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Abstract: As e-commerce continues to grow on a rapid scale, the rise of new technological innovations
has come about, such as that of live stream commerce, which has risen rapidly throughout China
through the successful case of Taobao Live. Therefore, this research project is focused on live
stream retailing as an e-commerce innovation to understand how the key aspects, such as usability,
functionality, interaction, and, in general, how its success can be transferred into Western society. A
mixed methods approach is taken to collect the crucial data that are needed to understand the current
behaviours of British consumers and to understand their preferred methods of shopping and why.
This study presents robust recommendations from the collected data, providing strategic insight
into the adoption of live stream retailing in the West and incorporating the development of a live
stream commerce plug-in prototype that has the potential to be transferred compatibility into any
business model.

Keywords: British retailing sector; live stream; user experience research; e-commerce; open innovation

1. Introduction

In recent years, there have been significant changes in technology and its adoption,
whether for personal use or organisational. In addition, technology is enhancing how we
behave and how applications themselves are used [1]. One of the biggest changes, mainly
seen in Asia, is the adoption of live streaming, whether this is for daily entertainment,
gaming, or retail shopping [2]. It allows anyone to share their experience through live
events and engage with followers [3,4]. One of the most significant developments in
the retail industry is the adoption of live streaming commerce to advertise products and
engage potential buyers [5,6]. To put this into perspective, Chinese ‘live stream-based
retailing’ has already provided significant support for the growth of this area, and in 2020
alone, it was projected that GBP 98 billion would be generated in China from e-commerce
live streaming [7]. Yet, in the UK, especially during the COVID-19 times, alongside the
high unemployment figures, SMEs have been suffering from a significant loss in sales
and interaction, both due to closures and lack of technological adoption. Therefore, the
potential of utilising live stream commerce is an area that needs to be explored. In the
current literature, there is minimal discussion around how successful cases of live stream
retailing can be transferred into Western society. This project will therefore investigate the
literature around the topic of live streaming, analyse current cases of adoption, and engage
with stakeholders to evaluate the current usage of live streaming.

The aim of this research is to investigate how the phenomenon of Chinese live stream-
based retailing can enhance and transform the traditional method of British retailing. The
key aim here is to critically analyse how live streaming is currently being adopted to
support online retailing in China. These findings will be used to critically evaluate the
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online shopping experience of British consumers. Leading on from this, potential design
strategies will be developed to contribute to enhancing the UK retailing sector in terms of
adopting the phenomenon of live streaming as a method of improving usability, interaction,
satisfaction, and the overall user experience. The following research question has been
outlined: ‘What can we learn from the successful case of Chinese live stream-based retailing to
enhance and transform how technology is used in the traditional British retailing sector?’.

2. Related Work

While the topic of live streaming, as an open and innovative approach, is an area that
holds in-depth research when it comes to gaming or social media, literature on the investi-
gation and analysis of live stream commerce is considerably sparse, even though in recent
years it has become a popular topic and the usage of it is growing rapidly [8–10]. Despite
prior literature around the UK retailing sector showing significant adoption towards the
use of omnichannel marketing that relies on the heavy usage of online communication to
influence customer purchase intention [11,12], the global pandemic has shifted how we as
consumers shop [13,14]. Hence, investigating alternative methods that are beneficial to the
likes of self-employed shop owners, SMEs, or rural stores is crucial to the survival of the
UK retailing sector. Therefore, this literature review will explore and investigate the cur-
rent literature around the topic of live streaming in general, providing insight and critical
discussions into how current cases of its adoption can be reflected upon and utilised in
the transformation and innovation of technology currently being utilised in the traditional
British retailing sector.

2.1. The Influence of Technology on Day-to-Day Life

The rapid development of technology is reshaping how we interact with daily dis-
course and activities, such as working, education, communication, and even shopping [15].
Technology and open innovation have shifted how we behave, and in recent years, the
definition of a person’s lifestyle has changed significantly [16–18]. Previously, we would
go about our daily life by commuting to a store, browsing clothing, or going to book
an appointment physically. However, technology has gained a vast amount of attention
from the younger demographic, more commonly known as ‘Millennials’ [19], which has
consequently altered how society in general goes about said activities.

A key example of how technology has influenced our day-to-day lives is internet
usage. In 2020, internet usage in the UK saw an increase of 2%, likely due to the ongoing
COVID-19 pandemic and how using the internet has become more of a convenience (see
Figure 1). This increase has indicated that in 2020, 92% of adults in the UK alone were
recent users, with an estimated weekly usage of 24.9 h of activity [20].
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This internet usage is a significant factor in the success of multiple online applications,
such as the usage of food delivery applications such as Deliveroo, Ubereats, or Hungry
Panda, which are changing how we eat out. Rather than physically going to eat out in a
restaurant, these applications have brought the restaurant to the customer [21]. Likewise,
with omnichannel retailing, as a result of the internet and the significant adoption of it
by the likes of key retailers such as ASOS and Next, customer purchase intentions will
never be the same and the retail sector is seeing fewer and fewer brick-and-mortar stores
as a result of this shift online [22]. Additionally, another noteworthy example is that of
work-related purposes, and this is the utilisation of Microsoft Teams, which saw a daily
global increase from 75 million users in April 2020 to 145 million as of April 2021 [23].
This 103% increase is the result of work transitioning into the online domain and a hybrid
working model being adopted within organisations [24].

Finally, one of the most societally and economically impactful technological devel-
opments is that of social live streaming services (SLSS), more commonly known as live
streaming [25]. Live streaming, in general, has seen an increase in the number of users in the
past two years, and in the UK, one of the most popular live streaming applications, Twitch,
is currently seeing daily traffic of approximately 1.2 million active users [26]. According
to McKinsey [6], it was reported that with how rapidly live stream commerce is growing,
sales in China alone are expected to reach USD 423 billion by 2022. Additionally, it was also
reported that the US live streaming market was forecasted to reach USD 11 billion by the
end of 2021 and double to USD 25 billion by 2023 [27]. Therefore, the significance of live
streaming in general is shifting the way we, as consumers, are utilising different methods
to carry out our daily activities, and this method of interactivity is beneficial.

2.2. The Term ‘Live Streaming’ in Context

Live streaming does not have a universal definition even though it has been around for
almost two decades; however, it has been defined in gaming as a new media that ‘integrates’
conventional broadcasting with social media [28]. Whereas Lu [29] defines live streaming
as a synchronous, real-time interaction between users and streamers. However, Bründl
and Hess define live streaming in a more valuable way and allow for a more universal
definition, as they describe it as a place where users can both broadcast their own and
watch other users’ live content, alongside synchronously interacting with social functions
such as chatting, following, and subscribing [30].

Live streaming enables users to carry out multiple actions in an online space to increase
interactivity with others [31]. These activities range from sharing videos, screen-capturing
gameplay, communicating, and through chat functions in real-time [3]. Currently, live
streaming has been heavily utilised by social media platforms such as Facebook, Instagram,
and YouTube. Although live streaming is not a new trend, it has yet to reach the commerce
level it has in Asia, and in the West, they are lacking the ‘live stream’ element of success [29].
In recent years, live streaming has prospered due to key social media platforms adopting
this new type of communication [32]. This has likely come about, as mentioned earlier,
due to the rapid growth in internet users during the past year as a result of technological
developments and COVID-19. In the latter quarter of 2020 alone, it was reported that over
8.26 billion hours of unique content were watched live across all streaming platforms [26].
From these statistics, we can see that going forward, its usage is going to continue to grow
as this method of interaction is becoming the social norm (see Figure 2). Additionally, due
to COVID-19, a significant number of streamers took to streaming after losing their jobs, as
these platforms allowed for content to be freely created and opened an environment for
users to engage and interact with this prospering new media [32]. This is an important
factor when it comes to the success of live stream commerce, and why it is necessary to
investigate this area in more depth, especially considering it is anticipated that 82% of
internet usage will come from streaming by 2022 [33].
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2.3. ‘Live Stream Commerce’ Defined

According to Cai and Wohn, live stream commerce is the integration of e-commerce
and real-time, synchronous interaction [34]. It allows for the live activity of selling products
online via a ‘streamer’ introducing and demonstrating products, in turn motivating pur-
chase intention [35]. It has been described as a novel shopping environment that facilitates
a virtual space for viewers to watch and interact with the streamer and vice versa, which in
turn promotes user attachment and enables streamers to build up a customer base [36].

Live stream commerce is an industry that has become increasingly popular among
Chinese consumers, generating immense interest between society and researchers [8].
Particularly in China, there are multiple successful platforms that adopt live streaming,
such as Taobao Live, Baidu, and Bilibili [22]. However, unlike the typical live streaming
applications in the West that focus on live streaming gaming or communication (i.e., Twitch),
China has created a business transformation in how the e-commerce sector operates,
and in May 2016, Alibaba (China’s biggest commerce company) introduced Taobao Live,
unexpectedly creating the next wave of the e-commerce revolution [6].

Taobao is an integrated online shopping platform that combines the typical online
shopping ability with a plethora of additions, for example, live streaming, which enables
users to interact, comment, and ask questions through live streaming capabilities [37]. As
a result of this transformation, in less than five years, China’s live streaming commerce
strategy has seen a rapid market growth that has sky-rocketed the e-commerce market size,
with an estimated market size of 1.2 trillion yuan, roughly USD 184 billion [22].

Clearly, Chinese companies can transform their businesses rapidly as the market
changes. When looking into the main social media platforms, compatibility is an aspect
they have considered significantly, which enables the adoption of a new functionality to be
integrated swiftly, as shown in Alibaba’s original integration of Taobao. From a business
and social media perspective, compatibility is a significant aspect; companies are very
quick to amend their current operations and integrate new ventures. This is an important
finding that would be beneficial to all operating businesses, especially when it comes to
the topic of the past two years, in which we saw a significant number of businesses close
worldwide due to COVID-19 [38].

China has enabled hundreds of self-owned or family-owned businesses to prosper
not only through the global lockdowns but also, in general, through live streaming com-
merce [39]. For example, despite facing large disruptions during the pandemic, small busi-
nesses and farmers in China boomed, whereas those in other countries suffered. China’s
success is thanks to the adoption of live streaming commerce, which helped develop ‘rural
live streaming initiatives’ to help those who would have most likely suffered administration
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succeed and remain afloat [40]. Therefore, while there has been less adoption of live stream-
ing applications that are separate from the generic social media and gaming platforms, such
as Facebook or Twitch, it is imperative that the successful case of Chinese live commerce is
reflected upon by the West. Thus, consequently leading back to the research question, it
is important to investigate the current user behaviour within e-commerce and investigate
what the limitations are, but also what the benefits of live stream commerce are.

2.4. User Behaviour in e-Commerce

Two decades ago, Kalakota and Whinston defined e-commerce as utilising technology
to exchange merchandise online [41]. However, nowadays, the definition has shifted and
has now been defined as the operational activity that involves the use of the internet to
transact business [42]. To add to this, Vladimir highlights that e-commerce refers to the
exchange of online data and transacting business through telecommunication (i.e., the
internet) [43].

Nowadays, e-commerce has shifted how consumers shop and has brought the shop-
ping experience even closer to the consumer through computer and mobile integration.
In e-commerce, consumer behaviour differs greatly than it would in traditional brick-
and-mortar settings [44]. The biggest impact that e-commerce has had is on consumer
behaviour and their habits, which is due to a magnitude of reasons as reported by Bragg as
follows: 1. convenience; 2. unrestricted purchasing (i.e., 24/7); 3. time-saving; 4. options; 5.
accessibility [45]. These behavioural changes have come about due to various reasons that
relate to the changing human lifestyle, such as time constraints or work [46]. However, it
was noted by researchers Mehta, Saxana, and Purohit that consumer behaviour is shifting
again, and customers are searching for a more satisfying customer journey [47].

2.4.1. Customer Satisfaction in Online Commerce

Customer satisfaction is the most important element of the whole customer journey.
It is an organisation’s natural resource, and without it, they could fail; therefore, it is
imperative that this is preserved [48]. Oliver defines customer satisfaction as the customer’s
fulfilment ‘response’; it is an experience that a service or product provides [49]. While this
is a universal definition, a definition by Chang et al. goes more in-depth, defining customer
satisfaction as the psychological reaction between a customer and their experience between
an expectation of service and the received service [50].

The biggest challenge that online retailers are facing today is maintaining satisfaction
levels, especially with sales shifting online [51]. Research by Kurata and Nam found that
in-person customer satisfaction levels are often maximised by the utilisation of commu-
nication, engagement, and gaining quick responses to questions; however, where online
commerce has taken dominance, meeting these core elements has become challenging [52].
When shopping online, consumers are generally looking for interaction; however, a further
aspect they are looking for is social interaction, which acts as an influencer to purchase
intention. It was found in a recent study that customers view their computer as a digital
social actor, and if the presence of a live chat function is not there, they are often left
unsatisfied when it comes to the social aspect of their experience [53]. Additionally, it was
also found that even when a live chat function is available, wait times can often be quite
lengthy, influencing dissatisfaction [53]. Furthermore, chatbots with automated responses
were found to decrease satisfaction levels as they lacked the real support customers wanted
to experience while shopping online; these being empathy, responsiveness, assurance, and
reliability [53]. Moreover, customers often found that product reviews were a core influ-
encer in the decision-making process; however, this has now become less of an influence as
studies have found that some organisations try and publish fake and inaccurate reviews of
their products to increase the reputation of their service [54]. On the other hand, as clothing
stores began to close and only have an online presence, viewing products you will only
see upon arrival is now a big disadvantage to customer purchase intention; however, live
stream commerce can facilitate this gap.
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Due to these implications, and a lack of real social interaction, it has been reported
that a significant number of transactions fall through due to negative customer satisfac-
tion [55,56]. Additionally, due to COVID-19, customers are now frightened or prefer not to
go into physical stores [57,58]. Thus, it is imperative that the influence of purchase intention
and customer satisfaction is retained online.

2.4.2. How Customer or User Satisfaction Is Met through Live Stream Commerce

To be successful, a company must ensure it delivers high-quality experiences, which
often create loyalty [59]. These high levels of satisfaction require high levels of service
quality too, as this is the key to obtaining favourable behaviour [60]. Live stream commerce
can impact customer purchase intention, and this is done through boosting satisfaction
levels. For example, there are multiple ways consumers can be engaged or express their
satisfaction in live stream commerce, as shown in Table 1.

Table 1. Methods in which viewers can be engaged or express their satisfaction in live stream
commerce.

Chat Functions users can chat amongst each other, express their opinions
and questions via chat functions in a live stream

Viewership
often associated with high user or customer interest, the

more viewers the more customers and in turn
more satisfaction

Followership
users can show their loyalty or interest in a streamer

through following their channel, which will alert them
when they next go live

Channel Subscription
users can show their loyalty and satisfaction to a streamer

by paying a monthly/annual subscription, which also reaps
user benefits

Monetary Donations users are able to send monetary gifts or donations to their
streamers, in Twitch these are known as ‘Bits’

A recent study found that the exchanging of virtual gifts increases customer satis-
faction, as the responses users gain from the streamer act as a positive influence on their
emotions, encouraging purchase intention [32,61]. Thus, in contrast to traditional shopping
in brick-and-mortar stores, these web-based social interactions act as a motivator and
influence when it comes to purchasing intention. Additionally, with live stream commerce,
consumers can view products in real-time, ask questions, and view them being demon-
strated from multiple angles. However, when shopping online, you can view clothing in a
flat form via an image that does not encourage customer purchase intention at all. Similar
to customer reviews, these are often untruthful or deemed an inaccurate representation of
opinions as they are often skewed [54]. Furthermore, when a live stream is taking place,
applications such as Taobao allow consumers to post their comments in the chat, enabling
their questions to be answered (see Figure 3).

Overall, this functionality enables the consumer to have the freedom of interacting
with others, asking questions, and voicing their opinions, all of which help with current
customer purchase intention and satisfaction. To add to the above, the additional benefits
of engaging with a live streamer are credibility, after-care, trust, and loyalty.

In general, a combination of both chat functionality and intractability available within
the user interface of the application results in live stream commerce delivering a more
narrative experience, as consumers are more engaged in the process and can receive the
social interaction they strive for [39,62]. This is a core element to the success of the business
as the customer journey becomes flawless [62].
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2.5. Core Usability Principles within Live Streaming

The early adoption of live streaming did not reach its full potential due to accessibility,
or technological and social barriers [39]. In general, there are the following two key com-
ponents in live streaming: 1. interactivity; 2. usability [63]. It was noted that interactivity
makes live streaming engaging for consumers as they can view products in real-time and
ask questions, unlike traditional online commerce the West use [64]. Whereas usability
relates to the user interface of the application itself, what the layout of the core functions
(i.e., chat, follow) is, and how simple it is to interact with [65]. However, in live streaming
applications, there are many functions that a user can interact with, such as the ‘picture
in picture’ strategy, which is frequently utilised in interface design. This can potentially
enhance the convenience of video watching during the experience (e.g., by checking details
of products) or provide a multi-task operation, for example, logging into the payment page.
More importantly, it could support users to be engaged in limited-time sale events. Users
could then have more time to freely switch between live stream sessions and product pages.
These functionalities ensure the user can utilise the application easily while interacting
with various aspects. Customised on-demand components were also designed in the user
interface of Taobao live streaming to support consumers to get to know which products
they would like to get to know more about. Users can not only watch previously recorded
videos but can still ask for a specific product to be featured and demonstrated. Compared
to earlier studies that emphasised understanding live stream practises in general and po-
tential challenges faced, there were very few insights and discussions into the designing
of a novel user interface that promotes the various services mentioned above [39]. This is
strengthened by Huang and Benyoucef, who found that there are the following features
that are imperative to ‘effective’ e-commerce: usability; the quality of information; the
quality of website; customer service; enjoyability [66].
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2.6. The Dynamics of Open Innovation in Retail Commerce

Open innovation is a holistic approach that has a focus on innovation management [67].
It systematically encourages the investigation into a plethora of macro and micro sources
of opportunities with regard to innovation and how these opportunities can be exploited
through multiple channels [67–69]. It contributes to an organisation’s capability through
seizing opportunities and creating a knowledge base by stimulating new ideas, behaviours,
and approach modifications [70]. This relates heavily to retail commerce and how both e-
commerce and m-commerce have begun to be adopted through many retailers, such as Next
and Alibaba, for example. As stated by many researchers, the fourth industrial revolution
has seen the brunt of open innovation and its rapid growth due to innovation culture [70,71],
which is based on consumers or users wanting to integrate anything desirable or useful into
their experience, often as a result of a societal shift (i.e., COVID-10), thus proposing the need
to understand innovation culture and how it can control open innovation dynamics and its
augmentation [72]. Therefore, based on this, we can see how e-commerce and m-commerce
have rapidly adapted due to cultural and societal impact, such as the likes of Alibaba and
how live stream commerce has taken off so successfully in China. Thus, understanding
the dynamics of open innovation in retail commerce is of great importance [18], as it has
been stated that it is built on values such as creativity, flexibility, and curiosity because of
the openness it requires [73,74]. This paper will do this by investigating how live stream
commerce can support retail operations within the UK retailing industry.

2.7. The Ethics and Social Aspects of Technology

The purpose of designing technology is often related to a service or to providing a
specific function. For example, a messaging application that has the purpose of enabling a
person-to-person contact via telecommunications [75]. Nowadays, technology is growing
even bigger, and the ethical and social aspects behind it are also increasing. There are several
ethical factors when it comes to technology, its adoption, and daily use. Sommerville refers
to ethics as the governing, conducting, and principles of behaviour [76]. It is imperative
as an organisation, a developer, or even a software engineer to consider the potential
implications a piece of technology will have when it comes to the collection, storage, and
usage of data, as well as other aspects such as accessibility. Secondly, while the adoption
of technology is essentially mandatory for most business operations, there are several
impacts these technological developments may have on society, such as health issues,
unemployment, and so on. A key example of how technology is negatively impacting
society is through the usage of artificial intelligence and algorithms in the workplace.
These small changes impact the workforce greatly as some roles may become obsolete due
to technology’s being able to, for example, analyse data or utilise AI to sift through job
applications [77].

3. Methodology

As addressed in the literature review, live stream commerce is becoming an area of
significant importance, alongside gaining traction in its field. However, the literature on
how countries outside of Asia can adopt it is very sparse. Therefore, to contribute to and
fill this gap, the researchers will investigate and critique potential research methodologies
to ensure the correct one(s) is applied when it comes to data collection. Within this study, it
is important that data surrounding user experience are obtained, including insights into
preferred methods, behaviour, emotions, and individual perceptions of usability.

3.1. Quantitative Research Methods

Quantitative research methods have been described as a fundamental approach in
social research [78]. It has a focus on the numerical side of data, which can be quantified
and analysed through statistical analysis to provide and support claims, which in turn
generalises findings and explains phenomena [79]. There are various advantages to using
quantitative research, which include utilising statistics to generalise findings, which in turn
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can provide explanations for past, current, and future events [80]. Quantitative methods
are best used when research is involved with quantifying findings to provide accurate
outcomes such as measuring population [81]. Considering the scope of this research, there
is a broad range of questions that need to be asked. This makes quantitative methods
a beneficial choice for the data collection stage, as they can measure variances or test a
hypothesis for reasoning behind an occurrence [78]. While the origins of quantitative
research do not embody the same degree of philosophical and paradigmatic diversity as
qualitative does, it holds a plethora of approaches whether they are exploring, describing,
or explaining [79].

3.2. Qualitative Research Methods

Qualitative research seeks to analyse data from direct connections with participants
through approaches, such as workshops, interviews, or written notes from observations [68].
Unlike quantitative research methods that aim to focus on numbers to validate a hypothesis,
qualitative methods focus on analysing expressions, feelings, and behaviour within a
natural context [82]. Therefore, this research method can design approaches for multiple
fields such as psychology, social sciences, or design and upon completion can provide
in-depth rich findings, which may be otherwise absent in statistical data [83].

Considering the scope of this research is to critically evaluate the experience of British
customers shopping and reflect upon potential interactive design strategies to develop
prototype recommendations, it is imperative that a research method is used that can draw
out key themes, emotions and behaviours, all of which would not be obtainable from a
questionnaire, as stated by Flick, the researcher’s main motivation for utilising qualitative
methods should derive from the direction to the research question itself [84]. Furthermore,
within Human–Computer Interaction (HCI) and User-Centred Design (UCD) there have
been recent approaches known as Participatory Design and Co-Design. It is important
to mention that these methods engage significantly with the stakeholders involved and
unlike the generic approach of a semi-structured interview, allow for the researcher to work
together with the stakeholders rather than working as their leader [85].

3.2.1. Participatory Design

Participatory Design (PD) came about during the 1960s because of social, political,
and civil rights movements, in which Western society demanded more participation in
the decision-making process of many aspects of life [86]. PD is a method that supports
democratic decision-making when it comes to responding to societal phenomena, mainly
where there is an imbalance of power that may impact design [87]. It is an approach to the
assessment, design, and development of technology or ideas [88]. In general, PD has been
described as a process by which we investigate, understand, analyse, establish, develop,
and support mutual learning in a reflect-in-action scenario [89].

PD is utilised by many researchers as it seeks to enable users who will use an ap-
plication to be involved in the design, usability, and experience of it without having to
understand all of the background aspects of it such as coding [87]. It simply allows for
voices to be heard, expressions and suggestions to be made, and insights to be given. For
example, Morten Kyng observed during the 1970s and 1980s that within the adoption of
computers in the workplace, many participants could see the influence of this technology
and the future of working with it, whereas those not actively involved in the process were
unable to see the future of this technology and envisage it in their day-to-day work [90,91].

3.2.2. Co-Design

Co-design is a method that has been utilised heavily in HCI, social, and technology
design, as well as public and government services [92,93]. This method is often applied
by designers following on from reflections that emerge from participatory developments
regarding a phenomenon, such as utilising participatory design as an approach to gain
insights and opinions on a current situation, then using these as pre-requisites to designing
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and developing concepts through co-design [94]. In general, co-design allows for the
formation and assessment of prototypes, applications, and services with the involvement
of user opinion, which enables improvement [95].

The purpose of mentioning co-design is that it can be used alongside PD. For example,
PD can take place in the form of a workshop where you gain insights and recommendations
from stakeholders who are going to use an application. Then co-design can take the form
of a follow-up workshop and be utilised to push forward the design strategy in terms of
application design, functionality, and sustainability [96].

These methods are beneficial when used alongside each other because they can es-
tablish robust recommendations from a wide range of stakeholders, which once reflected
in the design can be beneficial for users in the long run [97]. Both PD and co-design can
be utilised as a method in workshops with participants, in which the researcher partners
with them to ensure a level of mutuality, in turn ensuring knowledge, ideas, and product
generation are understood from an unbiased perspective [89].

Overall, there are a plethora of benefits to using qualitative methods; however, there
are also limitations. For example, one of the most significant limitations is that the findings
cannot be extended to a wider audience as generally the captured findings are from groups
of participants that do not represent the population as a whole [98,99].

3.3. Mixed Research Methods and Adopted Methods

When it comes to mixed methods, there is an ongoing debate about this research
paradigm and its appropriateness within research. Yet, mixed methods do not cause
conflict between each method, but in fact attempt to respect both viewpoints by pursuing
a ‘middle ground’ for the problem of interest. As stated by Johnson, Onwuegbuzie, and
Turner mixed methods is an approach that attempts to understand and capture multiple
perspectives by combining those that may come from alternative methods [100].

One of the beneficial factors of utilising mixed methods is that it ensures the production
of robust and compelling results [101]. Furthermore, another benefit stated by Creswell is
that data collected from qualitative approaches allow for more in-depth findings, which
are strengthened by the statistics of quantitative data [102]. Additionally, when it comes
to open forum situations such as semi-structured interviews, participants can speak their
minds and open up to potential areas that may have been missed in more structured
approaches [94,103].

Creswell stated that if one compared both quantitative and qualitative traditions, of
course there are differences, but they do not conflict; they work together when needed or
work individually in line with what we as researchers want to know [104]. Additionally,
Queirós, Faria, and Almeida state that qualitative methods draw out theories, whereas
quantitative test theories or hypotheses; the qualitative methodology aims to comprehend
complexity and the meaning of actions for example, whereas quantitative methodology
aims to acquire accurate and reliable statistics that can be analysed to generate hypotheses
precisely [105]. To correctly respond to the research question, it is often necessary for
researchers to adopt a mixed methods approach; therefore, allowing the retrieval of both
numerical and textural data [79]. Thus, in this research project a mixed method approach is
going to be adopted. The purpose of choosing a mixed methods approach is to eliminate
the scenario of limitation regarding 1. not having enough statistical data if using solely a
qualitative method; 2. not having enough key themes, findings, and insights if using solely
quantitative methods.

Within this study, the first stage will be to conduct survey research. This method
is used to gather a group or individuals’ expressions, opinions, and beliefs. This will be
through quantitative methods, which will be in the form of a questionnaire. This will
ensure that well-informed insights are made into how consumers behave with, adopt, and
utilise technology in their shopping experience. The second stage of data collection is based
around utilising workshops as a method and incorporating PD and co-design techniques
to enhance both outcomes.
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4. Design Study and Data Analysis

This section will outline and discuss the methods adopted for data collection, the
recruitment of respondents/participants, and how the data were analysed and address the
key findings.

4.1. Method

To answer the outlined research questions, the following three empirical investigations
were conducted: a questionnaire; participatory design workshops; co-design workshops.

4.1.1. Questionnaire

The first method adopted was quantitative research, and this took the form of a
questionnaire. The data captured were categorical due to the questions being nominal,
ordinal, and dichotomous. The questionnaire was conducted virtually via Google Forms.
This ensured the data collected remained in the lower risk (medium) ethical category
while still being able to reach a broad range of respondents. By using Google Forms
questions were able to be branched and specific answers would take a specific route in the
questions. The questionnaire was distributed via the social media platform Facebook and
directed towards a smaller geographical area in the Northeast of England, specifically South
Tyneside. The reason for focusing on this location was to capture how this area perceives,
behaves, and understands live streaming and retail. When it came to the design of the
questionnaire, it was imperative to ensure that the questionnaire was clear, unambiguous,
and was understanding to respondents. When it came to the questionnaire, there were
a total of 17 questions that respondents would have to answer, some of which were
branching depending on the respondents’ choices. The questionnaire has been outlined in
Figure 4 below.
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4.1.2. Co-Design Workshop

As part of the questionnaire, the researcher included the option to take part in a
workshop. This will engage previous respondents in an open forum discussion to gain key
insights into how they perceive live streaming in general, their understanding of it and so
on. This method is extremely beneficial to this project, as it offers an HCI approach and
various methods that enable alternative ideas to be developed, tested, and utilised [87].
These workshops are aimed towards the multiple perspectives we can gain from potential
users. The PD workshop will allow stakeholders involved to voice their opinions in
the decision-making process through its democratic approach. The key areas that were
investigated in this workshop were the following: 1. Allowing participants to familiarise
themselves with live streaming from the following three perspectives: the Chinese business
model of Taobao, functionality, and usability; 2. Discussing and expressing opinions on
how participants perceive the use of live stream commerce; 3. What are their suggestions
to push this forward as a method of e-commerce?
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4.1.3. Participatory Design Workshop

In conjunction with the PD workshops, co-design workshops have been utilised. The
purpose of selecting co-design is because this method of practise allows users to become
active members and part of the development of an application by allowing them to interact
with ideas, the design, and the research team, allowing them to become the designers them-
selves [87]. This will enable the researcher to draw and gather strategic insights into how
potential users want to use an application that involves live stream commerce. The areas
that were investigated in this workshop were the following: 1. As a researcher/designer, be
with participants to develop and design a live streaming application, inclusive of UX and
UI aspects (paper prototypes, i.e., Figma, Miro); 2. Gain observational feedback based on
the above (i.e., observing the behavioural and interaction aspects of individual participants)
to generate feedback and develop strategic design insights.

4.1.4. Workshops: Through a Double Diamond Design Approach

To deliver robust and strategic findings, the double diamond approach was utilised.
The double diamond is a framework that helps designers and non-designers tackle complex
social, economic, and environmental problems [106]. This approach facilitates an ideal
work culture to provide robust and long-lasting positive change (The Design Council [107]).
Therefore, by conducting two workshops, the double diamond framework can be utilised
more thoroughly and produce in-depth findings, as shown in Figure 5.
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4.2. Recruitment

The questionnaire was distributed online over a two-week period. In total, there were
87 (40 male and 47 female) respondents, with an age range of 18 to 66+ years old. To
ensure the findings were concise and of similar contextual nature, upon completion of
the questionnaire, and the respondents were requested to take part in the workshops. In
total, there were 10 respondents who were willing to take part (5 males and 5 females).
Workshops were conducted online via Microsoft Teams and utilised Miro as tools to
demonstrate ideas, opinions, design ideas, and paper prototypes. All 10 participants were
involved in both workshops to ensure consistency in results and data collection. The
workshops were conducted over a two-day period.
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4.3. Data Analysis

When it came to the gathered data, there were a total of 87 responses. The data were
extracted from Google Forms and transferred into SPSS. The purpose of analysing the data
in SPSS is to ensure that there are minimal errors in the statistics. It also enables forecasting
and can predict trends quickly without having to be an expert in the software. From
the workshops, there was a mixed blend of data, and this consisted of audio, which was
transcribed, and written documents (i.e., wireframes, diagrams). The audio data consisted
of a total of 180 minutes of audio data and were transcribed in NVivo, which enabled
themes to be extracted. When it came to the written documents, they were collated and
will be discussed alongside the key themes that arise from the data analysis.

4.4. Questionnaire Findings

The questionnaire had the purpose of collecting data that would enable the researchers
to understand the preferred methods and behaviour of consumers. Therefore, the below sec-
tion has been broken down into subsections to discuss the significance of the collected data.

Questions 1 to 3: Demographics. In order to collect a representational demographic
understanding of the respondents, the first three questions aimed at extracting gender, age
range, and occupation, enabling a more comprehensive understanding around the general
background of further data to come in the following questions and enabling us to pin-point
whether age range or gender is an influential factor in consumers’ preferred shopping
methods and behaviour. Interestingly, there appeared to be a higher number of female re-
spondents (54% of the responses were female, whereas 46% were male). Additionally, most
respondents came from higher education or were students (15% for both, 30% combined),
as well as administration (13.8%).

Questions 4 to 9: Preferred Methods and Shopping Behaviour. These questions probed
into the preferred methods and shopping behaviours of the respondents. It is worth
mentioning that these questions were branched for certain responses.

Question 4: What is your preferred method of shopping? Question 6: When did you
last use this method? Questionnaire responses suggest that more than half of respondents
preferred shopping online (59%), with the majority doing so in the past few weeks, whereas
41% of the remaining respondents preferred shopping on the high street, with the majority
having performed so in the past few weeks (see Table 2). This is an interesting finding that
the majority preferred shopping online, as this falls in line with what was discussed earlier
in the literature review, which discussed how, due to impacting factors such as COVID-19,
convenience, and saving time, consumers today prefer to shop online. Therefore, to explore
this in more depth and grasp as to why the respondents felt this way, the questionnaire
asked why they preferred this method and how satisfying their experience was.

Table 2. Preferred shopping methods of respondents, alongside last time of use.

When Was the Last Time You Shopped through This Method?

Today A Few
Days Ago Last Week A Few

Weeks Ago
A Month

Ago
Over a

Month Ago

What is your preferred
shopping method?

High Street 5 11 8 6 3 3
Online 9 14 11 14 1 2

Question 5: Why do you prefer this method? This was a branched question in which
respondents would answer why they preferred shopping online or on the high street (see
Table 3). Questionnaire responses from Question 5 suggested that there were two main
reasons why respondents preferred shopping on the high street, with 30% of respondents
preferring the high street due to the social aspects of shopping and a further 30% wanting to
see physical items. This is a very interesting finding, considering the two core aspects of live
stream retailing are that it enhances consumer engagement through various functionalities
such as chat functions, following, subscribing, and gifting; also, that with live stream
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retailing, consumers are able to see items in real-time, ask questions about them, and see
them from a multitude of angles. Therefore, from this point of view, it is very necessary to
push forward with the use of live stream retailing to benefit consumers.

Table 3. Why do respondents prefer shopping on the highstreet or online?

Why Do You Prefer Shopping on the High Street or Physically?

Convenient Enjoyable
Experience Interaction Like to See

Physical Items
Social Aspects
of Shopping

Try before
You Buy

Gender
Female 1 3 2 5 7 3

Male 2 0 0 6 4 3

Why Do You Prefer Shopping Online?

Convenient Easier Enjoyable Experience More Choice Saves Time

Gender
Female 6 2 3 4 11

Male 11 0 4 5 5

Additionally, Question 5 also collected data on why respondents preferred shopping
online, in which it was found that 33% preferred doing so due to convenience and a further
31% due to saving time (see Table 3). These findings are in line with previous studies
conducted on why consumers prefer shopping online and provide significant insight into
how the online presence is going to be carried forward. To investigate this question in more
detail, it has been supported by Question 7, as this investigates the influencing factors that
may change consumer behaviour.

Question 7: How satisfying was your last shopping experience? In this section of
the questionnaire, respondents were provided with a Likert scale question that ranged
from very satisfied to very dissatisfied with their last shopping experience (see Table 4).
Interestingly, from the data, it is apparent the majority of those who shopped on the
high street were very satisfied or somewhat satisfied with their experience. This equated
to 66% of respondents for that category. However, on the contrary, the data illustrate
that a significant number of respondents who preferred online shopping were somewhat
dissatisfied or very dissatisfied. This is a very interesting finding that highlights the
potential that there is reasoning behind the satisfaction levels of the two different methods
of shopping.

Table 4. How satisfied were you with your last shopping experience?

How Satisfied Were You with Your Last Shopping Experience?

Very
Satisfied

Somewhat
Satisfied

Neither Satisfied
Nor Dissatisfied

Somewhat
Dissatisfied

Very
Dissatisfied

What is your preferred
shopping method?

High Street 13 11 4 6 2
Online 9 9 4 19 10

Questions 8 and 9: What made your shopping experience satisfying or dissatisfying?
(See Table 5). The questionnaire responses from Question 8 suggest that most online
customers prefer shopping online due to convenience, whereas those who prefer shopping
physically prefer to do so for the interaction, product range, and customer service. This is
an interesting finding as, in comparison to Question 9, it was apparent that a significant
number of online consumers were dissatisfied with the level of customer service they
received during their experience. This is a very interesting finding that was discussed
by researchers within the literature review, and that online consumers found it difficult
to shop online due to the lack of social interaction and customer service, for example,
McLean and Osei-Frimpong stated that the customer service function is extremely lacking
in online commerce and a there was a severe lack of social interaction leaving customers
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unsatisfied [53]. It was also found that chatbots were just an automated service that made
no contribution to customer satisfaction and, in fact, decreased it, as customers are looking
for empathy, responsiveness, assurance, and reliability [53]. Additionally, when it comes to
dissatisfaction with physical retail shopping, Gu et al. and Rao et al. demonstrated that due
to COVID-19, the majority of retail stores have implemented restrictions that limit customer
satisfaction within stores, which definitely will be an impacting factor in the findings [57,58].
Furthermore, it is worth mentioning that a lot of respondents also highlighted that shopping
online was inconvenient, which is an interesting and new finding.

Table 5. What made your experience satisfying or dissatisfying?

What Is Your Preferred Shopping Method?

High Street Online

What made your
experience satisfying?

Customer Service 5 2
Convenience 4 9

Product range 6 3
Enjoyable experience 4 3

Interaction 7 2
Accessibility 2 2

What made your
experience

dissatisfying?

Customer Service 3 10
Inconvenience 2 8
Product Range 1 2
Unenjoyable
experience 2 4

Lack of interaction 0 6
Accessibility 0 0

Questions 10 to 13: Live stream insights. In order to build upon the current consumer
experience gathered from the above findings, the questionnaire had a further five questions
that investigated the current use of live streaming within retail and if any of the respondents
were familiar with it at all. Interestingly, the data from the gathered responses to question
10 suggest that 89.7% of respondents had never experienced live stream retailing, which is
quite shocking considering the scale of omnichannel marketing within the UK. Additionally,
it was found in question 11 that only 19.5% of respondents had heard of live stream retailing
before, whereas a massive 80.5% had never heard of it. To delve further into these statistics,
the data were cross-referenced with the respondents’ gender and age (see Table 6).

Table 6. Data comparison of Question 10 and 11.

Do You Know What Live
Stream Retailing Is?

Have You Ever Experienced
Live Stream Retailing?

Yes No Yes No

Age

18–25

Gender

Female 5 24 5 24
Male 4 16 2 18

26–45
Female 6 0 2 4
Male 1 13 0 14

46–65
Female 1 5 0 6
Male 0 5 0 5

66 and over
Female 0 6 0 6
Male 0 1 0 1

It is apparent from the above data that have been compared in SPSS, it is apparent
that more females were aware of live streaming than males, plus the number of females
who experienced it was greater than that of male respondents. This is a very interesting
finding, as it appears females from a lower age group (18–25) were more experienced in live
stream retailing. Furthermore, between Questions 12 and 13, which probed into whether



J. Open Innov. Technol. Mark. Complex. 2022, 8, 71 16 of 32

the respondents enjoyed this experience and why, it was found that 88% of the respondents
enjoyed their experience, with a breakdown of 50% enjoying this experience because of
social interaction, 25% as a result of accessibility, 15% as a result of functionality, and a
further 15% as a result of usability (see Figure 6).
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This is an important finding, as it has enabled the researchers to understand why the
respondents were happy with their experiences and implement these into future design
suggestions. Additionally, reflecting on the earlier literature review, the themes of social
interaction, functionality, and usability prevail through the general findings of consumer
preferences when it comes to live stream retailing. Question 14: Would you be interested
in taking part in an online workshop? When it came to recruiting participants for the
workshops, Question 14 requested respondents to leave their email address if they were
interested in taking part in the workshops. There were 10 respondents who were interested
in taking part. Overall, the data that have been collected from the questionnaire has
provided robust findings into the current behaviour and preferred shopping methods of
consumers. Most interestingly, it was found that 59% of respondents preferred shopping
online, compared to 41% who preferred shopping physically. Furthermore, it was also
found that female respondents were more knowledgeable and experienced in live stream
retailing, with 88% of them having enjoyed this experience because of the social aspects
and interaction it provided.

4.5. Workshop Findings

The overarching aim of the data collection in the workshops was to gather data that
would enable the researchers to investigate and generate an outcome for research objective 2.
The workshops had the purpose of collecting data that would enable the researchers to
understand user perspectives on live streaming and how it should be adopted, who should
use it, and what functionality it should include. The data were analysed through a thematic
analysis approach, which is one of the most common forms of analysis in qualitative
research—it places importance on examining data and highlighting themes within that
data [108,109]. To draw out the key themes from the findings, Braun and Clarke’s five-phase
approach was utilised, which facilitated the production of insightful themes that were then
refined to establish robust findings.
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4.5.1. Participatory Design Workshop

In line with the double diamond method, the purpose of this workshop was to in-
volve participants in the decision-making process of how society should adapt live stream
retailing and how it is useful. Additionally, this will also involve participants in the demo-
cratic decision making of where it can be adopted, how it should be adopted and create
discussions around why. The workshop was broken down into six stages (see Figure 7).
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Participants came from various demographical backgrounds, including students,
designers, higher education, government, finance, administration, retail, or retired with an
age range of 20–67 years old. Participants’ names were coded, for example, ‘PD4’ to ensure
anonymity and confidentiality. The workshop lasted 90 minutes, and data were collected
on a Miro board. The session was recorded with participant consent so the researchers
could take further observational notes and transcribe the commentary.

4.5.2. PD Workshop Findings: Discover, Explore and Define

Based on the discussions, there were multiple viewpoints given from the participants’
perspectives and experiences.

Theme 1: The impacts of COVID-19. Firstly, workshop participants drew attention
to COVID-19 and how this has economically damaged the high street. For example, PD6,
who works in retail, gave the following interesting perspective on their perception of live
streaming: ‘As someone who has seen the impacts of the pandemic, I have experienced furlough and
loss of work. I was worried at the thought of live streaming retailing but looking at its capabilities
I think all retailers should use this and use the existing man hours they have to reach customers’.
This is an important finding, especially as those in retailing understand what impacts a
pandemic has had and how live streaming can facilitate the customers lost while keeping
stores open and retaining what little footfall it may have, but instead, shifting manhours
into live streaming so at no point will staff be idle.

Theme 2: Business model potential. Secondly, participants discussed why and how
they found live stream retailing useful. Key findings were written on sticky notes and
placed on a Miro board (see Figure 8). It was discussed that live streaming appears to be
the most beneficial business model to adopt at this moment in time. This was discussed by
PD as follows: ‘I think for any business that a live stream retailing may be an innovation that will
be popular. Not only could it save on space, but it is extremely beneficial to family-owned business
or SME’s!’ This perspective mirrors that of the aforementioned quote from PD6, and it is
extremely insightful to see different perspectives merge, giving a positive outlook on live
stream retailing.
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Theme 3: Targeting the correct areas. Thirdly, participants discussed who should
use live streaming retailing and who will benefit from it. These insights provided an
understanding of how such a platform should be developed, who it should be aimed at
and define what sort of features and requirements it should have (see Figure 9).
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There were some discussions around the topic of aiming such a method to smaller
businesses. Additionally, it was highlighted that not only would this benefit business
owners but also us as a society, mentioned by PD2 as follows: ‘This approach to retailing
is like telesales, however it has much more an impact on my satisfaction levels. During the past I
have struggled purchasing products while being satisfied and shopping in store become not only a
challenge but impossible. Which is why I think live streaming would benefit us as a society as its
engaging, it gains our attention and in the end we will be satisfied from not only the product but
the experience’.

From the PD workshop, participants discussed how live stream retailing should be
utilised. The key findings from this stage were that it should be used in one or more of the
following:

1. ‘As a plug-in to existing retail platforms to provide a more detailed and diverse pre-
sentation of products and customer journeys, while also supporting smaller retailers
in becoming more flexible in their business’.

This is a crucial finding; the discussion of a ‘plug-in’ is a very fitting perspective on
how live streaming could be adopted into an already existing business model. This idea
of integrated innovation in entertainment in retail is a complete paradigm shift for the
industry, likewise to how omnichannel marketing was over two decades ago.

2. ‘To increase accessibility and inclusivity of retail shopping from a disability, psycho-
logical, and preference point of view’

Increasing the accessibility and inclusivity of daily discourse is an area of importance
and a constantly changing dimension of how we, as researchers and designers, can facilitate
an experience for users. With the adoption of live stream retailing, shopping can be made
into a convenience for those with impairments, disabilities, and so on.

3. ‘Facilitating sustainability’

This finding is one that is crucial in general, not just from the COVID-19 perspective
but also from an economic perspective. In recent years, brick-and-mortar stores have been
declining. This is not only a brick-and-mortar store issue, but it is also an online presence
and omnichannel marketing issue. However, a live streaming platform has demonstrated
consumer reach in China not only for struggling retailers but also for others. Therefore, live
stream retailing may facilitate the sustainability of businesses by ensuring they can reach
further than their traditional brick-and-mortar stores could.

Overall, the workshop provided insight into the perceptions, recommendations, and
future of live stream retailing. However, a key element to the success of such a platform
comes with interaction, functionality, and system requirements. When interacting, partici-
pants reflected on their experiences with Taobao Live, Twitch, and Amazon live. Some of
the reflections were that Taobao lacked the option of language interchangeability, while the
interaction of the platform and the navigation were of high quality. However, experiences
with Amazon Live presented challenges to the participants, as they found it difficult to
navigate and clunky, and while they understood the language, the interaction and experi-
ence lacked. Participants found Twitch to be the most user-friendly in terms of interaction,
and they generated recommendations on what functions and requirements a live stream
platform should have to facilitate smooth interaction (see Figure 10).

Overall, the insights and findings gained from the workshop were extremely beneficial
for further understanding how potential users of live stream retailing, but more importantly,
as citizens from our population understand it from their perspective and how they perceive
it, what are their thoughts, how they think it should be used, and who should use it.
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4.5.3. Co-Design Workshop

The overarching purpose of this workshop was to involve participants into the de-
sign and functionality of the prototype. This workshop will enable the researchers to
develop strategic recommendations. Building upon the previous workshop, participants
were now familiar with live stream retailing. Therefore, in line with the earlier mentioned
double diamond approach, the purpose of this workshop is to develop potential solu-
tions and suggestions, thus the workshop was orchestrated through the following three
activities: (1) Map out, discuss and understand the customer journey, through journey map-
ping; (2) Develop design ideas and suggestions of potential user interface and interaction;
(3) Reflect upon iterations made on the paper prototypes and discuss potential change
or additions.

4.5.4. Co-Design Workshop Findings: Develop and Deliver

The first stage of the workshop was to generate a user journey map to illustrate a
visual story of the customer journey when interacting with this potential innovation to
ensure a successful and satisfying experience/interaction [91]. This has been illustrated in
Figure 11. This step was crucial and provided a detailed understanding of the customer
journey. It was interesting to see the topics of satisfaction, social interaction, and purchase
intention arise multiple times.

Secondly, the workshop focused on developing the application suggestions. The
participants were presented with post-it notes and utilised Miro to create user interfaces
to build their ideal user interface (see Figure 12). The findings from this were interesting
considering the participants were all, except one, from non-design backgrounds; however,
they knew their preferences as a user and what functionality they wanted. For example, PD4
highlighted that they like the idea of a plug-in application rather than a new application,
as follows: ‘I think it would be an amazing addition to existing applications, in which businesses
could add to the marketing and sales approach as I would much prefer some sort of plug-in over an
additional application’.
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This was an interesting finding that not only complemented the opportunity of live
stream retailing but also generated further design strategies on how this may look if
developed. Additionally, PD3, a designer, commented on the functionality and importance
of interaction, highlighting that having an easily understandable interface was crucial as
follows: ‘This method of interacting is fun, but at the end of the day we still want to make a purchase
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and become satisfised, the idea of integrating purchase options in the application is quite important
therefore that element of interacting is needed’.

Understanding this perspective from the participants highlights the importance of
having an integrated experience that combines interaction and experience with satisfaction.
Therefore, it is imperative that in the design suggestions, this is considered, and a prototype
is built off of those three characteristics. Taking this into account, the final stage of the
workshop was to reflect upon the generated low-fidelity wireframes and discuss four key
areas that will be insightful for the final discussion of this research project and design
suggestions (see Figure 13).

J. Open Innov. Technol. Mark. Complex. 2022, 8, x FOR PEER REVIEW 23 of 33 
 

This was an interesting finding that not only complemented the opportunity of live 
stream retailing but also generated further design strategies on how this may look if de-
veloped. Additionally, PD3, a designer, commented on the functionality and importance 
of interaction, highlighting that having an easily understandable interface was crucial as 
follows: ‘This method of interacting is fun, but at the end of the day we still want to make a pur-
chase and become satisfised, the idea of integrating purchase options in the application is quite 
important therefore that element of interacting is needed.’ 

Understanding this perspective from the participants highlights the importance of 
having an integrated experience that combines interaction and experience with satisfac-
tion. Therefore, it is imperative that in the design suggestions, this is considered, and a 
prototype is built off of those three characteristics. Taking this into account, the final stage 
of the workshop was to reflect upon the generated low-fidelity wireframes and discuss 
four key areas that will be insightful for the final discussion of this research project and 
design suggestions (see Figure 13). 

 
Figure 13. A screenshot from the Co-Design Workshop Miro board, illustrating participants reflec-
tion and discussion. 

From the reflection and discussion, there were four key areas. Firstly, participants 
reflected upon what their ideal shopping experience would look like. Aspects such as ‘an 
experience integrating satisfaction with interaction’, ‘smooth process’, and ‘engaging ex-
perience’ came up in the discussion, which was similar to that in the findings from the 
earlier questionnaire. This is helpful to see the similarity in the findings as it provides 
insight into what a larger population hopes to see when it comes to live stream retailing. 
Secondly, participants discussed what they would change with the design, and it was 
highlighted that, again, this method of commerce may work better as a plug-in rather than 
a separate platform, and also that it has a similar style to Tik-Tok, in which we see a feed 
of videos following on from each other rather than selecting different categories, which 
may arouse customer purchase intention more spontaneously and strategically. Thirdly, 
participants went on to discuss some design features they would like to see in the design, 
and these included VR, social functions such as chat, and also the option for businesses to 
gain followings, through which they could build up a customer base online.  

Overall, the findings from the co-design workshop have provided in-depth insight 
into strategic application recommendations when it comes to a design that can be imple-
mented to enhance success and various insights into what their feelings are about such a 
platform, what their ideal experience would be, and how they think the customer journey 
can be mapped out and understood from a user perspective.  
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From the reflection and discussion, there were four key areas. Firstly, participants
reflected upon what their ideal shopping experience would look like. Aspects such as
‘an experience integrating satisfaction with interaction’, ‘smooth process’, and ‘engaging
experience’ came up in the discussion, which was similar to that in the findings from the
earlier questionnaire. This is helpful to see the similarity in the findings as it provides
insight into what a larger population hopes to see when it comes to live stream retailing.
Secondly, participants discussed what they would change with the design, and it was
highlighted that, again, this method of commerce may work better as a plug-in rather than
a separate platform, and also that it has a similar style to Tik-Tok, in which we see a feed
of videos following on from each other rather than selecting different categories, which
may arouse customer purchase intention more spontaneously and strategically. Thirdly,
participants went on to discuss some design features they would like to see in the design,
and these included VR, social functions such as chat, and also the option for businesses to
gain followings, through which they could build up a customer base online.

Overall, the findings from the co-design workshop have provided in-depth insight into
strategic application recommendations when it comes to a design that can be implemented
to enhance success and various insights into what their feelings are about such a platform,
what their ideal experience would be, and how they think the customer journey can be
mapped out and understood from a user perspective.

5. Discussion and Recommendations

The findings from this study have provided strong evidence regarding answering the
overarching question of this study. In answer to this, four key discussion points have been
outlined below.
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5.1. Interaction and Engagement in Live Stream Commerce Technology

A key aspect within the findings was that interaction and engagement were key
elements to the success of live stream commerce and one of the main motivations for
using it. For example, it was highlighted by participants that social interaction was a
major element that would enhance their shopping experience; this could be through the
implementing a live chat or through being able to speak with the business in real-time.

On the other hand, when it came to engagement, there was a demand for more
engagement in the shopping experience through, again, chat functions but also through the
existing live stream elements that are implemented in the likes of Twitch or Taobao live,
and that is following, subscribing, and sending gifts to the streamer, which has already
proven successful in live streaming [61]. This approach would be beneficial in retail and
could enhance the sell-through of products. For example, a consumer could follow or
subscribe to a particular item and add it to their favourites/basket, in which they could
potentially sign up for updates on that product (i.e., when it will be featured live) so they
have the opportunity to see and ask questions about a product that is likely to encourage
purchase intention.

Additionally, it is important to understand how live stream commerce can enhance
the online shopping experience for those with visual and audio impairments. For example,
while screen-readers and magnifying software already exist, live stream commerce could
potentially facilitate the enhancement of an experience and satisfaction by being able to
talk about the colour, feeling, texture, and fit of a product, as well as help in the colour
matching and outfit building of someone who may often struggle. This area was discussed
in the workshops and is a current gap within research that needs to be expanded upon by
looking into how a tangible interface and online experience can facilitate those with visual
impairments to simplify their experience.

5.2. Integrated Innovation: How Live Stream Commerce Can Enhance Business Sustainability

The majority of respondents expressed that they preferred shopping online. Addition-
ally, the data collected from the workshops identified a trend regarding how consumers
wanted the experience of live stream commerce to be integrated into their shopping expe-
rience, and this was through the approach of a ‘plug-in’. Rather than generating a new
platform, it was mentioned that businesses should adapt to facilitate live stream com-
merce and utilise this as a strategy for their existing business to gain the attention of new
consumers and retain those who abandon their intended purchase through a method of
increasing satisfaction.

A further crucial finding regarding how to enhance business sustainability through live
stream commerce was that most questionnaire respondents preferred shopping online due
to convenience, saving time, and a broader range of choices. However, it was highlighted
that they were not very satisfied with shopping online due to the limitations and almost
no presence of customer service. Yet, with live streaming, consumers would be able to
communicate in real-time to facilitate their needs at the point of sale, rather than waiting
a few days for an online delivery to be unsatisfied. This is an area that needs to be
strengthened in e-commerce, as it has been discussed in a survey by a British multinational
universal bank, Barclays, that 33% of consumers deliberately over-purchased products
and returned them [110]. In the same survey, it was also highlighted that 57% of retailers
confessed that these returns posed a negative impact on their day-to-day operations [110].
These findings within the survey clearly demonstrate that e-commerce poses a threat to
retailers and an inconvenience to consumers in the fact that they purchase items they do
not need and return them, and that businesses lose out on man-hours and incur additional
costs that are unnecessary.

Therefore, if live stream commerce did become an integration within a business model,
this could bring about the minimisation of product returns, which would also work in
line with the Sustainable Development Goals (i.e., SDG 11 Sustainable Cities and Com-
munities; SDG13 Climate Action) and also corporate social responsibility (environmental
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sustainability) within a business’s operations, as it will contribute to a potential decrease in
carbon footprint as it minimises logistics and also helps a business retain man-hours lost in
unnecessary operations.

5.3. Design Strategies and Suggestions in the Development of a Live Stream Commerce ‘Plug-in’

From the workshops, participants mentioned that they would like to see a platform
that enables them to shop with ease, interactively, and accessibly. As shown earlier in the
workshops, paper prototypes were generated, which highlighted that a plug-in would be
a crucial adaptation that is very necessary to the future of e-commerce businesses going
forward. Therefore, the researchers developed an application prototype and user interface
that was based on the low-fidelity mock-ups generated in the co-design workshop (see
Figure 14).
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Figure 14. A screenshot from the high-fidelity mock-ups of a live stream commerce ‘plug-in’ generated
from the Participatory and Co-design workshops, in Figma.

The above figure outlines the basic structure of what a plug-in could look like on an
existing e-commerce application. The researchers took the suggestions from the workshops
developed by the participants to ensure a swift user experience. The benefits of this
integration are that while shopping consumers will be able to browse as they usually would
but experience an additional interaction through live stream retailing, where they can
browse products being demonstrated in real-time.

This method of retailing can enhance the social interaction of the customer journey and
help overcome barriers such as social exclusion, lack of communication, and the delivery
of unsatisfying products. For example, users of the live stream integration can utilise the
chat to ask questions about a specific product, such as what the material is, how to wash it
correctly, and so on, as well as click on an ‘i’ icon for more information, which will present
information over-lay where a purchase can be made from (see Figure 15).

This integration may increase customer satisfaction due to customers’ getting to know
more information instantly, rather than waiting for a product to arrive and becoming
disappointed. This was a key area discussed by the participants, as they often found when
shopping online that it was difficult to communicate with customer service. They expressed
frustration with that experience, thus the integration of a chat function into the live stream
itself became highly desirable and an essential element the participants demanded.
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Furthermore, from the data collection stage of this research, it was found that following,
subscribing, and gifting functions were highly desirable by the participants, which was
also demonstrated in their low-fidelity paper prototypes. As a result of this desire, the
integration of a live stream application includes gifting, tipping, and following, as shown
in Figure 16. Not only were these key elements discussed by the participants, but they were
discussed by many researchers in the earlier literature review and coincide with successful
elements of current live stream platforms. These elements have been proven and discussed
by many researchers to be successful in the enhancement of satisfaction and engagement,
creating an interactive social space for consumers [61].
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On the other hand, the prototype suggestion facilitates compatibility and work as a
plug-in or be adapted to fit the needs of any business. This was an important element of the
design, as participants wanted to develop an idea that could be easily compatible rather
than introduce a brand-new platform. Hence, compatibility is also extremely necessary
as it enables both an existing platform and this new integration to work together without
having to be altered in any way.

5.4. Live Stream Commerce as an Open Business Model

With the rapid development of technology and how this is impacting society, ap-
proaches to business transactions are shifting faster than ever, and, as a result of this,
innovative approaches and business model transformation are absolutely imperative in
upholding competitive advantage within the market [111–113]. As stated by researchers
Grabowska and Saniuk, a business’s aspiration to achieve success requires close monitoring
with regard to its strategy implementation [114]. Therefore, it is crucial to adopt new
technological approaches, such as live stream commerce, through an open business model
approach and ensure transparency in its business exchanges and services—similarly to
that of Alibaba, which implemented an open business model and skyrocketed in consumer
retention and profit [114]. As demonstrated in the findings of this research, live stream com-
merce poses multiple benefits when it comes to enhancing business sustainability through
devices that consumers use on a daily basis, which impacts both profits within a business
and the environment hand in hand. Thus, posing a strategic open business model that is
robust in its approach by sustainability utilising existing technology, space, and resources,
while also enabling smaller, new, or family-owned businesses to benefit from a business
model that requires no immediate start-up costs and essentially becomes self-sufficient over
time [115–118]. To add to this, referring back to the case of Alibaba, the major company
seized an immense scale of opportunity by embedding an open innovation strategy into its
operations and by creating a self-sustaining business model, creating business growth and
ongoing success within the Chinese economy [119].

With this in mind, it is apparent that this research and its findings are of value to the
potential propositions of upcoming businesses who want to adopt such a business model
in the early stages of development by creating and focusing on open service and ensuring
that the business is run for the benefit of all and not just an individual.

6. Conclusions

In this research project, the researchers outlined four research objectives that were
to be achieved throughout. These objectives were met throughout this research and have
contributed significantly to the research question. These have been outlined in the section.

6.1. Live Stream Commerce and Open Innovation

Firstly, the researchers critically analysed how live streaming was currently being
utilised to support online retailing. This was proven a success, mainly in Asia, through
the likes of Alibaba. Additionally, it also delved into the topic of customer satisfaction
and how this could be met through live streaming, and it was evidenced in the literature
and later supported by the findings that it was met through social interaction, customer
service, engagement, and experience. Therefore, the first objective has been achieved in
understanding how live streaming is currently utilised in supporting online retailing.

Secondly, in response to critically evaluating the online shopping experiences of
British customers, the researchers conducted a questionnaire to understand how customers
currently preferred shopping methods and investigated why and how their experiences
were satisfying or unsatisfying. On top of this, workshops were conducted to further
engage participants in sharing their experiences about how they wanted to experience live
stream commerce and what elements they would like to be part of that experience. From
this, research objective two was achieved.
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Thirdly, from the insight gained from the data, strategic design recommendations were
made through the generation of a live stream commerce plug-in that is compatible with any
business model. Additionally, the plug-in facilitated the suggestions that the participants
from the workshops outlined, as they were the key users.

Finally, leading back to the research question, this project has addressed this incredibly.
This is since strategic recommendations were gained from the research, providing insight
into what we can learn from the successful case of Chinese live stream-based retailing, and
we have gained in-depth findings from prospective users and insight into how we can
transfer this method of commerce. Thus, the introduction of four key areas of discussion
was the following: 1. Interaction and Engagement in Live Stream Technology; 2. Integrated
Innovation: How Live Stream Commerce can enhance Business Sustainability; 3. Design
Strategies and Suggestions in the Development of a Live Stream Commerce Plug-in; 4.
Ethics and Limitations. Therefore, this provided the research with a hypothesis that Western
society has many aspects to learn from the successful case of live stream commerce from
its adoption in Asia. From this hypothesis, the researcher was able to build up strategic
recommendations and design insights into how live stream commerce can be adopted to
enhance and transform how technology is used in the traditional British retailing sector.

To conclude, there has been a significant contribution to the area of e-commerce and
how it can be enhanced through the utilisation of innovation that is paving its way to
success in countries such as China. Although this integration poses a massive paradigm
shift in the way we behave when shopping, this method of integrated innovation is an
approach that is most beneficial to the businesses at stake and ensures that consumers can
have a swift shopping experience.

6.2. Ethics and Limitations

From the earlier literature review and discussion, the topic of ethics came up numerous
times, specifically around the areas of credibility, consistency of a reliable business, and
censorship. In any business model, platform, or application design and its adoption, ethical
considerations are an imperative aspect that must be highly regarded.

Firstly, having a credible source of information from an influencer/streamer was a
key discussion point in the earlier workshops. Participants mentioned they would often
only purchase products from retailers they were confident with, as they were too afraid to
purchase from a small or family-owned business or a platform on which they had never
used before. This was due to the lack of credibility around product quality, customer service
and returns policy. However, it was found that they would be happy to purchase products
from well-known influences such as Kim Kardashian, for example, as they are confident
in their social presence and followership. Yet, in recent times, a big following does not
often reflect an influencer’s creditability, such as the case of Asia’s live stream queen, Viya,
who was recently charged with tax evasion due to falsely reporting the commission income
she earned on platforms such as Alibaba’s Taobao live [120]. Her presence on China’s
mainstream platforms has been removed for abusing the followership and position she
gained [120]. This factor is crucial to the success of live stream commerce, and having trust
is an imperative aspect that consumers find necessary when purchasing products, and of
course, it is essential when proposing an ethical business model.

Secondly, ensuring that a business is consistent and has robust policies when it comes
to usage, purchasing, returning, and reliability is imperative [121,122]. Therefore, the
introduction of a plug-in rather than a new platform is extremely beneficial to existing busi-
nesses as they can continue to use the same approach they already do with their payment
and returns policy. Additionally, since consumers can communicate directly with streamers
while watching live content, the potential for miscommunication or misunderstandings
may be minimised.

Thirdly, another consideration that needs to be considered is censorship. In recent
times, the online media has acted as a magnet for hateful and sensitive comments. The topic
of censorship was discussed by participants in the workshops, and they had some worries
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about live streams being an area where this can be facilitated. For example, in recent times,
the global gaming live stream platform Twitch saw an increase in bot-like accounts that
spammed streamers’ chats with hate and abusive comments [121]. In response to this,
Twitch launched an update that detects such comments or ‘hate speech’. However, was
unable to roll this out in time and the damage had already taken place. On top of this, a
lot of streamers’ personal information was spewed out on various platforms due to them
trying to avoid said comments by blocking such bots [121]. As a result of this, streamers
boycotted the platform and requested Twitch ‘do better’ and the hashtag ‘ADayOffTwitch’
trended worldwide. Hence, ensuring the censorship of such hateful and abusive comments,
content, or materials is of great importance when introducing a new platform or plug-in,
and this must be considered in the adoption of it.

Finally, the idea of a new platform may pose a threat to existing businesses, and they
may feel worried about their viability. However, as a business model integration, this
‘plug-in’ can fill the lull periods the retail sector experiences and transform the quiet peri-
ods into an ‘live online commerce’ period where sales consultants can promote products
online to retain their hours but also benefit from the above proposal when it comes to
gifting/subscriptions. This method may benefit the business by reaching a larger audience
than it would in quiet periods, and unlike a lot of technological or automation advance-
ments, which see the loss of ‘real’ man-hours, this should not see any loss as quiet periods
will be reflected in live streaming.

On top of this, such a technological development can aid and facilitate the creation of
small businesses and help them do so with greater depth and reach a target market easier
than it would take if they were trying to break entry into the high street.
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