in China had reached 749 million, and the number of live streaming e-commerce users had 

reached 309 million (KPMG & AliResearch, 2020). Refer to the statistics from China’s Ministry of Commerce, 

in the first half of 2002, there were more than 10 million live broadcasts on e-commerce, with more than 

400,000 active streamers and more than 50 billion views (CBNATA, 2020). There is no doubt that the 

healthcare crisis has accelerated China's transformation of live streaming e-commerce, making businesses 

more resilient and dynamic (Statista, 2020b).  

4.1.2 Key Stakeholders 

  With China's live-streaming industry development, labor division in this industry has matured, and the trend 

of specialization has become more assertive (Liu & Li, 2016). Throughout the entire value chain of live 
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streaming, the main stakeholders involved can be divided into three parts: upstream, midstream, and 

downstream. Upstream is mainly where brand owners, distributors, or manufacturers play the role; midstream 

consists of MCNs, streamers, and platform channels; downstream is where consumers gather together (Yao, 

2020). The brand owner will reach out to the MCNs or streamers to conduct the marketing campaign and live 

broadcast based on the product's characteristics. MCN serves as a function of streamers' incubation, providing 

them with necessary training. Streamers will output the content and reach the consumers via different digital 

platforms (EO Intelligence, 2020).  

  Three leading players will be further discussed in the following, including the merchants as the upstream 

players; platforms, and anchors as participants in the midstream. Since MCN is the entity that gathered anchors 

together, it will be overlapped if both MCNs and anchors are discussed. Instead, MCN will be introduced in 

section 4.1.4.3 regarding the analysis of related and supporting industries in Porter's Diamond model. 

 

Figure 5 The ecosystem behind the live streaming e-commerce 

 

Source: Statista, 2020b 

4.1.2.1 Merchants 

  Brand owners or merchants are e-commerce operators who sell goods or provide services (as their products) 

during live e-commerce activities (Yao, 2020). According to a report from Statista, as of June 2020, among all 

goods categories, Chinese consumers purchasing clothing and apparel (with 36.49 percent) most often during 
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live streaming sales. Cosmetics and food ranked as the second and the third most in-demand product categories 

in live e-commerce, with 36.14 percent and 35.59 percent, respectively. It has some reasonings. Compared 

with seeing modified and beautified pictures in the traditional e-commerce model, consumers are more inclined 

to watch the authentic goods' details through live broadcasting, especially for some products with great need 

of try-on experiences such as clothing, beauty, and makeup, jewelry (CITIC, 2019). Moreover, as the 

customer's after-sale satisfaction largely depends on whether these goods achieve their expectations, the 

demonstration during the live streaming will be an excellent use to eliminate deviations from their expectations 

(Institute of Newrank & Kuaishou, 2020). Taking the beauty and makeup category as an example, consumers 

tend to spend much time trying makeup and assessing. However, with live streaming, consumers can more 

intuitively watch the makeup evaluation. They do not need to spend additional time and energy to compare the 

products physically by themselves. Videos are often more able to reflect the actual effect of makeup products 

than pictures. (iMedia Research, 2019) 

4.1.2.2 Platforms 

  By now, live streaming e-commerce can be taken place in two different ways in China: 1) e-commerce 

players, such as Taobao, Jingdong, integrate live broadcasting features with their webs or apps (J. Cai et al., 

2018); 2) social networking sites, such as Douyin, Kuaishou, allowing users to add the shopping cart or e-

commerce web/app address while broadcasting products on their social media platforms (Wongkitrungrueng 

et al., 2020; Yao, 2020; KPMG & AliResearch, 2020). 

  The first method is that e-commerce giants embed live broadcast features onto their platforms. Taking 

Taobao live broadcast as an example, the function of live streaming was added to the homepage of the Taobao 

platform and placed in a prominent position to attract consumer's attention and higher the likelihood of sales 

conversion (Yuan, 2019). The live streaming homepage of Taobao covers various categories. Consumers can 

click and watch different live broadcasts based on their interests and preferences (P. Cai, 2020). Customers 

may also subscribe to the hosts they like and receive the notification of their upcoming live broadcasts 

accordingly (Yuan, 2019). Until now, Pinduoduo, Jingdong, Suning, and some other e-commerce giants have 

adopted this approach (X. Zhang, 2020). 
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  The second way is that social media platforms with live streaming services, decide to collaborate with e-

commerce platforms. Some KOLs may have their account on other social media platforms. Therefore, instead 

of merchants launching the live broadcast on the e-commerce platform, some would like to invite the KOL 

with many followers to conduct the broadcast on a social media platform that enables the live streaming 

function. It is done by adding the shopping cart or e-commerce app while broadcasting products on the social 

media platform where they have more fans or followers (P. Cai, 2020). The representatives who have adopted 

this model are Douyin and Kuaishou (Yao, 2020). As a short video platform with substantial traffic, Douyin 

mainly spreads product information through the number of existing users and converts it into potential sales 

(X. Zhang, 2020). So far, the top three live streaming e-commerce platforms with the monthly active user 

(MAU) were Taobao Live, Kuaishou, Douyin, each with 756, 470, 469 million users, respectively (Figure 6). 

 

Figure 6 MAU of major live streaming e-commerce platforms in China in March 2020 (in millions) 

 

Source: Statista, 2020b 

 

  In 2016, Alibaba introduced live streaming on its e-commerce platform Taobao to increase user engagement 

(36KR Research, 2020). In 2019, Alibaba also decided to launch its dedicated live channel, Taobao Live 

(KPMG & AliResearch, 2020). In fact, Taobao was already one of China's largest e-commerce platforms before 

its launch Taobao Live (iResearch, 2020a). With a large active user base and an extensive merchant network, 

Taobao has successfully transferred these advantages to its Taobao Live (EO Intelligence, 2020). The live e-

commerce pioneer then developed a systematic "see now, buy now" model (Statista, 2020b). Besides, Taobao 
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Live has the attribute of being transaction-oriented. It means users have specific consumption purposes before 

opening the live broadcast. It can be an interest in a product or a desire to browse before deciding whether to 

buy it. In short, such psychology makes it easier for users to accept the product recommendation from live 

broadcasts (S. Zhang, 2020).   

  Kuaishou launched its live-streaming commerce service in 2018 (iResearch, 2020a). It is the second-largest 

short video app backed by Tencent and has hundreds of millions of daily active users in China, most of them 

in second-tier cities and towns (Statista, 2020b). The content on Kuaishou is more down-to-earth and often 

related to daily life in rural China (Weiboyi, 2020). The app is known for selling agricultural products and 

cheap goods for less than RMB100 (Statista, 2020b). 

  Another powerful social platform enabling live streaming e-commerce, Douyin, also joined the live 

streaming e-commerce competition in 2018 (36KR Research, 2020). It started by providing a link to traditional 

e-commerce platforms, allowing users to make purchases directly via the Douyin app (KPMG & AliResearch, 

2020). This video streaming app specializes in selling beauty and fashion products from well-known brands 

(Statista, 2020b). Shortly after the company established its e-commerce division in June 2020, it announced a 

plan to ban live streaming links from outside e-commerce sites to maintain sales revenue and traffic on its 

platform (Statista, 2020b).  

4.1.2.3 Anchors 

  Anchors undoubtedly play an essential role in live e-commerce. Like offline shopping guides, anchors 

provide the necessary information for consumers to make their shopping decisions through professional 

explanations (Yao, 2020). Live broadcasting enables the streamer to demonstrate the products from all angles 

and answer viewers' questions immediately when they type questions in the dialogue box while broadcasting. 

In general, anchors can be classified into four different types in China: local influentials like mayors or 

governors, merchants, celebrities, KOLs (Qin, 2020; EO Intelligence, 2020; Statista, 2020b). Influencers were 

the most favored by respondents with 80 percent; celebrities and merchants ranked the second and the third 

most favored, with 69 percent and 52 percent respectively; whereas local influentials were the least favored by 

most respondents, with only 18 percent (Statista, 2020b). 
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  For the first type, county magistrates or mayors mostly play the role of being streamers during the live 

broadcast selling for poor farmers in a non-profit way. On the one hand, with government endorsements, these 

goods (produced by farmers) can prove their authenticity easily (EO Intelligence, 2020). On the other hand, it 

may save some marketing expenses, resulting in higher profit for the farmers (EO Intelligence, 2020). Taobao 

Live has also recruited thousands of rural farmers as live streamers to help boost their income and promote 

agricultural products (Statista, 2020b). 

  Merchants refer to founders or executives of different brands who then participate in the live streaming 

process. They act as anchors during the broadcast (Lv, 2020). To stimulate sales and offset losses caused by 

the corona pandemic, more CEOs of merchants have joined the live e-commerce sector (EO Intelligence, 2020). 

Some of them have achieved remarkable successes. For example, Dong Mingzhu, as the chairwomen of Gree, 

reached USD44 million in-home appliance sales in one live broadcast session (Statista, 2020b). This kind of 

anchors, who is the person working for the brand, has a deep understanding of the product and can provide 

professional product insights (T. Wang, 2020).  

  With the rapid development of the Wanghong economy,6 several KOLs with significant network influence 

have been born in China (36KR Research, 2020). These KOLs rely on good fan relationships, high-quality 

oral broadcasting skills, or outstanding personality charm to conduct accurate and efficient marketing 

promotions to a specific size of fan groups they have formed already (36KR Research, 2020). For example, 

Jiaqi Li7sold 150,000 lipsticks in five minutes, while Viya8’s sales reached RMB267 million in the first two 

hours during her live broadcast for the 2019 Single Day event (T. Wang, 2020). Top influencers can attract 

tens of millions of viewers during one live broadcast and earn billions of RMB in sales (Statista, 2020b). In 

general, KOLs’ fans have high loyalty. The loyalty of fans to their favorite KOLs is much higher than that of 

ordinary consumers, and their repeat purchase rate is correspondently become higher (Guo & Lei, 2018). In 

addition, the strong presence of influencers has transformed the traditional AISA shopping model into the 

AFAS shopping model (Figure 7). This transformation has shortened customer's purchase decisions (EO 

 
6 Wanghong Economy is an emerging Chinese digital economy based on influential marketing in social media. Wanghong is the 

Chinese term for Internet celebrities.  

7 Jiaqi Li, one KOL in China, has won his title as the 'king of lipsticks'. 

8 Viya Huang is famous as the live stream queen who can almost sell anything. 
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Intelligence, 2020). Besides, through professional product selection and high bargaining power, KOLs can 

choose cost-effective products for consumers, which saves their shopping time and lower the trial-and-error 

costs to a certain extent (EO Intelligence, 2020). 

 

Figure 7 The traditional AISAS shopping model is shifting to the AFAS shopping model 

 

Source: EO Intelligence, 2020 

 

  In addition to influencers, a growing number of celebrities have also joined the live e-commerce sector 

(Statista, 2020b). They can broadcast directly by themselves or enter another influencer's broadcasting room 

to join the live streaming session (T. Wang, 2020). Despite their fame and popularity will drive traffic, they do 

not seem always to guarantee impressive sales figures (Statista, 2020b). In contrast, influencers have a 

significant advantage over celebrities in terms of professional sales knowledge, especially in maintaining a 

higher buyer retention rate (Statista, 2020b). 

4.1.3 The Live Streaming Sales Process 

  The nature of live streaming in real-time is more dynamic and interactive. It is very different from traditional 

online e-commerce. Hence it is crucial to understand the process of live streaming sales and how it works. 

Live e-commerce usually consists of five steps: advance notice, start, demonstration, interaction, deal. 

Step One: Advance notice 

  Advance notice is where sellers or live streaming hosts build awareness of the upcoming broadcasts and 

attract potential customers. First, the seller will post the date and the specific time slot of their live broadcast 
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on their social media platforms. So their customers can reserve that time slot. Some sellers will post a picture 

or even a short-recorded video to preview the upcoming live sales. In this step, the merchant and the host pay 

much attention to make this notice interesting and attractive.  

Step Two: Start 

  When the potential customers join the live broadcast, the approach includes sales strategies related to 

establishing the initial relationship and making a good impression. In the beginning, live streamers usually 

start by greeting audiences and asking for visual and audio feedback if viewers can hear clearly. When 

streamers wait for enough viewers to join, they will briefly talk about their product or sales policies, such as 

delivery fees, payment preparation.  

Step Three: Demonstration 

  In this step, anchors introduce the product and provide product information. Based on a specific product 

category, presenters might use different demonstration methods to present the product. For example, visual 

displays (trying on, zooming in), storytelling to add extra value to an item, or explaining how it differs from 

other similar products. Moreover, some streamers also try to prove the product's authenticity through sharing 

behind-the-scenes look and its production process in the factory. Since many viewers may come and leave 

the broadcast, anchors sometimes have to keep repeating what they are doing to help newcomers catch up. 

 

Figure 8 An example of live broadcast as applied in e-commerce 
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Step Four: Interaction 

  It is essential for anchors to monitor comments and reactions, to keep the current viewers while broadcasting. 

For example, the customers might have more questions or concerns that the hosts have not explained well. So, 

the viewers will hesitate to buy. In this case, presenters should encourage the audience to inquire and respond 

to their requests. Besides, the hosts often use game-prize to motivate viewers to stay longer in the live streaming. 

It is the strategy in which the hosts use games (e.g., price guessing, fortune wheel) to exchange rewards such 

as money, gifts, discounts, vouchers, or free products. Games are an effective tool to attract a new audience 

and enliven the selling atmosphere, thus retaining the viewers throughout the whole watching process. The 

show is used as another way of entertaining. It is a strategy in which hosts perform the show, including singing 

and dancing. Nevertheless, repeated entertainment can be boring to the audience. Moreover, these two 

approaches, both game-prize and show, are relatively easy to be imitated, resulting in similar games and 

activities across different sellers and hosts (Wongkitrungrueng et al., 2020). Therefore, these strategies may 

not help to develop a closer relationship between the hosts and viewers. As a solution, many hosts share their 

personal lives and being friends with the viewers. Some presenters also try to remember old customers' names 

and preferences and mention them in the live videos. In this way, it strengthens the relationship between the 

anchor and the customer, and enhances the likelihood of viewers' repeat visits and repeat purchases.  

Step Five: Deal 

  Then, presenters begin to enhance viewers to place an order. They often incentivize purchases and timely 

payments by offering discounts or gifts only available during live broadcasts. Additionally, live streamers can 

also use other selling tactics to speed up customers' purchasing decisions, such as selling limits. It refers to the 

tactic in which presenters sell goods that have only one or few items available or restrict the number of items 

for sales, limit the time that consumers can purchase or the time that they provide a special offer. This tempts 

viewers to make their purchase decisions faster. 

4.1.4 Reasons Behind the Live streaming E-commerce Success 

  The analysis here applies Porter’s Diamond framework, as it addresses a critical question that is why some 

countries can be more successful in a particular industry than other countries (AJ Smit, 2010). It well matches 
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one of the central thesis objectives that tries to reveal the reasons behind the live e-commerce success in China. 

As it has been mentioned earlier, this thesis not only intends to find the reasons on the surface, but more 

importantly, it will peel one more layer further to see if this nation's institutional context and cultural heritages 

attribute to its success. Thus, other relevant theories were incorporated with some determinants existing in 

Porter's Diamond model. In general, applied theories will be divided into three layers. Porter's Diamond model 

will be used as the underlying theoretical framework to guide the analysis. Then, some other relevant theories 

act as the second layer to support the findings by analyzing elements in Porter's Diamond model, such as 

institutional theory, guanxi, entry/follower strategies action sequence theory. At last, these secondary theories 

will once again elaborate together with other theories whenever needed, including but not limited to transaction 

costs, network effects. 

 

Figure 9 The main theory (Porter’s Diamond model) and other theories applied in this thesis 

 

 

  Porter (1990) identified four types of country-specific elements that provide the underlying conditions for 

determining a country's national competitive advantage. Namely, company strategy, structure and rivalry; 

demand conditions; related and support industries; and factor conditions. He also proposed two additional 

factors, called government policy and chance, that support and complement the national competitiveness 

system but do not generate a sustainable competitive advantage to a country (AJ Smit, 2010). In the following, 
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some other related theories will be combined with Porter's Diamond model to analyze each element in detail. 

At the end of this part, a sub conclusion will be presented to summarize the main success factors that China 

obtained to realize its live e-commerce success. 

4.1.4.1 Firm strategy, structure, and rivalry 

  Although China's e-commerce market was flourishing during the past few years (Statista, 2020b), its growth 

of e-commerce GMV has slowed down since 2015 (Table 2). Moreover, e-commerce platforms' competition 

has moved into competing for existing users rather than new e-commerce users (iResearch, 2020b). Due to the 

narrow traffic source, the cost of customer acquisition on traditional e-commerce platforms kept rising. (36KR 

Research, 2020). As Porter proposes, intense competition within one country's domestic market drives 

efficiency and innovation (Grant, 2005; Porter, 1990). Many e-commerce players had to seek a solution to 

lower the customer acquisition costs and increase user stickiness. After exploring the potential of live streaming, 

Mogujie took the lead in introducing real-time video function into the e-commerce business in 2016 to enhance 

user engagement. 

 

Table 2 E-commerce market (GMV) in China 2011-2019 

Year GMV (in trillion RMB) Growth Rate 

2011 6.09 - 

2012 8.11 33.17% 

2013 10.4 28.24% 

2014 16.39 57.60% 

2015 21.79 32.95% 

2016 26.1 19.78% 

2017 29.16 11.72% 

2018 31.63 8.47% 

2019 34.81 10.05% 

Source: Statista   

 

  This disruptive innovation forces the rest competitors to consider their strategic tactics. Followers could 

respond either by entering the market shortly after the first mover, trying to shorten the first mover's lead time 
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(Bowman & Gatignon, 1995; Vakratsas et al., 2003), or by delaying their market entry to optimize their 

performance (Lévesque et al., 2013).  

  In the case of live e-commerce, a company's ability to roll out this feature faster than its competitors is seen 

as a competition source. In the e-commerce industry, where network effects are essential, followers will be 

better off if they imitate the strategic approach of the first mover upon entry to prevent the pioneer from 

acquiring a large installed base and thus creating barriers to entry for other later comers (Staykova & 

Damsgaard, 2015). Network effects can be displayed in two ways. One is same-side network effects. it refers 

to the value a user gets from a platform is highly associated with the number of other users of the same type 

joining the same platform (Staykova & Damsgaard, 2015). Under the context of live e-commerce, this same-

side network effects can affect people in which they are less willing to join the live broadcast if the total amount 

of viewers is low (Staykova & Damsgaard, 2015). Since they would not enjoy as much joy as they would 

interact with many viewers simultaneously. Another kind of network effects is called the cross-side network 

effects. It refers to the number of users of a different type participate in one platform (Hagiu & Hałaburda, 

2014). It can be the case that users are more willing to use the live streaming services on one e-commerce 

platform if this platform has more anchors up to choose from and vice versa. Thus, in the e-commerce sector, 

it makes sense for companies to invest heavily to gain the early-mover advantage in order to achieve significant 

leads because of the network effects (McIntyre & Subramaniam, 2009). The first mover's entry time should 

signal to the rest competitors that they have to respond as soon as possible to prevent the first mover from 

amassing the large installed base quickly (Staykova & Damsgaard, 2015). On the contrary, the late entry of 

followers gives the first mover a greater chance to lock in customers. High switching costs put latecomers at a 

disadvantage, as they must devote more resources to attract customers away from those early entrants 

(Staykova & Damsgaard, 2015).  

  Therefore, without any surprise, to avoid the risk of allowing the first mover to achieve longer-term 

competitive advantages and resources that can be used against existing incumbents, Taobao and Jingdong, as 

two giants in the Chinese e-commerce market, both chose to include the function of live streaming in 2016 

(36KR Research, 2020). Since then, the e-commerce industry had started a new era of live streaming (KPMG 

& AliResearch, 2020). This strategic move had made live e-commerce the industry standard since leading 
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incumbents had recognized this new business model. Within the same year, more than 300 online live 

streaming platforms had emerged in China one after another, and the number of live broadcast users also 

increased rapidly (Forward, 2020).  

  However, the competition among the e-commerce players was only half of the stories that made live 

streaming e-commerce flourish. The picture was getting more complete when social media platforms 

(including short video platforms) join this game.  

  A digital platform's characteristic is its evolvability, that is, the ability to develop over time by adding new 

features and aspects to its initial value proposition to maintain its competitiveness in the market (Staykova & 

Damsgaard, 2015). It applies not only to e-commerce platforms but also to social media platforms. From 2018 

onwards, more and more social media platforms started to collaborate with live streaming platforms and e-

commerce platforms, upon their needs (36KR Research, 2020). The entry of social media platforms brings 

new traffic to live streaming e-commerce.  

  In 2020, Taobao accounted for nearly 50 percent of the live broadcast e-commerce market. Kuaishou and 

Douyin ranked as the second and the third biggest players in this market (Figure 10). Therefore, live streaming 

e-commerce can be characterized as an oligopoly market in China as this industry is with a market structure 

leading by a small number of firms. The presence of solid local rivals within the live streaming e-commerce 

industry seems to pressure companies to innovate and improve in the future consistently.  

 

Figure 10 Estimated share of live streaming commerce GMV in China in 2020, by platform 

 

Source: Statista, 2020b 
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4.1.4.2 Demand conditions 

  A nation can gain competitive advantages in a specific industry where the domestic demand offers their 

companies an earlier and more precise picture of emerging buyer needs (Porter, 1990). Moreover, companies 

need to innovate faster and reach more sophisticated competitive advantages than other nations (Porter, 1990). 

Live streaming e-commerce in China is about four years ahead of the world's rest (Statista, 2020b). Therefore, 

these more developed home demand conditions provide advantages by forcing live e-commerce companies to 

respond to tough challenges and thus, enable China's live streaming e-commerce industry to achieve today's 

success over other nations.  

  In short, the demand of Chinese online consumers can be summarized into one sentence, that is: the customer 

demands an efficient way to get the product that meets his or her expectations. There are two key determinants 

of demand conditions that will be discussed further in this part, namely 'the product that meets the customer's 

expectations' and 'efficient way.' In terms of the former, information support and emotional support will be 

elaborated separately to show how they help prove product authenticity and customer expectations. In terms 

of 'efficient way,' product selection, real-time communication, and quick shopping will be discussed to 

illustrate how they help customers achieve the shopping efficiency they want. 

 

Figure 11 The demand of China’s live e-commerce users 

 

 

The product that meets the customer’s expectations. 

  In the process of information transmission, information asymmetry often occurs, which is mainly between 

the buyer and the seller (L. Li, 2017). It also leads to the fact that sometimes goods bought by consumers do 

not meet their expectations. Sellers have all the necessary information. However, that is not the case for buyers. 

The information available for consumers is usually obtained after the seller's filtering. Consequently, it places 



Page 41 of 102 

 

the consumer in a disadvantaged position in information completeness (L. Li, 2017). Stores on e-commerce 

platforms generally display and explain relevant information about products in text descriptions, refined 

pictures, and edited short videos (J. Zhang, 2018). In this way, it might create some deviations between the 

actual goods and the goods displayed online. Buyers often question the authenticity of the information 

displayed by merchants because of these deviations; this is not conducive to the sale of goods for merchants 

(Liang, 2019). Therefore, it explains why consumers' most important reason to choose to watch live broadcasts 

is to obtain detailed information about a particular product (CCA, 2020) 

  Live broadcasting works as a digital showcase to reproduce the physical shopping environment (Statista, 

2020b; EO Intelligence, 2020). It is an effective medium to reduce the information asymmetry and build trust 

between the seller and the buyer by providing information support and emotional support to the viewers. The 

following will be analyzed in detail how these two factors help improve the product authenticity.   

Information support 

  The information support here refers to a type of support that provides customers with advice, guidance, or 

valuable information to solve problems before making their purchase decisions. This information support is 

provided in the form of a product demonstration during the broadcast. As we discussed before, there is high 

information asymmetry between the buyer and seller, leading to the consumer's severe product authenticity 

concern. However, live e-commerce is an effective medium to reduce the information asymmetry between the 

seller and the buyer and improve consumers’ trust in the goods they purchase.  

  During the broadcast, anchors will devote themselves to provide more details about the products. It may 

include the Q&A session, extended demonstration, product review, usage tips, and possibly a behind-the-

scenes look at the product production and development process (Liang, 2019). Compared with pictures and 

text, video has a richer dimension of information. It allows viewers to intuitively and comprehensively 

understand one product's attributes and usage, so what you see is what you get. It prevents the consumer from 

being cheated by photos and reduces their trial and error cost (KPMG & AliResearch, 2020; 36KR Research, 

2020). Moreover, anchors also use a series of other skills to enhance customer’s perception of goods’ 

authenticity (J. Zhang, 2018). For example, during the broadcast, anchors also show their body data while 

trying on clothes. So viewers can have more information to help them make purchase decisions based on the 
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body data and the fitting scenarios provided by anchors. In addition, a professional host can also demonstrate 

an in-depth knowledge of products being displayed, such as the recommendations of clothing collocation, 

makeup guide. So, the audience can receive professional opinions from a knowledge expert (Statista, 2020b). 

In general, live streaming e-commerce, as a new shopping form, enables customers to obtain the necessary 

information to reduce the uncertainties they may have before they purchase and enhance the trust that there is 

a high likelihood this product will meet their expectations (Jap & Ganesan, 2000). Viewers become the direct 

receivers of information. With the reduction of information asymmetry, the credibility of goods information is 

also improved (J. Zhang, 2018). 

Emotional support 

  In contrast to information support, the host's emotional support often contributes to the trust-building or 

product authenticity verification indirectly, especially in China, where guanxi is essential. Trust in anchors 

translates into trust in products. Trust plays a vital role in influencing consumers' purchase decisions related to 

e-commerce (Lee et al., 2001; Gefen & Straub, 2004). It can facilitate the interaction between live streamers 

and buyers (Chang & Chen, 2008). Trust can lead to positive feelings towards streamers, which in turn 

increases the consumer’s willingness to revisit and purchase from the site (Wongkitrungrueng & Assarut, 2020; 

Lin et al., 2018). Thus, emotional support complements informational support and provides a solid foundation 

for viewers to evaluate the product's authenticity if it meets their expectations. When users receive solid 

emotional support from live streamers, they are more likely to trust them; it will simultaneously enhance their 

trust towards the product and further trigger their purchase decisions. 

  Scott (1995) defines institutions as social structures that have attained a high degree of resilience. They are 

composed of cultural-cognitive, normative, and regulative elements that, together with associated activities 

and resources, provide stability and meaning to social life. Institutions are transmitted through various types 

of carriers, including artifacts, symbolic systems, relational systems. Scott (1995) also nominated two 

institutions' constraints: formal constraints and informal constraints. The former refers to judicial decisions, 

political rules, and economic contracts. The latter includes socially sanctioned norms of behavior that are 

rooted in culture and ideology. Given its relatively institutional voids and cultural heritage in China (Peng & 

Luo, 2000; Xin & Pearce, 1994), guanxi, in particular, as an informal constraint, is most prominent (Lovett et 
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al., 1999; Ren et al., 2009). The weak institutional protection for Chinese consumers and a lack of formal 

institution-based trust were considered to be the main drivers of reliance on interpersonal relationships for 

online transactions (Martinsons, 2008). Since guanxi can mitigate the risk of making deals online, Chinese 

‘must rely on guanxi in the absence of systematic rules’ (Martinsons, 2008). In China’s market of e-commerce, 

the buyer and the streamer can build guanxi if they take advantage of the high-quality communication brought 

by live streaming services (Ou et al., 2014). Furthermore, emotional information exchanges via communication 

can produce relational benefits and promote positive relationships between seller and buyer (Lin et al., 2018). 

  The unique feature of live streaming is that consumers can interact with streamers in real-time, leading to 

an engaging, immersive, and more personal connection (Wohn et al., 2018). Given the real-time immersion of 

live broadcasting, audiences can feel a sense of social presence and social contact, even if there is no real 

human contact (Gefen & Straub, 2004). The seller's identity enhances social presence through live streaming 

other than that in traditional e-commerce. Therefore, the two-way synchronous communication between 

viewers and the live streamer and displaying other viewers' comments can form a high social interaction and 

social presence. It can increase consumer's trust and reduce consumer's uncertainty (Wongkitrungrueng & 

Assarut, 2020). This type of communication also helps buyers and sellers achieve mutual understanding and 

build guanxi between two parties to facilitate online transactions (Ou et al., 2014). Meanwhile, real-time 

streaming enables customers to observe the anchor’s face and personality. Viewers can evaluate the extent to 

which an anchor can be trusted, as well as the product they sell (Wongkitrungrueng & Assarut, 2020).  

  Being friends and sharing personal life with the viewers are adopted by many hosts to build this required 

guanxi. For example, hosts might share how they have struggled in their lives and lessons they have learned 

before. With this relationship-based approach, customers do not see hosts simply as product sellers, but as 

friends they can care about and trust (Grayson, 2007). Besides, some hosts try to get to know their viewers by 

remembering their names and preferences. The opportunity to be named by the anchor, and suggest products 

that suit their interests and requirements, also gives buyers a sense of belonging (Statista, 2020b). Their guanxi 

is also likely to be even more strengthened. Such bonding is expected if hosts and customers have some 

characteristics in common (e.g., appearance, personality, style, or preferences) (Doney & Cannon, 1997), and 

the customers perceive they are in line with the seller in terms of social value and faith (Sirgy et al., 2000). 
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This bonding has been found to have a substantial effect in obtaining commitment and loyalty (Ahn et al., 

2014), influencing customer engagement (Wongkitrungrueng et al., 2020). The outcome of adopting this 

relationship approach emphasizes increased visits and customer participation in the long term. 

  In general, in a social context where the informal institution has not been well-established, Chinese 

consumers rely heavily on the informal institution. Guanxi, as one of the most important cultural heritages, to 

a large extent affect people's purchase decisions. Therefore, when users receive solid emotional support from 

streamers during the broadcast, they are more likely to create guanxi. As guanxi once established, the mutual 

trust also strengthens, resulting in consumer's trust towards the product authenticity. 

 

Efficient way-Product selection 

  In today's information-explosion Internet environment, with different goods, various e-commerce platforms, 

and overwhelming advertisements, consumers' attention is highly distracted. It is difficult for them to find the 

goods they want within a short time (L. Li, 2017). Thus, customers demand a method helping them to find 

products best suit their individual needs efficiently. 

  Since most anchors have a selection team that helps consumers choose cost-effective products, it reduces 

customers’ transaction costs in terms of time and effort, gathering information and determining which product 

best suits their needs (EO Intelligence, 2020).  

  Secondly, as discussed before, consumers trust word of mouth (WOM) from anchors because of guanxi and 

trust towards streamers. It saves them transaction costs that would otherwise have been incurred by searching 

on their own. Chinese society is characterized by a sharp distinction between 'in-group' and 'out-group.' In-

group means family and friends. In contrast, out-group means strangers mostly (Yeung & Tung, 1996). Because 

of collectivist culture and a high emphasis on personal relationships, Chinese consumers often take advice 

from the in-group people they have guanxi for granted (B. Luo et al., 2016). It makes WOM the most trusted 

advertising source for consumers in China (Statista, 2020b). Recommendations from these streamers provide 

a sense of security in an e-commerce ecosystem rife with scams, fake companies, and fake products (Allison, 

2019). Thus, WOM from streamers can serve as a product pre-selection step, and to a great extent, facilitate 



Page 45 of 102 

 

consumer's buying decisions. A trusted KOL can solve the concerns that consumers may have when buying a 

brand they have never heard of or have never purchased (Allison, 2019). 

 

Efficient way-Real-time communication 

  E-commerce platforms use live broadcasts to closely connect users and streamers by allowing interaction 

between the two (EO Intelligence, 2020). Live e-commerce has realized the face-to-face information exchange 

between anchors (merchants) and consumers (J. Zhang, 2018). The inherent real-time interactivity of the live 

streaming e-commerce ensures the timeliness of information feedback. Merchants can immediately receive 

consumers' suggestions or comments on the product, convenient for rectifying the product or service merchants 

provide (KPMG & AliResearch, 2020). On the one hand, live broadcast enhances the user’s initiative to obtain 

information; on the other hand, it can deliver the user's feedback on the merchant's product on time.  

  Besides, when users send bullet-screen comments.9They can interact with the anchor and interact with other 

users at the same time. Thereby, it creates a virtual experience of gathering people to watch the live broadcast 

together and meet users' social needs (Ding & Liu, 2017). At the same time, anchors also achieve one-to-many 

interaction (Liang, 2019). In the past, customer service staff needed to serve every potential customer, which 

counted as one of the foremost labor costs to the online store (C. Luo, 2017). Now, a certain number of potential 

consumers are called together to watch the product demonstration through the live broadcast. The 

communication efficiency has been enhanced by changing from a one-to-one communication model to a one-

to-many communication mode. In this way, it reduces the burden of seller’s pre-sales consultations and saves 

equivalent costs (C. Luo, 2017). 

 

Efficient way-Quick shopping 

  As modern life's pace is accelerating, people are encouraged to use their fragmented time to watch live 

broadcasts as it has both functions of being entertainment and shopping (X. Zhang, 2020). With the continuous 

development of mobile Internet networks, smartphones' proportion also increases (L. Li, 2017). Smartphones 

 
9 "Bullet screen," or "dan'mu" in Chinese, is an emerging new feature on online video sites in China and Japan, allowing real-time 

comments from viewers to fly across the screen like bullets. 
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are faster and more convenient than PCs. People can shop online anytime, anywhere. This optimized shopping 

experience has caused consumers to turn to use smartphones over PCs. Meanwhile, it also leads the consumer 

shopping behaviors to become more and more fragmented (L. Li, 2017). Live streaming e-commerce fits the 

characteristics of consumers’ fragmented shopping scene and shopping time. Users can watch live broadcasts 

anytime and anywhere. In this way, live e-commerce caters to viewers' demand for entertainment. It delivers 

concise live product demonstration to potential customers who intend to buy products in a short-time period 

(P. Cai, 2020).  

4.1.4.3 Related and supporting industries 

  The third determinant is related and supporting industries. The benefits of advanced development in these 

related and supporting industries will gradually reflect this industry's development per se (Porter, 1990). In this 

part, both the MCN industry and express industry in China will be analyzed since they play essential roles in 

facilitating the boom of live e-commerce in this nation. 

 

MCN industry 

  MCN plays an essential role in being the middleman between the seller and the buyer. Most top-ranked 

KOLs usually do not work alone in China. They often contract with MCNs to generate and distribute their 

content (Yao, 2020). MCNs are companies that manage influencers' activities on either social media platforms 

or e-commerce platforms (iResearch, 2020a). They are established to help to cultivate influencers (Yao, 2020). 

In addition to handling brands' promotional campaigns, MCNs also help merchants find the right influencers 

through data intelligence (Statista, 2020b). MCNs offer various support for influencers to keep their fans 

interested, meet sales goals and adapt to market changes faster (Yao, 2020).  

  The rise of MCNs in China had begun with social media platforms (iResearch, 2020a). From 2012 to 2013, 

with the advent of the 4G era, social media platforms such as Weibo and WeChat grew explosively (EO 

Intelligence, 2020). Those platforms needed intermediaries to help produce content effectively and 

professionally (EO Intelligence, 2020). 
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  In terms of the number of companies and the industry scale, MCNs have grown rapidly in recent years in 

China. The number of MCNs has increased from 160 in 2015 to more than 6,500 in 2019 (EO Intelligence, 

2020). The MCN industry scale has risen from RMB800 million in 2015 to over RMB10 billion in 2019 

(Statista, 2020b). MCNs, as one of the most essential related and supporting industries, its growth in terms of 

both speed and scale guarantees the supply of labor force of anchors in China's live e-commerce market. 

 

Express industry 

  As one of the sub-sectors of the logistics industry, China's express10 sector is both a facilitator and a direct 

beneficiary of the booming e-commerce industry (FitchRating, 2020). This part here will try to reveal the 

insights of the express sector in China. One thing that shall be noticed that other logistic methods such as sea 

freight and railway will not be discussed in this part. Because the express sector is the most relevant area to 

live e-commerce, it is the most common way of delivery in China’s e-commerce industry (FitchRating, 2020; 

iResearch, 2019b). 

  China’s express industry was growing rapidly in the past ten years. The rapid development of online retail 

accounts for about a quarter of total retail sales (including online and offline) in China (Industrial Securities, 

2021). Since 2014, China’s express delivery market has been the world’s largest market in terms of express 

delivery volume; it is currently the second-largest market in terms of revenue after the United States, but it 

may become the largest market in terms of revenue by 2020 (FitchRating, 2020). In 2018 and 2019, China's 

Courier, Express, and Parcel (CEP)11 increased by more than 10 billion parcels, and it had exceeded 59 billion 

parcels in 2019 (Figure 12). Moreover, due to the fragmented market structure and the fierce competition, the 

decline of express delivery fees led to the meager profit earned by the courier companies (iResearch, 2019a). 

As a result, China's express price is significantly lower than the price in developed countries (FitchRating, 

2020). For example, if a parcel weighed 2.2 pounds is delivered from Shanghai to Beijing by SF 

Express12 ( approximately 1207 KM13 ) that arrives the following day, it costs just RMB25 (equivalent to 

 
10 Express here refers to the road freight industry in China. 

11 The parcel delivery market is also called CEP (Courier, Express, and Parcel). 

12 SF Express is one of the dominant express companies in China. 

13 Source: http://www.chinaquest.com/xianlu/上海-北京.html, accessed on the 17th of April 2021. 

http://www.chinaquest.com/xianlu/上海-北京.html
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USD3.814); while it costs 87 dollars to ship a parcel (2.2 pounds, arrive the next day) via UPS from New York 

to Chicago (around 1272 km15) (FitchRating, 2020). 

 

Figure 12 Courier, express and parcel (CEP) market volume in China (in billion parcels) 

 

Source: Statista 

 

  The leading express companies in China include SF Express, YTO Express, STO Express, ZTO Express, 

Yunda Express, and Best Express. By 2019 H1, their combined market share was more than 70 percent (Figure 

13). Besides, some e-commerce platforms, including Jingdong and Suning, have set up independent express 

companies and joined the competition (iResearch, 2019b). The fierce competition and the decreasing marginal 

costs because of the economies of scale drive big express companies to cut prices further to gain market share 

(FitchRating, 2020). The imbalanced demand for e-commerce express services is another major factor that 

forced express companies to start a price war. Those merchants with the most significant demand for delivery 

services are primarily clustered in few places in China. The top 10 cities with the highest express demand 

account for 48 percent of China's total express demand (Industrial Securities, 2021). As a result, as long as the 

express countries can reduce their prices in these few places, their business sales will significantly grow—for 

example, the unit price of one parcel in Yiwu, Jinhua.16 It was once reduced to RMB2 in 2020 (Industrial 

 
14 The exchange rate was quoted on the 31st of March, at a rate of 1RMB: 0.15USD. Data provided by Morningstar. 

15 Source: http://www.zuzuche.com/oil/city_distance.php?s_city=913&t_city=807, accessed on the 17th of April 2021. 

16 Yiwu is under the jurisdiction of Jinhua, a county-level city in Central Zhejiang Province, East China. 

http://www.zuzuche.com/oil/city_distance.php?s_city=913&t_city=807


Page 49 of 102 

 

Securities, 2021). Still, it is expected that the express delivery industry will be further integrated in the next 

few years (Roland Berger, 2021). Competition may lead to a price war in the short to medium term. But as 

market concentration increases, the average unit price for one parcel across the industry is likely to rebound 

(FitchRating, 2020). 

 

Figure 13 2019 H1 the market share of express companies in China  

    

Source: chyxx, 2019; Qianzhan, 2019 

 

  Because of the hard competition, these express companies have to seek other solutions to improve their 

efficiency and be differentiated from their peers (iResearch, 2019b). Many express companies have begun to 

use technology to increase operational efficiency and enhance customer experience, including big data 

analytics, machine learning, robotics, and intelligent logistics equipment (McKinsey, 2019). Even some 

companies are starting to offer instant delivery. It refers to intra-city express, which can be delivered within 

half an hour to an hour after placing an order in the urban area (FitchRating, 2020).  

  Currently, China's express market is the largest in terms of the market size in the world and is likely to grow 

further (Mordor Intelligence, 2020). Moreover, the Chinese government's efforts to support the Internet of 

Things, big data and artificial intelligence are paying off China's logistics modernization platform (CGTN, 

2019; Euromonitor, 2020). The State Council of China published a landmark document in September 2019 to 

enhance China's global competitiveness in transportation (FitchRating, 2020). It emphasizes the strong support 

for the development of unmanned delivery enabled by aerial vehicle logistics and urban underground logistics 
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distribution. The latter means a system in which robots shuttle goods through underground pipelines. The 

logistics in China are expected to become more efficient as more new technologies will be in place. 

  To sum up, the Chinese express industry plays a crucial role in ensuring the smooth movement of goods 

between sellers and buyers. The industry's intensive competition has forced companies to reduce the price to 

get more market share, adopting new technologies to enhance operational efficiency and be differentiated. This 

results in rapid delivery and low delivery fee to the customers, which increase their willingness to purchase 

online. Moreover, together with some governmental initiatives regarding logistics system upgrading in recent 

years, the express industry in China seems to be further updated. 

4.1.4.4 Factor conditions 

  Factor conditions are the factors that Porter believes one country's economy can create for itself, like capital, 

infrastructure, technological innovation, and a large pool of skilled labor (Porter, 1990). They are also the 

strengths of a country that enable it necessary to compete in a particular industry. In this part, factor conditions 

that allow China to succeed in live streaming e-commerce will be further discussed. First, advanced cellular 

networks and updated smartphone applications will be analyzed; then, the importance of a highly specialized 

labor force will be emphasized. 

  Advanced cellular networks and updated smartphone applications are capable of serving the live streaming 

business. In the past, limited by the high data package cost, the majority chose to watch the live broadcast on 

PC. However, the viewer's experience was not that good either, as the slow broadband speeds caused viewing 

delays (Rao, 2019). In order to adapt to the rapid demand of the public for fast Internet speed at a reasonable 

price, in recent years, the Chinese government has continuously introduced relevant policies to promote the 

development of cellular networks (Rao, 2019). Telecom operators have gradually implemented speed-up and 

fee-reduction policies since July 2018, further reducing the cost of watching live broadcasts for users (CITIC, 

2019). Until 2019, the price of data packages dropped by more than 90 percent, and the average download 

speed of broadband was about six times higher than it was five years ago (CITIC, 2019). Meanwhile, most 

people now prefer to use mobile phones over PCs, which allows them to watch the live broadcast and go 

shopping anytime and anywhere. Low price of the data package, high broadband speed (Zheng et al., 2017), 
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coupled with the wide coverage of public WiFi (Rao, 2019), have provided people with a smooth and seamless 

experience while watching live broadcast or shopping, which in turn become important driving forces to the 

prosperity of live broadcasting e-commerce. 

  At the same time, because of the convenience of mobile video recording equipment on mobile phones, the 

cost of live broadcast for streamers has also significantly reduced (Rao, 2019). Before the advent of mobile 

real-time broadcast, full-time streamers who wanted to improve real-time video quality had to purchase devices, 

including condenser microphones, high-resolution webcams, high-end sound cards, and other equipment that 

worth thousands of dollars (Liu & Li, 2016). Today, all these functions can be satisfied by one mid-range priced 

smartphone with high-resolution front-facing cameras and in-app beautification features (Liu & Li, 2016). 

Live streamer’s pre-investment is significantly reduced. The anchors can broadcast anytime and anywhere with 

only one smartphone (Rao, 2019). 

  Moreover, it seems that nothing can stop China's leading position in the 5G development. Despite the U.S. 

cutting off the supply of crucial mobile chips, China’s Huawei17 remains the top filer of essential 5G patents 

(daxueconsulting, 2020b). As a world-class institution that creates technological factors and then continually 

works to update them, Huawei's presence helps China consolidate its dominant position in live streaming e-

commerce. It is foreseeable that the development and application of the 5G technology can bring Chinese users 

a better live streaming e-commerce experience by having high-speed data processing capabilities and smooth 

video displaying (Rao, 2019; EO Intelligence, 2020). As of the end of September 2020, China had built more 

than 690,000 5G base stations nationwide (Wang, Zhenduo, 2020). In addition, in the first nine months of 2020, 

fixed asset investment in China's telecommunications sector increased by 16.5 percent year-on-year. One-third 

of the industry's total investment was for China's 5G technology (daxueconsulting, 2020b).  

  Another advanced factor condition that prevents other countries from replicating the success of live e-

commerce in China is its highly specialized workforce in any industries related to live e-commerce. Both 

entrepreneurs and the employees. 

  In recent years, China has emerged as a technological superpower, and many Chinese unicorn companies 

have dominated the world (Global Times, 2019). The data of 495 unicorn companies in the world (as of 

 
17 Huawei is a telecommunications giant in China.  
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November 2020) was shown that there are 120 unicorns in China, only slightly less than the United States with 

139 (Wikipedia, 2020). Besides growing investment and government support, hardworking and tenacious 

entrepreneurs are seen as the main driving force behind these unicorns' rapid growth (Global Times, 2019). 

Chinese entrepreneurs have always maintained a persistent attitude and are not afraid of failure (Gandolfo, 

2020). The rapid rise of these Internet elites has driven the development of any industries related to live e-

commerce. For instance, ANT Group, with 125 billion U. S. dollars, ranked as the highest valued unicorn 

company worldwide in 2020 (Statista, 2020a), plays a vital role in supporting digital payments in the live e-

commerce sector. Byte Dance18, with 75 billion U. S. dollars, ranked as the second highest valued unicorn, is 

one of the biggest social platforms enabling live streaming e-commerce in China (Statista, 2020a). The efforts 

of the massive Chinese Internet workforce is another factor contributing to the fast development of tech-savvy 

unicorns and developing the live streaming e-commerce ecosystem. An average number of employees in the 

computer industry was reported at 1,250.000 persons in 2018, with an increase of 30,000 persons compared 

with the figure in 2017 (CEICdata, 2018).  

4.1.4.5 Government policy 

  As Porter (1990) pointed out, the government's role in spreading and amplifying diamonds' power is 

compelling (Kharub & Sharma, 2017). The government should provide the resources that enterprises need, 

create an environment for their development and invest directly in the areas that companies cannot act on. That 

is precisely what the Chinese government did to help the live streaming e-commerce industry grow (Porter, 

1990).  

  The rapid expansion of the market scale of live e-commerce is inseparable from the supportive policies of 

various regions in China (KPMG & AliResearch, 2020). With the increasingly prominent role of live broadcast 

e-commerce in enhancing sales, promoting employment, and creating new economic growth points, its 

essential position has also been officially affirmed by the state (Huxiu & Weimob, 2020). Recently, many local 

cities in China have proposed to build ‘A live streaming e-commerce capital’ and ‘A live streaming economic 

headquarter’ (KPMG & AliResearch, 2020). As of October 2020, at least 22 places (including provinces, 

 
18 Byte Dance is the parent company of Douyin. 
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districts, and cities) across the country have issued support policies or taken relevant initiatives to promote live 

broadcast e-commerce (Appendix A). Meanwhile, the Chinese government has strengthened supervision to 

guide the live broadcast e-commerce market (EO Intelligence, 2020). From June to July 2020, the China 

Federation of Commerce, Ministry of Human Resources and Social Security, State Administration of Market 

Regulation, and other national government departments and institutions have successively issued relevant 

policies to clarify the market order of the live broadcasting industry and promote the healthy development of 

this sector (Huxiu & Weimob, 2020). 

  Moreover, when a nation passes through competitive development stages, the government's appropriate role 

shifts as the economy progresses. The essential role of government in industrial development is to ensure that 

the domestic market is in a lively and competitive state, formulate competition regulations, and advocate for 

anti-trust (Porter, 1990). This was not easy for China to realize since the formal institutions were not well-

established completely in the ancient days. Chinese business entities were widely recognized for their extensive 

employment of guanxi and network strategies (Ren et al., 2009). Nevertheless, because of the institution 

transition in the past three decades, the formal institutions' strengthening provides the necessary foundations 

to make the Chinese government more market-centric (Ren et al., 2009). 

  After over thirty years of rapid development, the Chinese government has continuously devoted itself to 

institutional reform, resulting in the institutional transitions that characterize China's transitional economy 

(Ren et al., 2009; C. Yang et al., 2018). In this transformation, market forces have gradually turn into dominant 

(C. Yang et al., 2018). It leads to the fundamental and comprehensive changes to the game's formal and 

informal rules, and these changes also influence the participants from organizations to a large extent (Ren et 

al., 2009). Meanwhile, the Chinese government may frequently issue new regulations and scrap old rules with 

high frequency, resulting in rapid changes in the economic, social, political, and legal systems (C. Yang et al., 

2018). Such changes can pose challenges to companies' operations, as they tend to reshuffle the rules to which 

companies are accustomed (C. Yang et al., 2018). It can be seen from the recent example of the Chinese 

government being stricter on tech giants' anti-trust guidelines. 

  China's market regulator issued new anti-monopoly guidelines on Sunday, the 7th of February, 2021, 

tightening the existing Chinese tech giants' existing restrictions and reversing the once laissez-faire approach 
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for Internet players (Al Jazeera, 2021). The new rules formalize the draft anti-monopoly law published last 

November and define a range of monopolistic practices that Chinese regulators plan to crack down (BBC News, 

2021). The guidelines are expected to add new pressure on China's leading Internet services sector, including 

e-commerce sites like JD.com, Alibaba Group's Taobao, and Tmall (Reuters, 2021). They will affect payment 

services such as Tencent Holding's WeChat Pay or Ant Group's Alipay (Reuters, 2021). Indeed, last November, 

Chinese authorities halted the $37bn initial public offerings of Ant Financial, the payments services company, 

because of anti-trust concerns from the Politburo (Al Jazeera, 2021). The regulations, published by the State 

Administration for Market Regulation (SAMR) on the website, bans a range of practices by companies, 

including forcing merchants to sign exclusive cooperation agreements at the expense of other Internet 

platforms, which has long been the practice of the market (Reuters, 2021). SAMR wants to stop price 

manipulation, predatory pricing, and unreasonable trading terms (BBC News, 2021). In a sign that Chinese 

regulators are increasingly willing to use tools to curb monopolistic practices in the technology sector, Vipshop 

has been penalized for violating a law prohibiting unfair competition that allows for fines of up to RMB5 

million (Al Jazeera, 2021). In contrast, other companies penalized since late last year were fined under China's 

2008 Anti-Monopoly Law, which allows a maximum fine of RMB500,000 (Al Jazeera, 2021). 

  Yet, it is fashionable to call for mergers and alliances and the creation of national champions in the name of 

globalization, which often undermines the creation of competitive advantage. True national competitiveness 

requires governments to ban mergers, acquisitions, and alliances involving industry leaders (Porter, 1990). It 

enables the Chinese government to play the proper supportive role of national competitiveness in any live 

streaming e-commerce relevant industries: promote domestic rivalry and stimulate innovation.  

4.1.4.6 Chance 

  Chance is usually an accidental event that it is hard for the government or company to predict or control in 

advance (Kharub & Sharma, 2017). It may influence the existing competitive position or other elements in the 

diamond model, thereby affecting one nation's competitive advantage. In the context of live streaming e-

commerce, two chance events will be discussed here: the occurrence of the COVID-19 epidemic and the 
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market potential brought by Chinese millennials and Generation Z. It will reveal how these two events have 

significantly influenced the boom of live broadcasting e-commerce.  

  In 2020, COVID-19 spread worldwide and brought unprecedented challenges to all countries' economies. 

This epidemic had a marked influence on the sector of live broadcasting e-commerce. Due to the epidemic, 

consumers were afraid to go shopping physically to buy goods such as daily necessities. Meanwhile, staying 

at home gives them more free time to surf the Internet. However, just seeing online products showing in 

pictures is hard to trigger their purchases immediately. Because some customers may have concerns regarding 

the product's authenticity, especially in China's business context where the market information is highly 

asymmetric (Lv, 2020). Live broadcast offers online consumers a new opportunity to experience physical 

stores' shopping process, including viewing product details and real-time consultation. Moreover, being 

interactive and entertaining, the live broadcast can also enrich viewers' daily events. The data shows that during 

2020 Q1, the amount of time each netizen spends on the mobile Internet each day has increased by 21.5 percent 

compared to the beginning of the year 2020, and more than 70 percent of the interviewed users said they 

watched the live broadcast more frequently (Huxiu & Weimob, 2020). In the first half of 2020, there were 

more than 10 million live e-commerce broadcasts conducted nationwide, with over 400,000 active anchors and 

over 50 billion views (KPMG & AliResearch, 2020). Further, the epidemic is still spreading globally, and the 

boom of live streaming e-commerce was also predicted to continue for some time (Lv, 2020). 

  Another chance brought to live e-commerce is millennials with their potential purchasing superpower.  

Millennials, also called Generation Y, refer to people born between 1981 and 1997 (25-40 years 

old)(daxueconsulting, 2020a). More than 350 million millennials in China make up more than 25 percent of 

the country's entire pollution (Kidwai, 2019). They were born in a period of rapid economic growth, have 

witnessed unprecedented technological progress (daxueconsulting, 2020a). They are the main drivers of 

China’s consumption boom (daxueconsulting, 2020a). According to China Daily, people under 35 occupied 65 

percent of the total consumption growth (Kidwai, 2019). By the end of 2021, this spending is expected to grow 

by 11 percent per year (Kidwai, 2019). Besides, Chinese millennials are demanding and valuing authenticity 

(DHL, 2019). They helped China's e-commerce market grow 13 percent between 2016 and 2020 (DHL, 2019). 
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  At the same time, as millennials are also belonging to the target group that well matched the live streaming 

user’s characteristics, as well as Generation Z19, their active involvement in live streaming e-commerce will 

make the industry even more flourish.   

  Millennials and Generation Z have witnessed how technology changed their daily lives and the economy. 

Thus, they are more willing to adopt new changes (daxueconsulting, 2020a; Yanev, 2021; Pandey, 2019). 

According to a report released by GWI, it shows both Generation Z and millennials spent more time streaming, 

whereas older people did not (GWI, 2020). Furthermore, Generation Z is likely to regard this medium as an 

engaging and vibrant channel to increase their interactions with brands or events (Petrocelli, 2020). Half of the 

live broadcasting shopping viewers in China are Generation Z and millennials, and most of them are aged 

between 20 and 25 years old (Figure 14).  

 

Figure 14 Age distribution of live e-commerce shoppers in China as of March 2020 

 

Source: Statista, 2020b 

4.1.4.7 Sub conclusion 

Company strategy, structure, and rivalry 

  As porter proposes, intense competition within one country's domestic market drives efficiency and 

innovation. Many e-commerce players had to seek a solution to lower the customer acquisition costs and 

increase user stickiness. Live streaming, with its characteristics of being interactive and entertaining, appeared 

as a feasible solution to address this problem. This disruptive innovation forced the rest competitors to consider 

 
19 Generation Z refers to the people born between 1997 and 2015. 
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their corresponding strategic tactics. The first mover could obtain network effects and lock-in effects to achieve 

longer-term competitive advantages and resources against the rest companies. It makes sense for those e-

commerce players to follow the pioneer's move and shift to live e-commerce as soon as possible. By doing so, 

they can gain significant leads at the early stage. This collective strategic move made live streaming e-

commerce become the industry standard since most incumbents recognized this new business model. Then, 

the participation by social media platforms further stimulated industry growth and completed the live e-

commerce ecosystem. In general, the oligopoly market dominated by Taobao, Kuaishou, and Douyin, keeps 

shaping live streaming e-commerce moving forward. The presence of solid local rivals within the live e-

commerce industry seems to pressure companies to innovate and improve consistently now and in the future. 

Demand conditions 

  Because live e-commerce in China is about four years ahead of the rest (Statista, 2020b), it makes Chinese 

users the world's most sophisticated and demanding. Furthermore, companies are forced to upgrade to meet 

severe challenges. Consequently, it enables China's live e-commerce industry to achieve today's boom over 

other nations. In short, Chinese consumers demand an efficient way to get products that meet their expectations. 

Live e-commerce well solved this challenge.  

  In terms of ' the product that meets the customer’s expectations,' live streaming e-commerce is an effective 

medium to reduce the information asymmetry and build trust between the seller and the buyer by providing 

information support and emotional support to the viewers. In particular, emotional support is an essential 

determinant in the Chinese social environment where people rely heavily on informal institutions. Guanxi, as 

one of the most critical culture heritages, to a large extent facilitate consumer's purchase decisions. Once 

guanxi is established between the streamer and the buyer, their mutual trust strengthens, resulting in the 

consumer's trust towards the product. 

  In terms of 'effective way,' product selection, real-time communication, and quick shopping enable 

customers to achieve the shopping efficiency they want. In today's information-explosion Internet environment, 

customers demand a method to find products best suit their individual needs efficiently. Their trusted anchors' 

recommendations save them transaction costs that would otherwise have been incurred by searching goods on 

their own. The real-time communication brought by live e-commerce allows customers to get necessary 
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information immediately. It also allows the merchants to receive users' feedback on the product promptly. 

Besides, this one-to-many communication model enables one viewer to interact with the rest viewers and 

allows sellers to provide consultations towards many viewers at the same time. Watching live shopping 

broadcast via mobile phones caters to viewers' demand for entertainment and facilitates customers' quick 

shopping experience by showing the live product demonstration in a short period. 

Related and supporting industries 

  MCNs and express companies play essential supporting roles to facilitate the boom of live e-commerce in 

China. MCNs' growing speed and scale respond to the in-time demand of anchor talents on the market. In 

addition, China's express industry made a remarkable contribution to this nation's success in live streaming e-

commerce. The intense competition in China's express industry has forced companies to start the price war 

and enhance their operational efficiency, resulting in their extensive logistic network and rapid delivery 

services with reasonably low express prices. This enhances consumers' willingness to purchase online.  

Factor conditions 

  In terms of factor conditions, advanced cellular networks with high speed and reasonable price offered to 

consumers, together with updated smartphone applications, provide a solid foundation for the live streaming 

services in China. However, simply having these two factor conditions can not wholly explain the boom of 

live e-commerce in China. The presence of Huawei, as a world-class telecom company that originated from 

China, creates specialized factors and then continually works to update them, which in turn helps China to 

consolidate its dominant position in live streaming e-commerce with a supporting role in a less visible way. 

Furthermore, the highly specialized workforce in any industry related to live e-commerce is another factor 

contributing to the fast development of the live streaming e-commerce ecosystem. 

Government policy 

  The Chinese government executes many initiatives and policies to facilitate the rapid expansion of live e-

commerce across various domestic cities. Additionally, because of the institution transition in the past three 

decades, strengthening formal institutions provides the necessary foundations to make the Chinese government 

more market-centric. It has led the local government to ensure the domestic market is in a lively and 
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competitive state. This can promote domestic rivalry in any live e-commerce related industries, which has 

stimulated the industry innovation and development of the whole live e-commerce ecosystem. 

Chance 

  Both the COVID-19 epidemic and the market potential of millennials and Generation Z brought chances to 

boost live e-commerce further. COVID-19 epidemic has increased the likelihood of a customer purchasing 

online. Moreover, live e-commerce works as a digital showcase to reproduce the physical shopping 

environment, well solved the problem that people's concern towards product authenticity without seeing it 

physically. As the main drivers of china's consumption boom, Millennials represent the enormous potential of 

live e-commerce sales. Since they also belong to the target group well matched the live streaming user's 

characteristics, as well as Generation Z, their active involvement in live e-commerce will make the industry 

even more flourish. 

  To sum up, all elements in the Porter's Diamond model have caused live e-commerce to explode in the 

country. According to Porter (1990), the diamond framework is a dynamic system in which all elements interact 

and reinforce each other. Similarly, China obtained this success not by having one of these factors solely, but 

more important, by having them together. As one element improves, this constitutes support for the upgrading 

of another element. This has created the prosperity of the live e-commerce ecosystem that involves the network 

of organizations relevant to this sector, and ultimately leads to the boom of live e-commerce in China. 

4.2 The Attempt of Adopting Live Streaming E-commerce in Denmark 

  Since the primary research objective includes an attempt to see whether lessons learned from live streaming 

e-commerce in China could provide a blueprint for any other nation to replicate this success, and Denmark 

was chosen to conduct this exploratory study. Thus, this section will perform the necessary research and 

explore the possibility of adopting live streaming e-commerce in Denmark, based on the determinants that 

contribute to China's live e-commerce success derived from the previous section. At first, an overview of e-

commerce in Denmark will be presented. Then, it comes to assessing how Denmark meets the conditions of 

being successful in this particular industry. Finally, the apparel industry will be analyzed further to illustrate 

the possible scenario of how companies could use live streaming e-commerce to enhance their performance.  
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4.2.1 E-commerce in Denmark 

  In 2019, the global e-commerce market generated USD1.9 trillion in revenue, and China remains the world's 

largest e-commerce market with USD863 billion in revenue (EcommerceDB, 2020). Even though the market 

in Denmark is not as significant is as it is in China (Figure 15), e-commerce in Denmark was predicted to 

continue to expand rapidly in the following years as it resonates with the convenience demanded by today's 

busy consumers (Euromonitor, 2021). Mobile e-commerce will continue to act as a critical role in online sales 

growth. Because the ubiquity of smartphones means that Internet access has been integrated into consumers' 

daily lives, and shopping possibility is ever-present (Euromonitor, 2021). Retailers are also working hard to 

improve the convenience for consumers to browse and purchase products through mobile devices. Moreover, 

the COVID-19 pandemic has helped Denmark record a rapid increase in its e-commerce market as consumers 

demand contact-free shopping options (Euromonitor, 2021). 

 

Figure 15 E-commerce sales of local online retailers in Denmark from 2012 to 2019 in billion DKK 

 

Source: Statista 

 

  According to Statista, the e-commerce usage rate in Denmark reached 74 percent in 2019, with a growth of 

25 percent compared with 2009. The number of e-commerce users was estimated to increase by 4 percent to 4 

million users in Denmark by 2021(EcommerceDB, 2020). Following the Statista Global Consumer Survey 

2020, the online shopper in Denmark consisted of 49 percent male and 51 percent female. As of 2019, e-
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commerce is most prevalent among Danes aged 20 to 39 (82 percent) and least prevalent among Danes aged 

60 to 74 (56 percent) (Sabanoglu, 2020a). 

  In terms of live streaming, 74 respondents out of 145 respondents have used it in Denmark based on the 

author’s survey (Appendix B, Q12). The majority have experienced live streaming features with games and 

social media interaction, with 40 and 44 respondents, respectively (Appendix B, Q13). Only 27 respondents 

indicated that they had seen the products sold in the way of live broadcast in Denmark (Appendix B, Q14). It 

shows that live streaming e-commerce is still a relatively new phenomenon in Denmark since it has not reached 

the majority.  

4.2.2 The Assessment 

  The analysis here will try to explore the potential application of live streaming e-commerce in Denmark. In 

order to have a clear comparison between China and Denmark, six elements in Porter's Diamond model will 

be employed again, serving as the framework to see if the conditions that constitute China's live e-commerce 

success exist in Denmark. In the end, a sub conclusion will be given to summarize all the findings. 

4.2.2.1 Firm strategy, structure, and rivalry 

  Unlike China's fierce competition among e-commerce participants, there is no local e-commerce platform 

with such a large scale as Taobao covering all product categories in Denmark. The e-commerce market in 

Denmark seems to be more fragmented than the oligopoly market dominated by several big players in China. 

With zalando.dk, Zalando SE20 heads the list of top ten Danish stores in 2019, following by elgiganten.dk and 

bilka.dk ranked as the second and the third, accordingly (Figure 16). Zalando SE also retains its leadership in 

the Danish e-commerce market in 2020 after excluding free delivery services (Euromonitor, 2021). In 2019, 

the top five stores accounted for approximately 15 percent of net sales of total Danish e-commerce revenue 

(Figure 16). The market volume of the top five stores has grown by 81 percent since 2017 (EcommerceDB, 

2020). Furthermore, the top five interests of Danish online shoppers are clothing, shoes, food and drinks, 

 
20 Zalando SE is a multinational e-commerce company founded in Germany. Zalando.DK is the website owned by Zalando SE and 

used in Denmark. 
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consumer electronics, and travel, respectively (EcommerceDB, 2020). Among all, fashion is the most crucial 

sector in the Danish e-commerce market. It accounts for 32 percent of this country's e-commerce revenue 

(Kinga, 2021). And 44 percent of the top 100 stores are active in the fashion sector, with USD0.77 billion net 

sales in 2019 in Denmark (EcommerceDB, 2020). According to the survey conducted by the author, it also 

shows that 103 out of 145 respondents chose clothing as the category that they usually purchase online 

(Appendix B, Q7).   

 

Figure 16 The overview of top 10 Danish stores in 2019 

 

Source: EcommerceDB, 2020 21 

 

  In terms of cross-border sales22, it constitutes 8.1 percent of the total Danish e-commerce net sales in 2019 

(EcommerceDB, 2020). However, Domestic players in Denmark still face considerable competition from 

international players, such as the most significant e-commerce player in this nation-Zalando SE (Euromonitor, 

2021). Additionally, while many Danish consumers have already used the German and UK versions of Amazon, 

the company is not yet available in Denmark (Euromonitor, 2021).   

 
21 Market share: market share of Danish net sales of total e-commerce revenues in Denmark in 2019. 

22 Cross-border sales: it means a local citizen purchases on the website of a national store from another country. 
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  So far, the author has found only a few e-retails added live streaming features on their shopping website, 

including Matas23 and &Other stories24. These two brands have created their own live streaming channels 

instead of using other social media platforms to conduct broadcasts.  

  The e-commerce sector in Denmark can be concluded as fierce competition because of its fragmented 

structure, where many international players participate. Denmark missed the opportunity to be the early 

follower of live e-commerce. However, this might be changed due to the intensive competition nature of the 

Danish e-commerce market and the fact that some global social media platforms accelerated their movements 

towards the integration between social media and live e-commerce. In 2020, both YouTube and Facebook 

launched this live e-commerce feature in June and July separately (CBNATA, 2020). Together with some 

foreign merchants with their strong presence in Denmark, who have already added live e-commerce features 

in other national markets, this might increase the possibility for them to adopt the live e-commerce business 

model in Denmark soon. 

4.2.2.2 Demand conditions 

  Since China's e-commerce market is the largest globally and its live e-commerce is about four years ahead 

of the rest (Statista, 2020b), it makes Chinese online shoppers the world's most sophisticated and demanding. 

Whereas even the e-commerce market in Denmark is not that big compared to China, Danish online consumers 

still have specific demand that can constitute the potential application of live e-commerce in the local market. 

  As discussed before, Chinese consumers demand a solution to ensure that the goods they brought online 

match their expectations. Since stores on e-commerce platforms generally display and explain relevant 

information about products in text descriptions, refined pictures, and edited short videos, it poses some 

questions on the product authenticity in consumers' eyes. As a solution, live broadcast works as an effective 

medium to reduce the information asymmetry and build trust between the buyer and the seller by providing 

information support and emotional support. Consequently, it results in a high expectation match for consumers. 

In contrast, Danes might not necessarily need emotional support like guanxi to prove product authenticity. 

 
23 Matas is a Danish based business. The main goods categories sold in stores are cosmetics, make-up products, chemicals. 

24 &Other stories is a brand under the H&M Group. It sells clothing, shoes, bags, accessories, beauty products. 
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Since it is a developed country governed by rule-based institutions rather than relationship-based institutions, 

such as well-codified law and rule with sophisticated consumer protections (North, 1990). However, they still 

demand information support to obtain more information to verify if the product shown in the picture lives up 

to their expectations. According to Statista, in the first half of 2020, nearly half of Danish respondents stated 

that receiving the wrong size was the main reason to return items, followed by 22 percent chose the option that 

did not like the item as much as they expected. These two concerns can be solved by product demonstration 

and try-on advice during the live broadcast to a certain extent. Besides, according to the author’s survey, not 

enough information displayed and product authenticity is questionable are ranked as the top one and top two 

reasons that would discourage consumers from purchasing online (Appendix B, Q9). Using live streaming, 

merchants can enable their customers to obtain any other required information via real-time communication. 

It further facilitates customer's purchase decision-making process.  

  Furthermore, the survey conducted by the author shows that nearly half of respondents will slightly increase 

their online purchase if merchants adopted the live s e-commerce business model. Also, around 10 percent of 

respondents indicated that they would greatly increase their online purchase if this business model were used 

(Appendix B, Q17). The main reason for respondents to favor this live e-commerce business model is because 

they want to know more information about the product (Appendix B, Q18)  

4.2.2.3 Related and supporting industries 

  Currently, few MCNs can be founded in Denmark. However, there are still many influencers existing in the 

market. More than 2900 Danish influencers have between 1.000 and 10 million followers on Instagram 

(Startgage, 2021).  

  Another related and supporting industry-express, it is more expensive and fairly fast compared with China. 

The top shipping service provider for Denmark’s top 100 online stores is PostNord, followed by GLS and 

Click & Collect as the second and third top choice, respectively (Figure 17). Taking PostNord as an example, 

it costs around 50DKK (1kg, arrive in the following day, home delivery)25 to ship goods from one area to 

 
25 Source: https://portal.postnord.com/onlineporto/, accessed on the 17th of April 2021. 

https://portal.postnord.com/onlineporto/
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another within Denmark (42,943𝑘𝑚2 )26 ; however, for SF Express, which is one of the dominant express 

companies in China, it only costs just RMB12(≈11.4DKK27, 1kg, arrive in the following day, home delivery)28 

from one place to another within Jiangsu Province (102,600𝑘𝑚2 )29 . Since almost all express companies 

provide 24/7 delivery services in China, Danish express companies that only offer week-day services are 

relatively less efficient. Still, their delivery speed is pretty fast. Since most goods can be delivered within two 

or three days if it is a parcel that needs to be delivered within Denmark.30  

 

Figure 17 Share of top 100 Danish online stores that work with the following selected shipping service 

providers 

 

Source: Statista 

 

  Regarding important shipping factors, delivery price and choosing the place for delivery ranked as the most 

important and the second most crucial factor in Denmark in 2020 (Sabanoglu, 2021). Furthermore, 34 percent 

of online shoppers found the return process too expensive, made it the second most common reason for not 

returning goods purchased online (Sabanoglu, 2020b). It was only slightly two percent lower than the most 

common reason that did not bother to waste time (Sabanoglu, 2020b). Therefore, although the delivery speed 

 
26 Source: https://en.wikipedia.org/wiki/Denmark, accessed on the 17th of April 2021. 

27 The exchange rate was quoted on the 17th of April, at a rate of 1RMB: 0.95DKK. Data provided by Morningstar. 

28 Source: https://www.sf-express.com/cn/sc/dynamic_function/order/quick/, accessed on the 17th of April 2021. 

29 Source: https://en.wikipedia.org/wiki/Jiangsu, accessed on the 17th of April 2021. 

30 Referring to the shipping policies on some big retails' websites, such as Magasin, Elgiganten. 

https://en.wikipedia.org/wiki/Denmark
https://www.sf-express.com/cn/sc/dynamic_function/order/quick/
https://en.wikipedia.org/wiki/Jiangsu
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is fairly fast, due to the relatively high express delivery price, the express industry in Denmark has not become 

such a favorable factor in facilitating the development of this nation's e-commerce sector. 

4.2.2.4 Factor conditions 

  Most countries can enjoy the benefits of the advanced cellular network and updated smartphone applications 

brought by the technology innovation in this century, including Denmark. Further, Danish municipalities retain 

a key role in coordinating and facilitating the cooperation with telecommunication operators to construct high-

speed network infrastructures in the country (Europa, 2021). The 5G coverage was predicted to be nationwide, 

with 80 percent coverage by the end of September 2020 (MFA, 2020). Its 5G development in the country has 

placed Denmark amongst the best countries in the world when it comes to new technology and digital 

infrastructure (MFA, 2020). This can create advantages for Danish enterprises by utilizing the latest telecom 

technologies. Besides, back in 2019, the government in Denmark launched the 'Digital Growth Strategy,' a 

program aimed at turning Denmark into a digital hub (Reka, 2020). The strategy includes 38 initiatives, with 

a total allocation of 134 million EUR from 2018 to 2025 and 10 million EUR per year thereafter (Reka, 2020). 

It contains initiatives to strengthen Danish people's digital and technical skills and strengthen computational 

thinking in primary and lower secondary schools (Reka, 2020). Together with 100,000 employees who work 

within the information communication technology (ICT) sector (Worklivestay, 2018), it will provide favorable 

conditions to facilitate live e-commerce in the future. The highly skilled workforce in Denmark is also can be 

seen from its educational level. About 80 percent of the population has completed at least a high school 

education, and 38 percent have obtained higher education certificates, making Denmark the highest among the 

European Union in terms of the productive workforce (MFA, 2021). To conclude, the highly developed cellular 

network and highly skilled workforce will enable Denmark to have a solid foundation for the streaming 

business to be developed. 

4.2.2.5 Government policy 

  Due to the limited information regarding the Danish government initiatives directly related to e-commerce 

or live e-commerce that can be found online, it is less relevant to discuss the role of government here. 
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4.2.2.6 Chance 

  Not only does China's live e-commerce market enjoy the opportunities brought by both the occurrence of 

the COVID-19 epidemic and the market potential brought by millennials and Generation Z, but the Danish 

market also gains opportunities from these two factors as they are international phenomena.  

  During the COVID-19 crisis, Danish consumers had to stay at home to help prevent the spread of the virus. 

Since online shopping offers them the opportunity to shop goods without going out, e-commerce in the Danish 

market achieved a sharp uptick in retail current value sales (Euromonitor, 2021).  

  This epidemic also forced many traditional retailers to strengthen their online presence and constantly 

improve their online shops and services to keep pace with Danish online shoppers (Euromonitor, 2021). This 

pandemic was rapidly changing consumer behavior toward online channels. But a more complex and 

interesting question is whether danish consumers will revert to their pre-COVID-19 shopping behaviors once 

the world back to normal. The questionnaire results show that 40 percent of respondents indicate that they will 

increase their online purchase after the COVID-19 period compared with their shopping behavior before the 

pandemic, despite 47.59 percent of respondents choose to stay the same shipping behavior (Appendix B, Q6). 

Overall, although Danish consumers will be keen to return to their favorite retail stores, the COVID-19 

pandemic has accelerated the adoption of e-commerce shipping habits in Denmark (Euromonitor, 2021). 

Moreover, since live e-commerce can work as a digital showcase, it can address people's concerns towards 

product authenticity without seeing it physically. It can further boost e-commerce sales in Denmark during the 

pandemic period. Also, live e-commerce, by having its own characteristics of being interactive and entertaining, 

can enrich people's daily lives. 

  Secondly, millennials and Generation Z in Denmark also bring potential opportunities for the nation's live 

streaming e-commerce to be developed since they are more willing to adopt new changes and belonging to the 

target group well matched the live streaming user's characteristics.   
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4.4.2.7 Sub conclusion  

  To sum up, China's live e-commerce is about four years ahead of the rest of the world (Statista, 2020b), 

making it difficult for Denmark to replicate the same scale of success China has achieved in its live e-commerce 

sector. Especially in the case that Denmark has not met all the successful conditions derived from the last 

section. First, there are few MCNs founded in Denmark. Therefore, it restrains the chance that influencers can 

obtain professional training regarding live broadcasting skills. Consequently, it is hard to cultivate qualified 

influencers that can be employed in the live e-commerce ecosystem. Second, as another essential related and 

supporting industry to live e-commerce, the express sector in Denmark has not become such a favorable factor 

in facilitating the development of e-commerce. Because of its relatively high express delivery price, it places 

some barriers preventing consumers from purchasing online.  

 

Table 3 The comparison between China and Denmark 
 

China Denmark 

Firm strategy, 

structure, and 

rivalry 

E-commerce platform: intense domestic 

competition 

Social media & short video platform: high 

engagement 
 

E-commerce platform: fragmented with many 

foreign players  

Social media & short video platform: engagement 

Demand 

conditions 

Rely on the informal institution: guanxi 

Information support & emotional support: 

verify product authenticity 

Rely on the formal institution: laws/rules 

Information support: verify product authenticity  

Related 

supporting 

industries 

MCNs: many players 

Logistics/Supply chain: fast, cheap 

MCNs: few, but many individual influencers 

Logistics: relatively fast, expensive 

Factor conditions 4G/5G: advanced 

Skilled labor: in place 

4G/5G: advanced 

Skilled labor: in place 

Government 

policy 

Government incentives: massive Government incentives: -  

Chance Consumer purchasing behavior: changed - 

COVID-19 

Millennials and Generation Z interests: 

match 

Consumer purchasing behavior: changed - 

COVID-19 

Millennial and Generation Z interests: match  
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  Still, live streaming e-commerce has its potential in Denmark. Denmark missed the opportunity to be the 

early follower of live e-commerce. However, this situation might be changed due to the fierce competition in 

the Danish e-commerce market, which is crowded with international companies. Also, some global social 

media platforms accelerated their movements towards the integration between social media and live e-

commerce. Together with some foreign merchants with their strong presence in Denmark, who have already 

added live e-commerce features in other national markets, this might increase their likelihood to employ the 

live e-commerce business model in Denmark sooner or later. As some primary conditions are in place, such as 

live streaming platforms, individual influencers, advanced cellular network, skilled workforce, reasonably fast 

delivery service, they are sufficient to enable Danish merchants to acquire the fundamental factors needed to 

start developing live e-commerce business. 

  Furthermore, Danish consumers still demand information support to obtain more information to verify if the 

product shown online meets their expectations. This emphasizes the necessary presence of live e-commerce. 

Through the product display and real-time communication during the live broadcast, the uncertainty that 

consumers may have before buying online is reduced, and whether that the product meets consumer 

expectations is verified. 

  At last, the occurrence of the COVID-19 significantly shifted Danish shoppers more towards online channels. 

And this shift is likely to stick post-pandemic. Together with the fact that millennials and Generation Z 

belonging to the target group well matched the live e-commerce user's characteristics, these two factors again 

prove the live steaming e-commerce still has its potential in Denmark. 

4.2.3 Danish Apparel Market 

  Among all product categories, the apparel sector has a strong tendency to become the most successful field 

in Denmark for applying the live e-commerce business model. First of all, the top one interest of Danish online 

shoppers is clothing, with 70 percent of respondents had chosen this option (Figure 18). Moreover, the 

consumer often demands the great need for try-on experiences while purchasing clothes. As the customer's 

after-sale satisfaction largely depends on whether these clothes achieve their expectations, the demonstration 

during the live streaming will be an excellent use to eliminate the deviation from their expectations. Also, 
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anchors can try on the clothes, which will further help consumers make their purchase decisions. The survey 

conducted by the author also proves it. Most respondents chose apparel as the top product category they would 

be most likely to consider buying through live broadcast (Appendix B, Q20)  

 

Figure 18 Top 10 interests of Danish online shoppers in 2020 

 

Source: EcommerceDB, 2020 

 

  Additionally, it is not surprising that young people use this new way of shopping the most since they are 

often social media-savvy and quick to embrace innovative ideas (Statista, 2020b). As the most common item 

to purchase online among young people, clothing proves its considerable potential in the live streaming e-

commerce sector (Sabanoglu, 2020c).  

  Apparel merchants should pay particular attention to where they shall launch live broadcasts since most 

online shoppers conduct purchases via their smartphone (with 46 percent) (Sabanoglu, 2020c). In comparison, 

35 percent and 18 percent made their order via PC/laptop and tablet, respectively (Sabanoglu, 2020c). It is 

highly recommended that apparel merchants upgrade their mobile e-commerce channels and launch broadcasts 

that are easy for mobile users.      

  Besides, in China, female consumers are more active in live e-commerce and tend to spend more than their 

male counterparts. It is also true in Denmark. Author’s survey result confirms that male is less willing to adopt 
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live e-commerce in Denmark (Appendix C). Thus, it gives a hint for Danish merchants to start with female 

clothing first, as they are more likely to be attracted by this new selling format. Apart from concerns regarding 

products still unsolved and worry about after sales, don’t trust the broadcaster was ranked as the third major 

reason that can prevent consumers from watching online sales through live broadcast (Appendix B, Q19). 

Therefore, it indicates that merchants should carefully choose a trustworthy live streamer who matches their 

company value. In addition, the survey shows that people don't want to spend too much time on live broadcasts. 

It is recommended that merchants limit the broadcasting duration to 30 minutes (Appendix B, Q21). 

5. Conclusion 

  The notion of live streaming e-commerce is relatively new. There is a paucity of academic research to 

provide a comprehensive understanding of why the success of live streaming e-commerce is particularly 

evident in China but not in any other country. This research is significant because it fills a gap in the academic 

literature regarding the key factors that lead to the emergence and boom of live streaming in China by 

incorporating its institutional context and cultural heritage, and further exploring the potential application of 

the live e-commerce business model in Denmark. 

  The main research of this study is to investigate and gain a better understanding of how the success of live 

e-commerce in China can be replicated in any other country. Of particular interest, if that is replicable for 

Denmark. Together with four sub-research questions, this paper focuses on the Chinese market and Danish 

market, and aims to gain a comprehensive understanding of live streaming e-commerce in China and an attempt 

to explore its potential application in Denmark. Section 4.1 presents how live streaming has reshaped the e-

commerce industry and how this new business model works in China (sub research question 1 & 2). Besides, 

the factors behind the success of live streaming e-commerce in China were also analyzed in this section (sub 

research question 3). In section 4.2, the likelihood for Denmark to replicate live streaming e-commerce in 

China was also discussed (sub research question 4).  

  This research suggests that China’s success reasons in live e-commerce can be summarized as follows. First, 

the occurrence of live e-commerce was due to the intense competition among e-commerce players. Because 
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of social media platforms’ nature of seeking platform evolvability, they decided to get involved in live e-

commerce business areas to increase their income. These social media platforms’ strategic moves stimulate the 

boom of live e-commerce. Second, to a certain extent, sophisticated and demanding Chinese online consumers 

force more and more merchants to adopt a live e-commerce business model to meet their demand. In particular, 

they demand an efficient way to get the product that meets their expectations, and live e-commerce can be a 

helpful tool to solve this challenge. Third, the related and supporting industries to live e-commerce, both MCNs 

and express companies in China, well supported the development of live e-commerce. The former guarantees 

a sufficient supply of influencer talents. The latter enhances consumer’s willingness to make online purchases 

by offering a reasonable low price with rapid delivery. Forth, the basic factor conditions in terms of advanced 

cellular networks and updated smartphone applications, provide a solid foundation to develop the live e-

commerce sector in China. Moreover, advanced factors, such as a highly specialized workforce in any industry 

related to live e-commerce, also facilitate the fast growth of this industry in China. Fifth, the rapid expansion 

of live e-commerce across the country was realized by the Chinese government’s initiatives and policies. 

Furthermore, the local government anti-trust advocacy has promoted domestic rivalry and stimulated the 

healthy development of the whole live e-commerce ecosystem. Sixth, the COVID-19 epidemic and the market 

potential of millennials and Generation Z brought chances to boost live e-commerce further in China. In 

general, China obtained success in its live streaming e-commerce sector not by having one of these factors 

solely but by having them together. This has made the prosperity of the live e-commerce ecosystem that 

involves the network of organizations relevant to this sector, and ultimately leads to the boom of live e-

commerce in China. 

  The analysis part in Denmark shows that it is difficult for Denmark to replicate the same scale of success 

China has achieved in its live e-commerce sector since China’s live e-commerce is about four years ahead of 

the rest. Especially in the case that Denmark has not met all the successful conditions derived from the analysis 

in China. For example, there are few MCNs to cultivate qualified influencers employed in the live e-commerce 

sector. The relatively high express delivery price also places certain barriers that prevent consumers from 

purchasing online. Still, live streaming e-commerce has its potential in Denmark. More and more companies 

have accelerated their movements towards live e-commerce. Since some essential primary conditions are in 
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places, such as live streaming platforms, individual influencers, and skilled workforce, it is sufficient to enable 

Danish merchants to acquire the fundamental factors needed to develop their live e-commerce business model. 

Further, Danish online shopper’s demand for more information to verify if the product shown online meets 

their expectations greatly emphasizes the necessary presence of live e-commerce in the market. Besides, the 

occurrence of the COVID-19 epidemic significantly shifted Danish shoppers more towards online channels. 

And this shift is likely to stick post-pandemic. Together with the fact that millennials and Generation Z belong 

to the target group well matched the live e-commerce user's characteristics, it further proves the market 

potential of live e-commerce in Denmark. In particular, the apparel sector has a strong tendency to become the 

most successful field of applying the business model of live e-commerce in Denmark. It suggests that Danish 

merchants should target female consumers at the early stage and upgrade their mobile e-commerce channels 

and launch broadcasts that are easy to use by massive mobile users. Besides, carefully select trustworthy live 

streamers and minimize the live streaming duration are also required. 

6. Limitation and Future Research 

  As live streaming is a relatively new tool adopted in the e-commerce field, it is still in its infancy for 

practitioners and scholars. More research is needed to understand and utilize it thoroughly. There are some 

limitations in this research, which can be solved in future research. First of all, the research objectives of this 

paper are descriptive and exploratory in nature. Future research can further investigate the correlation between 

sales tactics and relationship outcomes to determine combinations of sales strategies that are appropriate for 

different contexts, including the product category, platform, as well as geographical region. Second, the 

differences between various digital platforms that enabling live e-commerce were only discussed when it 

comes to the research part of China. However, due to the fact that different platforms are used in different 

nations, it may affect how domestic companies should utilize them differently based on these platforms’ unique 

characteristics. Thus, future research is encouraged to explore this area and try to see the pros and cons of each 

platform in a specific country in order to provide more managerial implications for the local companies. Third, 

for the analysis part of Denmark, by considering the market potential, this study was limited to the apparel 
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sector at the end. It is possible that different types of trust and customer engagement in different product 

categories could vary. Therefore, it suggests that future research can collect more customer samples with live 

purchase experiences and compare their attitudes and responses towards different product categories. Finally, 

this paper also illustrates that female consumers tend to be more interested in live streaming e-commerce than 

their male counterparts in both China and Denmark. Hence, it is interesting for future research to identify the 

reasons driving their diverted attitude towards this new business model. 
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8. Appendices 

Appendix A: Relevant governmental policies and initiatives on live streaming e-commerce released in 2020 

 Province City Time Released policies and initiatives Goal 

Zhengjia - 2020/6/17 

Live broadcast e-commerce service 

specifications (draft for comments) - 直播

电子商务服务规范(征求意见稿) 

According to the different roles of live 

streaming e-commerce providers, the 

standard system of the whole process, 

including the qualification of the main 

body, the entry review of merchants 

and anchors, and the protection of 

consumers' rights and interests, has 

been established respectively. 

 
Hangzhou 2020/5/13 

Suggestions on the implementation of 

building high-end business talents 

gathering areas and promoting high-quality 

development of the central business district 

- 关于建设高端商务人才集聚区、推动

中央商务区高质量发展的实施意见 

‘Live Talent’ (直播达人) will be 

included in the assessment category of 

‘New Retail Talent’ (新零售人才) to 

promote the development of the new 

economy. 



Page 93 of 102 

 

 
Hangzhou 2020/6/9 

Build the promotion conference of the first 

district of live broadcasting industry and 

release a series of supportive policies - 打

造直播产业第一区推介发布会发布系列

扶持政策 

Establish the High-tech Zone (Binjiang) 

Live Broadcast Industry Alliance and 

Industrial Base, and Build the ‘First 

Zone of Live Broadcast Industry’ (直播

产业第一区). 

 
Yiwu 2020/6/22 

Yiwu City to accelerate the development of 

live broadcasting e-commerce action plan - 

义乌市加快直播电商发展行动计划 

Strive to make the transaction volume 

of live streaming e-commerce exceed 

RMB100 billion in 2022; and provide 

support to well-known live streaming 

platforms, large-scale MCNs, and 

‘Wanghong’, in aspects of finance, 

taxation, talent house purchase, 

children's school enrollment, etc. 

Guangdong Guangzhou 2020/3/24 

Guangzhou Live Broadcast E-commerce 

Development Action Plan (2020-2022) - 

广州市直播电商发展行动方案(2020-

2022) 

Become a famous live broadcast e-

commerce capital in China. 

 
Shenzhen 2020/7/7 

Shenzhen's actions to further stimulate 

consumption vitality and enhance 

consumption growth - 深圳市关于进一步

激发消费活力促进消费增长的若干措施 

Encourage the development of 

Wanghong live broadcast e-commerce; 

and promote live broadcast e-commerce 

to empower competitive industries, 

professional markets and special 

business clusters. 

Shandong Heze 2020/5/18 

Heze Live Broadcast E-commerce 

Development Action Plan (2020-2022) - 

菏泽市直播电商发展行动方案(2020-

2022 年) 

Build into a well-known highland for 

the development of live broadcasting e-

commerce in the north of the Yangtze 

River. 

 
Jinan 2020/5/22 

The implementation plan of vigorously 

developing e-commerce economy and 

building the headquarters of live 

broadcasting economy - 大力发展电商经

济、打造直播经济总部基地的实施方案 

Build a national famous live 

broadcasting economic headquarters. 

 
Qingdao 2020/5/26 

Qingdao Live Broadcast E-commerce 

Development Action Plan (2020-2022) - 

青岛市直播电商发展行动方案(2020-

2022 年) 

Become a leading city of live broadcast 

e-commerce in northern China. 

Fujian Quanzhou 2020/5/9 

A number of initiatives to support the 

development of e-commerce - 关于扶持电

子商务发展的若干措施 

Actively develop new forms of e-

commerce such as live streaming e-

commerce. 
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Xiamen 2020/8/3 

Xiamen Live Broadcast E-commerce 

Development Action Plan (2020-2022) - 

厦门市直播电商发展行动方案(2020-

2022 年) 

Strive to achieve the annual turnover of 

live broadcast e-commerce exceeding 

RMB10 billion; and build Xiamen into 

a national live broadcast e-commerce 

hub city. 

Hebei Shijiazhuang 2020/7/27 

Shijiazhuang New Media Broadcast E-

commerce Demonstration City web 

celebrity Talent Growth Plan (2020-2021) 

- 石家庄市新媒体直播电商示范城市网

红人才成长计划(2020-2021 年) 

Build a domestic model city for new 

media live broadcast e-commerce; and 

quickly form a high-quality live 

broadcast talent teams covering a wide 

range of fields. 

Sichuan - 2020/4/8 

The Action Plan of Quality Sichuan Goods 

Live Streaming E-commerce: New Height 

of Network Traffic- 品质川货直播电商网

络流量新高地行动计划(2020-2022) 

Be a well-known regional live 

broadcast e-commerce network traffic 

center in the country. 

Shanghai Shanghai 2020/4/8 

The Action Plan of Shanghai Municipality 

to Promote the Development of Online 

New Economy (2020-2022) - 上海市促进

在线新经济发展行动方案(2020-2022) 

Build a highland with the international 

influence; and maintain the leading 

position in the area of online economy. 

Chongqing Chongqing 2020/5/10 

The Action Plan of Chongqing 

Municipality to Accelerate the 

Development of Live broadcast with 

Goods - 重庆市加快发展直播带货行动

计划 

Become the city of live broadcast 

applications, and the city of innovation 

Beijing Beijing 2020/6/10 

The Action Plan of Beijing to Promote 

New Consumption and Lead a Quality Life 

- 北京市促进新消费引领品质新生活行

动方案. 

Encourage physical store to promote 

new models such as live streaming e-

commerce 

Source: KPMG & AliResearch, 2020; Huxiu & Weimob, 2020; EO Intelligence, 2020 

 

Appendix B: Survey - Live streaming e-commerce in Denmark 

Q1 Please select your gender [Single choice] 

Option Count Percentage 

Male 60 40.27% 

Female 89 59.73% 

Number of respondents 149  

 

Q2 Please indicate your age range [Single choice] 
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Option Count Percentage 

Under 16 1 0.67% 

16-20 23 15.44% 

21-30 76 51.01% 

31-40 40 26.85% 

41-50 8 5.37% 

Above 50 1 0.67% 

Number of respondents 149  

 

Q3 Where do you come from? [Single choice] 

Option Count Percentage 

Denmark (skip Q4) 128 85.91% 

Any other countries in Europe 9 6.04% 

None of above 12 8.05% 

Number of respondents 149  

 

Q4 Have you been in Denmark for more than 5 years? [Single choice] 

Option Count Percentage 

Yes 17 80.95% 

No (terminate the survey) 4 19.05% 

Number of respondents 21  

 

Q5 How often do you normally purchase online? [Single choice] 

Option Count Percentage 

Less than 1 time a month 37 25.52% 

1-3 times a month 73 50.34% 

4-6 times a month 23 15.86% 

More than 6 times a month 12 8.28% 
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Number of respondents 145  

 

Q6 Would you expect to increase your online purchase after the COVID-19 period, compare with your shopping behavior 

before the pandemic? [Single choice] 

Option Count Percentage 

Yes, I will increase 58 40% 

No, I will be the same 69 47.59% 

No, I will decrease 18 12.41% 

Number of respondents 145  

 

Q7 What are the categories that you usually purchase online? [Multiple choice] 

Option Count Percentage 

Clothings 103 71.03% 

Shoes 65 44.83% 

Food & Drinks 42 28.97% 

Consumer Electronics 75 51.72% 

Travels 29 20% 

Books, Movies, Music & Games 63 43.45% 

Furniture & Household Goods 25 17.24% 

Cosmetics & Body care 58 40% 

Household Appliances 26 17.93% 

Sports & Outdoor Products 43 29.66% 

Others 22 15.17% 

Number of respondents 145  

 

Q8 To what extent, the following reasons would encourage you to purchase online? [Matrix-single choice] 

Option To a large extent No difference To a less extent 

Easy and saves time 117(80.69%) 18(12.41%) 10(6.9%) 
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Lower price 107(73.79%) 30(20.69%) 8(5.52%) 

Easy to compare products 102(70.34%) 30(20.69%) 13(8.97%) 

Unique products 47(32.41%) 68(46.9%) 30(20.69%) 

Always open 82(56.55%) 36(24.83%) 27(18.62%) 

Larger selection 109(75.17%) 24(16.55%) 12(8.28%) 

 

Q9 To what extent, the following reasons would discourage you from purchasing online? [Matrix-single choice] 

Option To a large extent No difference To a less extent 

Not enough information displayed 121(83.45%) 17(11.72%) 7(4.83%) 

Boring, less human contact/communication 25(17.24%) 41(28.28%) 79(54.48%) 

Product authenticity is questionable 106(73.1%) 34(23.45%) 5(3.45%) 

Hard to image product usage scenarios 54(37.24%) 47(32.41%) 44(30.34%) 

Return process is complicated 59(40.69%) 35(24.14%) 51(35.17%) 

Expensive return delivery charge 60(41.38%) 28(19.31%) 57(39.31%) 

 

Q10 Are there any other reasons that would discourage you from purchasing online? [Open end] 

 

Q11 What are the reasons you usually return your orders? [Multiple choice] 

Option Count Percentage 

Wrong size 89 61.38% 

Did not live up to my expectations 110 75.86% 

Damaged product 58 40% 

Regretted purchase 62 42.76% 

Others, please specify 0 0% 

Number of respondents 145  

 

 

From this section onwards, more questions related to live streaming will be asked 

 

Q12 Have you used anything with live streaming feature in Denmark? [Single choice] 
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Option Count Percentage 

Yes 74 51.03% 

No (skip Q13) 71 48.97% 

Number of respondents 145  

 

Q13 For which of the following categories have you experienced live streaming feature? [Multiple choice] 

Option Count Percentage 

Games 40 54.05% 

TV (including sports) 22 29.73% 

E-commerce/Online sales 5 6.76% 

Social media interaction 44 59.46% 

Others, please specify 0 0% 

Number of respondents 74  

 

Q14 Have you seen any products sold in the way of live broadcast in Denmark? [Single choice] 

Option Count Percentage 

Yes 27 18.62% 

No (skip Q15) 118 81.38% 

Number of respondents 145  

 

Q15 On which of the following social media platforms have you seen this live broadcast of the product? [Multiple choice] 

Option Count Percentage 

Facebook 18 66.67% 

Instagram 9 33.33% 

TikTok 4 14.81% 

Others, please specify: 6 22.22% 

Number of respondents 27  
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Q16 Are there any other friends or family members around you who have seen this e-commerce business model that 

products are sold in the way of live broadcast? [Single choice] 

Option Count Percentage 

Yes 48 33.1% 

No 97 66.9% 

Number of respondents 145  

 

Now, imagine there is a new format of online sales - which is called live streaming e-commerce (as shown in the following 

picture). It is a business model in which retailers, influencers, or celebrities sell products (or services) via online video 

streaming where the presenter demonstrates and discusses the offering and answers audience questions in real-time.  

 

 

 

You can find more information via a video by click on the following link: 

https://www.youtube.com/watch?v=elAEoeadhWY 

 

Q17 If online shops sell goods in this new way - live streaming e-commerce, to what extent will it influence your online 

purchase decision? [Single choice] 

Option Count Percentage 

https://r.wjx.com/redirect.aspx?url=https%3A%2F%2Fwww.youtube.com%2Fwatch%3Fv%3DelAEoeadhWY&activity=113558927
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Greatly increase 14 9.66% 

Slightly increase 70 48.28% 

No difference 60 41.38% 

Slightly decrease 1 0.69% 

Greatly decrease 0 0% 

Number of respondents 145  

 

Q18 Please indicate the reasons why you would consider increasing your purchase because of this live streaming selling 

mode? [Multiple choice] 

Option Count Percentage 

Know more information about the product 109 
75.17% 

Learn other knowledge/skills, such as goods usage, dress collocation and 

makeup tips 
55 

37.93% 

Entertaining, enrich my daily life 24 
16.55% 

Chance to interact, get more human contact 12 
8.28% 

Anchor/streamer is my favourite celebrity or influencer 22 
15.17% 

Provide product promotion or discount that can't find elsewhere 66 
45.52% 

Others, please specify 10 6.9% 

Number of respondents 145  

 

Q19 If any, please indicate the reasons why you may not want to watch the online sales through live broadcast? [Multiple 

choice] 

Option Count Percentage 

Concerns regarding products (such as authenticity, quality) still 

unsolved 
97 66.9% 

Worry about after sales 47 
32.41% 

Don't want to try new things 7 4.83% 

Don't trust the broadcaster 40 27.59% 
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Don't trust the live broadcast platform 18 
12.41% 

Others, please specify 7 4.83% 

No, I will definitely watch it 9 6.21% 

Number of respondents 145  

 

Q20 Which of the following categories are you most likely to consider buying through live broadcast? [Sort] 

Option Average score  

Apparels (including shoes) 6.39  

Consumer Electronics 3.46  

Cosmetics & Body care 2.9  

Books, Movies, Music & Games 2.55  

Food & Drinks 2.17  

Furniture & Household Goods 1.97  

Household Appliances 1.86  

Travels 0.97  

Others 0.54  

 

Q21 For how long (max) are you willing to watch this type of product sales through live broadcast? [Single choice] 

Option Count Percentage 

Under 30 minutes 123 84.83% 

About 1 hour 10 6.9% 

About 1.5 hours 7 4.83% 

About 2 hours 3 2.07% 

Above 2 hours 2 1.38% 

Number of respondents 145  
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Appendix C: The correlation between gender and willingness to adapt live e-commerce business model 

(Survey: Q1 and Q17) 

Q17 If online shops sell goods in this new way - live streaming e-commerce, to what extent, will it influence your online 

purchase decision? 

Gender Greatly increase Slightly increase No difference Slightly decrease Greatly decrease Count 

Male 6(10.17%) 21(35.59%) 32(54.24%) 0(0.00%) 0(0.00%) 59 

Female 8(9.30%) 49(56.98%) 28(32.56%) 1(1.16%) 0(0.00%) 86 

 

 


