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Abstract:
The rapid evolution of digital commerce has led to 
the emergence of stream-selling platforms, which 
combine live streaming and e-commerce to create an 
engaging shopping experience. This study examines the 
development and competitive landscape of key players 
in this sector, including TikTok, Instagram, Wotobuy, 
Kwai, and Aliexpress. By studying the development trends 
of platforms, it reveals the driving force of technology 
on business models. And compared and analyzed their 
respective situations to compare the different business 
models. Each platform employs unique strategies to 
attract users and optimize sales, using its distinct features 
such as algorithm-driven recommendations, influencer 
partnerships, and interactive content. The competition 
among these platforms is characterized by rapid 
innovation, evolving consumer preferences, and strategic 
collaborations, highlighting the dynamic nature of the 
stream-selling industry. This analysis provides insights 
into the trends shaping the future of e-commerce and the 
implications for businesses seeking to use live streaming as 
a sales tool.
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1. Introduction
In recent years, live streaming has emerged as a 
significant mode of online commerce, transforming 
how consumers engage with products and services. 
This evolution has been driven by the integration of 
real-time interactions between sellers and buyers, 
fostering a more dynamic and personalized shopping 
experience. Platforms that support live streaming 
sales, such as those in Asia and Western markets, 
have seen rapid growth as businesses adapt to shift-
ing consumer behaviors. This development, how-
ever, has also intensified competition among these 

platforms, each vying to provide the most innovative 
features and secure a loyal user base. As companies 
invest in differentiated strategies to capture market 
share, understanding the key factors that contribute 
to platform success becomes crucial for businesses, 
policymakers, and investors alike. Exploring how 
different live-streaming sales platforms develop 
and compete provides insight into broader trends in 
e-commerce, technology adoption, and digital mar-
keting. It also sheds light on consumer preferences 
and the economic potential of integrating live inter-
action with shopping, which could reshape future 
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commerce landscapes. Thus, examining this topic offers a 
valuable perspective on the evolving dynamics within the 
digital economy [1-3].
This research explores the competition and development 
within this burgeoning sector, focusing on how live 
streaming integrates dynamic engagement strategies to 
enhance consumer experience and drive sales. The impor-
tance of this topic lies in the rapid growth and innovation 
within the industry, which has become a pivotal channel 
for brands and influencers to connect with audiences. Un-
derstanding the competitive dynamics and development 
trends is crucial for stakeholders aiming to capitalize 
on this trend. By analyzing market strategies, consumer 
behavior, and technological advancements, the research 
provides insights into how live-streaming platforms can 
leverage their unique features to maintain a competitive 
edge. As businesses seek to navigate this evolving market, 
identifying successful practices and potential pitfalls be-
comes essential for strategic planning. This study not only 
contributes to academic literature but also offers practical 
guidance for industry players striving to optimize their 
live-streaming sales approaches and sustain growth in a 
highly competitive environment.

2. The Development Process of Live 
Streaming Sales
The concept of live streaming dates back to the early 
2000s, but it wasn’t until the advent of high-speed inter-
net and smartphones that it gained widespread popularity. 
Platforms like YouTube, launched in 2005, allowed users 
to upload and share videos, paving the way for future 
live-streaming applications. However, it was the emer-
gence of dedicated live-streaming platforms in the late 
2010s that set the stage for stream selling. The turning 
point for live streaming came with the launch of platforms 
like Twitch in 2011, primarily focused on gaming. Twitch 
demonstrated the power of real-time interaction between 
content creators and audiences, fostering community en-
gagement [4-6].
This model inspired other industries to explore live 
streaming as a marketing tool. In China, platforms like 
Douyin (the Chinese version of TikTok) and Kwai be-
gan integrating e-commerce features, allowing users 
to purchase products directly from live streams. These 
platforms quickly gained traction, with influencers show-
casing products in real-time and driving significant sales. 
By 2016, the concept of stream selling started to take 
shape, particularly in China. The first significant wave 
of stream selling occurred during major shopping events 
like Singles’ Day, where brands leveraged influencers to 

showcase products live. The combination of entertainment 
and shopping created an engaging experience, leading to 
substantial sales growth. For example, during the 2020 
Singles’ Day event, Chinese e-commerce giant Alibaba 
reported that live-streaming sales generated billions of 
dollars within hours. Influencers like Li Jiaqi, known as 
the “Lipstick King,” became household names, with his 
live streams often drawing millions of viewers and result-
ing in rapid product sales. The success of stream selling in 
China caught the attention of global brands and platforms. 
In the United States, companies like Amazon began ex-
perimenting with live streaming to enhance customer 
engagement. Amazon Live, launched in 2019, allowed 
brands to showcase their products through live demon-
strations. This shift reflected a growing recognition of the 
effectiveness of live commerce in capturing consumer at-
tention. Other platforms, such as Facebook and Instagram, 
also embraced live shopping features. Facebook Live and 
Instagram Live enabled brands to connect with their au-
diences in real-time, facilitating product showcases and 
direct sales. The integration of shopping tags and check-
out features streamlined the purchasing process, making it 
easier for consumers to buy products while watching. As 
stream-selling platforms evolved, technological advance-
ments played a crucial role. Improvements in mobile tech-
nology, internet connectivity, and streaming quality en-
hanced the user experience. Augmented reality (AR) and 
virtual reality (VR) began to emerge, providing immersive 
shopping experiences. Brands started incorporating AR to 
allow consumers to visualize products in their own spac-
es, further blurring the lines between online and offline 
shopping. Additionally, the integration of AI and machine 
learning facilitated personalized recommendations based 
on viewing habits and preferences. This tailored approach 
increased engagement and conversion rates, making 
stream-selling platforms more attractive to brands [7,8].

3. Platform Comparative Analysis
The competitive landscape of live-streaming sales plat-
forms has seen rapid evolution, with major players such 
as TikTok, Instagram, Wotobuy, Kwai, and AliExpress 
leading the charge. These platforms, while distinct in 
origin and user demographics, share a common goal of 
capitalizing on the intersection of social engagement and 
e-commerce. However, the strategies and development 
paths they follow reveal nuanced differences in how they 
approach this burgeoning market.
TikTok, known for its short-form, viral video content, has 
expanded its capabilities to include live-streaming sales in 
response to growing consumer interest in more engaging, 
real-time shopping experiences. The platform’s ability to 
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leverage its massive user base, combined with its sophis-
ticated algorithm, allows for highly personalized content 
recommendations, which in turn benefits sellers by target-
ing niche audiences more effectively. TikTok’s integration 
of entertainment and commerce has created a seamless 
shopping experience, where users can discover products 
through influencers and brands without leaving the app. 
This has been especially popular in markets like China 
and the U.S., where live-streaming commerce is gaining 
traction [9].
Instagram, a pioneer in social media-driven e-commerce, 
has also embraced live-streaming sales as part of its 
broader push to monetize content creation and drive prod-
uct discovery. Unlike TikTok, Instagram’s live shopping 
feature is a natural extension of its existing e-commerce 
tools, such as product tagging in posts and the shopping 
tab. Instagram focuses heavily on influencer-driven sales, 
where brand ambassadors and content creators play a 
pivotal role in pushing products during live streams. Its 
visually oriented interface and strong brand partnerships 
have allowed it to foster an environment where social cap-
ital translates directly into consumer trust and purchasing 
power. Instagram’s platform has become a key destination 
for curated, premium live shopping experiences, particu-
larly for fashion and lifestyle products, catering to a more 
affluent, global user base [10].
Wotobuy is a newer entrant into the live-streaming e-com-
merce market but is positioning itself to serve a unique 
niche. With a focus on affordable and trendy products, 
Wotobuy targets younger, price-sensitive consumers. The 
platform differentiates itself through its integration of so-
cial sharing features and community-based recommenda-
tions, allowing users to interact more organically with the 
platform and each other. In this way, Wotobuy taps into 
the power of peer influence, where user-generated content 
can drive product visibility and credibility. Its focus on 
low-cost products also gives it a competitive edge in mar-
kets where price sensitivity is high, although this comes 
at the cost of premium positioning compared to platforms 
like Instagram.
Kwai, often seen as a rival to TikTok in several markets, 
has adopted a similar approach in terms of integrating live 
streaming with short videos and e-commerce. Kwai’s user 
base, however, tends to skew more toward rural and low-
er-income consumers, particularly in emerging markets 
like Brazil and Southeast Asia. Kwai’s strength lies in its 
grassroots appeal and its ability to democratize content 
creation, making it accessible to users who may not have 
access to the high-end technology or disposable income 
that platforms like Instagram attract. As a result, Kwai’s 
live-streaming sales tend to focus on more affordable, ev-
eryday products, with a more relaxed, informal approach 

to marketing compared to the highly polished content typ-
ical of TikTok or Instagram.
AliExpress, as part of the Alibaba ecosystem, brings a 
different dimension to live streaming sales. AliExpress 
leverages Alibaba’s vast logistics network and supplier re-
lationships to provide a robust e-commerce infrastructure 
that can support large-scale live-streaming events. The 
platform has successfully adopted live streaming as part of 
its broader strategy to integrate entertainment with shop-
ping, especially in China, where this model has been par-
ticularly successful. AliExpress uses data-driven insights 
from Alibaba’s ecosystem to curate product recommenda-
tions and provide a more personalized shopping experi-
ence. Its focus, however, remains heavily on international 
cross-border sales, particularly targeting cost-conscious 
consumers outside of China who seek access to affordable 
goods. This global approach differentiates AliExpress 
from other platforms, which tend to focus more on local-
ized markets and user experiences.
In comparing these platforms, it becomes clear that while 
all aim to capture the growing demand for live-streaming 
e-commerce, they do so through different approaches 
tailored to their respective user bases. TikTok and Insta-
gram prioritize influencer-driven, highly curated shopping 
experiences, while Wotobuy and Kwai cater to younger 
or more budget-conscious consumers through affordable, 
community-oriented offerings. AliExpress, on the other 
hand, focuses on scaling the live streaming model global-
ly, with a particular emphasis on cross-border commerce. 
Each platform’s competitive advantage lies in its ability 
to leverage its unique strengths, whether it be TikTok’s 
algorithm, Instagram’s brand partnerships, Wotobuy’s so-
cial community, Kwai’s grassroots appeal, or AliExpress’ 
logistical prowess, all of which shape the evolving land-
scape of live streaming sales.

4. Challenges and Prospects
Live streaming e-commerce is rapidly evolving into a 
dynamic and influential sector, reshaping the online shop-
ping landscape. This trend is characterized by a seamless 
integration with social media platforms like TikTok, 
Instagram, and Facebook, which enhances consumer en-
gagement and broadens brand reach. Initially dominated 
by fashion and beauty products, live streaming is diversi-
fying into various categories, including electronics, home 
goods, and even groceries, reflecting changing consumer 
preferences. The format’s real-time interactivity—featur-
ing viewer chats, polls, and quizzes—creates a more im-
mersive shopping experience, fostering urgency and con-
nection that traditional advertising often lacks. Successful 
strategies in this space leverage partnerships with trusted 
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influencers, enhancing credibility and drawing in larger 
audiences. High-quality content production that combines 
storytelling with product promotion captivates viewers, 
encouraging them to return for future streams. Addition-
ally, utilizing data-driven insights allows brands to better 
understand viewer preferences, leading to personalized 
recommendations that enhance consumer satisfaction. As 
the industry matures, we can anticipate increased regulato-
ry oversight to ensure fair practices, along with technolog-
ical innovations like augmented reality (AR) and virtual 
reality (VR) that could revolutionize how consumers vi-
sualize and interact with products. Moreover, as environ-
mental consciousness grows among consumers, a focus 
on sustainability will become paramount, prompting plat-
forms to spotlight eco-friendly products and practices. Im-
proved logistics and payment solutions will further facili-
tate cross-border transactions, enabling brands to tap into 
international markets more effectively. In this competitive 
landscape, platforms that embrace these trends, prioritize 
authentic connections with consumers, and adapt to mar-
ket demands will be well-positioned for long-term success 
in the global marketplace, redefining how we shop and en-
gage with brands. Developing a streaming selling platform 
globally presents several challenges, including navigating 
diverse regulatory compliance across regions, integrating 
varied payment systems to meet local preferences, and un-
derstanding cultural differences that influence consumer 
behavior. Additionally, building a robust technical infra-
structure capable of handling high traffic while ensuring 
an intuitive user experience is essential. The competitive 
landscape is saturated, requiring unique value propositions 
to stand out, while logistics and fulfillment add complexi-
ty to inventory and shipping management. Effective mar-
keting strategies must resonate with local audiences, and 
ensuring data privacy and security compliance is critical 
to maintain user trust. Overall, continuous innovation and 
adaptation to technological advancements and evolving 
consumer expectations are crucial for success. The future 
of live-streaming e-commerce, both in China and global-
ly, is set for rapid evolution, driven by technological ad-
vancements and shifting consumer preferences. In China, 
live-streaming will continue to thrive, with platforms like 
Douyin and Alibaba’s online shopping. Live dominates, as 
they integrate AI and VR technologies to offer more im-
mersive and interactive shopping experiences. The trend 
will move beyond traditional retail to include sectors such 
as education, real estate, and tourism, expanding its reach. 
Globally, the market will see major growth, especially in 
emerging regions like Southeast Asia and Latin America, 
where mobile commerce is on the rise. Platforms like 
TikTok and Instagram will likely lead in the West, incor-
porating more sophisticated algorithms to boost personal-

ized shopping. Cross-border live-streaming sales will also 
increase, facilitated by improved logistics networks. Ul-
timately, the platforms that succeed will be those that can 
adapt to technological changes, create highly engaging, 
community-driven content, and offer seamless shopping 
experiences. Consumer trust, real-time interactivity, and 
exclusive deals will remain key factors driving success. 
As live-streaming e-commerce matures, we can expect it 
to blur the lines between entertainment, social media, and 
retail, transforming global commerce in unprecedented 
ways.

5. Conclusion
This study examined the development and competition 
among live-streaming e-commerce platforms, focusing on 
major players such as TikTok, Instagram, Wotobuy, Kwai, 
and AliExpress. Through an analysis of each platform’s 
strategies, user base, and key features, it highlights how 
live-streaming sales have emerged as a powerful force 
reshaping the e-commerce landscape. The research under-
scores the importance of understanding the different ap-
proaches taken by these platforms as they adapt to a rap-
idly growing market and shifting consumer expectations.
The main findings reveal that while all platforms are com-
peting for dominance in live-streaming e-commerce, their 
success depends on leveraging their unique strengths. 
TikTok and Instagram excel in influencer-driven, curated 
shopping experiences, while Wotobuy and Kwai focus 
on affordability and community-driven interaction. Ali-
Express, with its vast logistical network, is positioned to 
expand live-streaming commerce globally, particularly in 
cross-border sales. A common thread among these plat-
forms is the increasing integration of entertainment with 
commerce, which enhances user engagement and builds 
consumer trust.
The study provides several key insights and recommen-
dations. First, platforms should continue investing in 
technologies such as AI, VR, and real-time data analytics 
to personalize and enhance the shopping experience. Ad-
ditionally, fostering strong relationships with influencers 
and content creators will remain critical for driving sales. 
Platforms must also adapt to evolving market conditions 
and consumer preferences, particularly in emerging re-
gions where mobile commerce is expanding rapidly.
Looking ahead, the live-streaming e-commerce sector 
is poised for continued growth, especially as it becomes 
further intertwined with social media, entertainment, and 
retail. The platforms that can create seamless, interac-
tive, and trust-driven environments will likely succeed in 
capturing a larger share of the global market. Ultimately, 
this research highlights the transformative potential of 
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live-streaming sales in reshaping the future of commerce.
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