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in China
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Introduction

As the world's largest and most innovative e-commerce market, China has fully embraced
livestream shopping, turning it into a cornerstone of social commerce. Livestreaming, where
hosts showcase and sell products in real-time to online audiences, has become a fast-
growing phenomenon, with top e-commerce platforms like Taobao, JD.com, and Douyin
(China's TikTok) driving its popularity. This interactive form of shopping combines
entertainment and instant purchasing and offers brands an unprecedented way to connect
with consumers and boost sales.

In this article, we'll explore the rise of livestream shopping in Ching, its impact on consumer
behavior, and how brands can successfully leverage this trend to thrive in a highly
competitive market.
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The Growth of
Livestream Shopping in China




1. Why Livestream Shopping is Booming

Livestream shopping aligns with two of China's most significant digital trends: social media and e-commerce
integration. Over 63% of Chinese internet users engage in livestream shopping, turning this experience into a
core component of online retail in China. This rapid growth has been fueled by:

Digital-first consumer mindset

CD With over 1 billion internet users, China’s digital infrastructure and tech-savvy population create an idedl
environment for new digital commerce experiences.

Social media integration

Platforms like Taobao Live, Douyin, and Kuaishou make it easy for users to interact with livestream hosts,
comment, and purchase products without leaving the app.

. Entertainment-driven shopping

(L Livestreaming combines entertainment with instant purchasing options, making the experience engaging
and rewarding for viewers.
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2. Impact on Consumer Behavior

Livestream shopping has transformed how consumers discover and purchase products in several ways:

Impulse Buying

These sessions' “live” nature creates urgency, often with limited-time offers, driving viewers to make quick
purchasing decisions.

Authenticity and Trust

Viewers can watch product demos in real time and ask questions, giving them confidence and
transparency in the products they purchase.

Increased Brand Loyalty

Interaction with brand ambassadors or popular Key Opinion Leaders (KOLs) during livestreams builds
emotional connections with the audience, reinforcing brand loyalty.
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How Brands Can Capitalize on
Livestream Shopping

For brands, the opportunity to connect directly with consumers through livestream shopping has
opened new possibilities to drive sales, increase brand visibility, and build stronger relationships with
audiences. Here are critical strategies for success:




1. Partnering with Key Opinion Leaders (KOLs) and
Key Opinion Consumers (KOCs)

KOLs and KOCs are central to successful livestream campaigns. With millions of followers, top KOLs—such as
Austin Li (aka “Lipstick King")—can draw massive audiences to a livestream, driving significant sales volume.

KOL Partnership Example

’% Estée Lauder teamed up with KOL Austin Li during a 2019 livestream and saw remarkable success, selling
over 14,000 units of one product in seconds. By partnering with trusted influencers, brands can access a

ready-made audience and boost consumer trust.

KOC Involvement

E Viewers can watch product demos in real time and ask questions, giving them confidence and transparency in
the products they purchase. KOCs, or micro-influencers, often have smaller but highly engaged audiences.

Brands leverage KOCs to create authentic, relatable endorsements ideal for targeting niche audiences.



2. Creating an Engaging and Entertaining
Shopping Experience

Livestream shopping thrives on the ability to entertain and inform viewers. Brands should focus on crafting
engaging content that balances product promotion with entertainment.

Interactive Features

Use live polls, audience Q&A sessions, and exclusive “flash sales” to keep viewers engaged and prompt quick
purchasing decisions.

Storytelling

Focus on product storytelling to build a connection with the audience. For example, luxury brands like Chanel

use livestreams to showcase the craftsmanship behind their products, creating a deeper connection with
viewers.



3. Offering Exclusive Deals and Limited-Time Offers

The urgency of limited-time deals is one of the strongest drivers of conversions in livestream shopping. Brands often
offer exclusive discounts, bundles, or early access to new products, prompting viewers to act quickly.
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Taobao's Singles' Day Livestreams

During China's Singles' Day (Double 11) sales
event, brands use exclusive livestream-only
discounts and flash deals to attract shoppers.
These exclusive deals drive a surge in viewership
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4. Optimizing for Mobile-First Shoppers

China's e-commerce is mobile-driven, and livestream shopping is no exception. Brands must ensure their live
streams and purchasing experiences are optimized for mobile devices, providing a seamless, quick, and engaging
experience on smaller screens.
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Douyin (TikTok) has become one of the fastest-
growing livestream shopping platforms by offering
a seamless in-app purchase experience. This
allows viewers to browse, buy, and watch on a
single platform. This mobile-first approach helps
brands reach a broader audience and cater to
China’'s mobile-savvy consumers.
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Case Studies of
Successful Livestream Campaigns




1. L'Oréal’s Partnership
with Austin Li

In a landmark livestream collaboration, L'Oréal partnered
with KOL Austin Li on Tmall, launching their latest skincare
product exclusively through his livestream. Li's enthusiastic
review and an exclusive offer drove incredible engagement,
with over 10 million viewers tuning in and nearly 100,000
units sold in one session. This successful campaign highlights
the power of KOLs in bridging brand trust with an engaged
audience.
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2. Perfect Diary’s Interactive
Livestreams on Douyin

Chinese cosmetics brand Perfect Diary has leveraged
Douyin’s live-streaming platform to build its brand and
gain traction in the highly competitive beauty market.
They create interactive livestream sessions where
consumers can vote on product shades, participate in
quizzes, and access flash sales. These strategies have
increased their follower base and generated millions in
sales, with livestreams accounting for over 20% of
their total online revenue.



3. Nike's Gamified
Livestreaming Approach

-

During the 2021 Singles' Day, Nike used
gamification in its livestreams on Taobao Live to
boost engagement and sales. Viewers could play
a “spin-the-wheel”" game to win discounts,
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exclusive products, and more. This interactive s
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approach led to higher engagement and a
record-breaking sales day, showcasing how
gamification can drive excitement and brand
loyalty in livestream shopping.
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The Future of Livestream Shopping in China

With advancements in technology, livestream shopping is evolving to include new features that promise an
even more engaging experience:

Augmented Reality (AR) Livestreams

AR technology allows viewers to try on products virtually during livestreams, which are particularly popular
in the beauty and fashion industries. AR livestreams create a more immersive experience and reduce the
gap between online and offline shopping.

Social Livestreaming

Platforms are experimenting with features that allow viewers to watch live streams with friends, making the
experience more social and collaborative, which is ideal for China’s highly social media-engaged market.

Al-Powered Recommendations

Al tools analyze viewer data in real-time to offer personalized product suggestions during live streams. This
enhances product relevance and tailors the experience, boosting conversion rates.
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Conclusion

Livestream shopping has emerged as a powerful force in China's e-commerce landscape, blending
entertainment, social engagement, and instant purchasing in a way that resonates deeply with
Chinese consumers. For international brands, investing in livestream shopping is not just an option—
it's necessary for success in Chinad's fast-paced, competitive market. By partnering with influential
KOLs, creating engaging content, and leveraging exclusive deals, brands can build trust, drive

sales, and cultivate loyal audiences through livestream shopping.

As the trend continues to grow, staying agile and innovative will be key for brands to tap into the
immense potential of China's livestream shopping phenomenon and capture the attention and

loyalty of one of the world's most dynamic consumer markets.
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Any questions?
Contact us

\. Phone: +972 505766198 E2d Email: dana@up2china.com & Website: www.up2china.com
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