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Executive Summary   
This report collects the relevant information and insight into the online business and gives a brief description of the rapid development of the livestream e-commerce in China. It surprisingly witnesses that in the fiercely competitive livestream industry, the top livestream host account for the vast majority of the whole turnover of online shopping. By analysing the academic literatures on the livestream phenomenon, the researcher finds a gap, which is a lack of academic understanding on the impact of personal brand presented by Chinese live host on social media. Through critically evaluating the essential success factors of these online influencer by semi-structured interview in 6-8 stakeholders of focus group, it finds that personal branding of themselves shown in the social media in particular personality plays an important role in customers’ decision-making process. Furthermore, as the theoretical framework, Meade’s symbolic interaction theory and Goffman’s dramaturgical model theory especially impression management are used throughout this study to guide its theoretical construction in order to accomplish the conceptual framewrok in literature, which include the classic marketing theories like positioning and branding theory by Kotler. Thus, benefit from this research, The main finding is that the principle pattern which are keeping corresponding personality and interaction within audience both online and offline that can shape successfully branded personal image on social media and trading platforms. Therefore, the research aims to understand the content, application and impact of personal brand in the emerging live e-commerce in China and it is full of great theoretical value to fill the academical gap as well as practical contribution to related practitioner in live e-commerce.
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1. Introduction

1.1 Research Background

1.1.1 The benefits of shopping online
In contrast to the traditional brick and mortar shop experiences, the online sale provides the core benefits to the consumers. The online sale delivers the exceptional convenience and accessibility: rather than spending time on traveling to and back from the shops, consumers could access seamlessly to the internet to make the purchase, while the goods will be delivered at the door steps which are greatly suiting the needs for the increasing social trends (Mohammed and Tejay, 2017). Besides, the increasing popularity of online sale has also removed the traditional information barriers: consumers will have the full benefits for effective compare different offers, and thus to select the best options. Furthermore, the business has evolved in recent years, as business has greatly invested into the renovated services, such as convenient success for the return services, further provide the assurances to the success to the business (Liao et al., 2022). All these advantages have contributed to the rise of e-commerce in China.

1.1.2 The booming of online shopping in China
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Figure 1: Chinese e-commerce development (eMarketer 2021)

Since the 1990s, the booming trend for the internet and information technology has delivered the transformation for the business and social activity. One of the considerable impacts are associated with changing the ways on people are making the purchase for the general merchandise, groceries and beyond. Alongside with the largest market, From the above figure of eMarketer (2021), it witnessed that Chinese retail e-commerce market had been keeping continuously fast grow and accounting for more than half of the total retail sales after 2021.

According to eMarketer cited by Caixin (2021), China has become by far the largest e-commerce market all of the world, and is roughly 3 times of the US market. The finding has found out that the Chinese e-commerce market is predicted to grow to over $4 trillion and account for nearly two thirds of the total retails. Different findings have found that the exceptionally large population and also the rapid trend of the urbanisation have provided the possibility for the scale of economy, enabling the cost-effective e-commerce fulfilment and delivery (Frade et al., 2021); this has been further supported by the relatively low-cost labours costs, and also the Chinese society has a more demanding working lifestyle, and online sale may also create the much needed conveniences to suit the needs for the consumer and society. 
 
1.1.3 The link between online shopping and live e-commerce
With the great booming of online business and highly competitive e-commerce, Chinese e-commerce market has also experienced the transformations. In the past, E-commerce focused only on static display of product images, prices and key features. However, with the rising recognition for the social networking, entertainment and fun factors, the live e-commerce has emerged from the online business industry. The live format is a product of the rapid development of e-commerce, and its predecessor can be traced back to television home shopping, which started in 1982 (Si, 2021). This has also created the extensive range of the internet celebrity and online influencer, who have become the key business advocate for the live shows to promote the products. The model has gained the trusts with the clients, and deliver the highly interactive communication and discussions to clients (Si, 2021). In the long run, the internet celebrity and online influencer may even form the loyal client basis, and could successfully commercialize the mutual relationship between the two factors. 

1.1.4 The rapid rise of live e-commerce in China
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Figure 2: China livestream rooms

Since the 2019, the e-commerce in China has experienced the new norm which is called the livestream and then has gained the huge popularity rapidly (Si, 2021). The internet celebrity and online influencer may conduct the hours of the livestream, in order to advertise the targeted products to the audiences vividly. According to McKinsey (2021), the livestream e-commerce plays the key boost to the growth in China, and has reached $200 billions of revenue in 2020 with 500% of growth, and expected to reach $800 billions before 2025 to become the main engine to drive the e-commerce growth and beyond. 

The hugely increasing popularity for livestream e-commerce has proven some of the key factors (Peng et al., 2021). First, rather than the static presentation, live streaming is generally viewed as much more interactive, and thus greatly improve the attractiveness to the audiences and shoppers. Second, the finding has seen that during the pandemic lockdowns, consumers may have higher demands for the social connectivity when stay at homes, which has further fueled the booming trend for live streaming (Mao et al., 2022). Furthermore, by building the trust and scale of economy, consumers may get some of the best deals from the livestream due to the bargaining powers against the suppliers, this may also create the seamless shopping experiences as consumers may reduce the time spending on selecting the offers, instead to put the trusts into the recommended products and services in the live rooms (Si, 2021). Overall, the increasing popularity for live streaming is the direct reflection for the social, technological and economic norms, and have reflected for the changing nature for consumer appetites, particularly for the younger consumers (Xie et al., 2022). Thus, how to capture the market in the ever-changing e-commerce world especially the emerging livestream industry is a very essential topic for every business. The first step for this topic is to analyse the effective factors that drive deals in the livestream.

1.1.5 The role of personal brand in livestream
Despite being a relatively new concept, the livestream e-commerce has already seen the huge importance about the personal brand of the livestream host. There is a huge polarisation in live industry, in which over 5 million livestream host have joined the competitions, the top 10 players are accounting for nearly 30% of the whole market, showing the highly concentrated markets while emphasising for the huge importance of personal brand (Liu et al., 2021). For example, according to sales statistics in 36Kr website, a live leader named Austin Li, who has taken the dominating position in the cosmetic and particularly lipstick market, selling more than 3 billion RMB on the China Single Day in 2020. The finding has seen that his personal brand plays the pivotal role in the success for capturing the fast growing livestream market in China, as the industry experienced “winner take all” styled competitions (Zhang et al., 2022).
These top livestream host can be regarded as internet celebrity or online influencer by the audience because of the very high online traffic. Thus benefiting from analysing the success of them in the live room, the research can evaluates the content, implication and potential impacts of personal brand in the emerging livestream e-commerce and then draw a conclusion by the way to build an effective personal brand on social media platform.

1.2 The Value of This Research
1.2.1 Academic gap in this field
According to compared with the previous relevant research literature via UWTSD library, CNKI，Google Scholar, ScienceDirect or other official academic website, it is not difficult to see that while the livestream e-commerce has experienced tremendous success, there is still lacking of the research to deliver the comprehensive insights into this social and commercial trend, especially in this fast-changing and dynamic feature for livestream e-commerce in the post-epidemic period, with the crucial personal brand of a top livetream host to play the role. More crucially, despite the fact that personal brand plays a significant impact in livestream host sales, there is still a scarcity of academic study on the subject.

1.2.2 Current problem statement
In addition, a wide range of issues have come to light along with this instant and interactive e-commerce form (Hsu et al., 2020), including the false or exaggerated advertising, sub-par quality of products, the potential personal information abuse. These bad phenomena have dealt a fatal blow to the expansion of the livestream industry and the credibility of the livestream host. Therefore, building a personal brand of integrity and making customers feel that they can be trusted are the key for a livestream thost to avoid these risks and stands out in the highly competitive live industry.

1.2.3 The purpose of the research
The purpose of the Doctoral research has been viewed as high value adding and beneficial to the stakeholder (Wisker, 2008). The research delivers the significant value to the academic fields: the livestream e-commerce is a fast growing area, and likely to become the engine room for China e-commerce for the years to be (Si, 2021). Thus analysing this topic is very valuable for the business. The research provides the opportunities to leverage on the existing research and field study, in order to fulfill the academic gaps to deliver the comprehensive insights to this topic.

The research benefit the live host and the livestream business as well. The research shows the core insights over the Chinese consumer behaviors during in the live room. Through analysing the features of internet celebrity or online influencer, it can further help the live hosts and livestream e-commerce business to better position themselves, becoming more attractive and appealing to the targeted consumers, so that it can keep the customer stickiness in the long run (Li et al., 2021). .

From the perspective of the relevant practitioner like marketing manager in social media industry or online business field, by analysing the personal brand in the livestream, it can provide reference value for them to know the way to shape their personal impression via media platform (Jacobson, 2020) and screen livestream host with a good personal brand image in a right way. Beyond that, when refer to deal with the exaggerated advertising and bad quality of products or other kind of issues, this topic may also benefit the authority to optimize the regulation and governance, protect better consumer protections and drive the more sustainable development for the emerging lives e-commerce. 

1.3 Research Aim, Question and Objectives

Based on the review for the content, the research aim, question and objectives have been established to further streamline to the Doctoral Research. The research aims to understand the content, application and impact of personal branding in the emerging e-commerce in China. According to Maxwell (2008), it is known that the research question should be clearly related to the objectives of the study and guided by previous literature or phenomena. In this topic, the researcher question proposes as “how the personal brand, associated with livestream host (include internet celebrity or online influencer) influence the decision making for Chinese consumer in contemporary e-commerce era”.

The research objectives are listed in the more granular levels, and with more specific and targeted action for the Doctoral Research:
· To analyses how the contemporary concept such as personal brand, personality and characteristic making the internet celebrity or online influencer to become successful in the livestream 
· To critically discuss the roles of personal brand of internet celebrity or online influencer in the live e-commerce
· To identify the potential drawbacks for the personal brand of live e-commerce model
· To make recommendations to the relevant stakeholders, transforming the research from the academic theory into the practical values

2. Theoretical Framework
The theoretical and conceptual frameworks are essential components in doctoral study. Both of them are used to review and debate the literature and have a close connect with the literature review (Rockinson-Szapkiw et al., 2014). However, there is a number of differences when developing these two framework. Rocco & Plakhotnic (2009) emphasis a theoretical framework usually selects one or two significant theories, and yet a conceptual framework incorporates both theoretical and empirical material that is utilized to inform the research.
Meade’s symbolic interaction theory together with Goffman’s dramaturgical model theory can be used throughout the whole theory. Thus they are clarified as the theoretical framework. It is proven taht maintaining continuous interaction with audiences on social media plays a very important role in the success of live e-commerce and the building of the personal brand of the live host (Md Saad et al., 2021). Bailey et al. (2012) states that symbolic interaction shows the meaningful of human interaction through the medium by symbols, especially language. As applied symbolic interaction theory to the subjective interpretivist/ constructivist paradigm, this theory guild the researcher to adopt case study to find out the meaning of interaction between livestream host with the audiences, and then evaluate the impact of the host’s personal brand in e-commerce industry. 
All the livestream presenters are keeping verbal and motor output according to different purposes. Jacobson (2020) points with Goffman’s impression management theory, particularly in the front stage theory through interaction, which further support the framework within the livestream topic, that is proven beneficial to online identity, as well as personal brand. People tend to show several identities according to the different situation, in order to control public perceptions at the front stage (Goffman, 1959) and that argument is agreed with Khedher (2015), who believes some true personalities are hidden in the back offline which defer from the front stage. However, the audience prefer a authentic live personalities coherently behind the social media platform instead of the mask-like face and Goffman has already aware the risks that if the audience aware the inconsistencies between onstage and offstage. Against with the front and back stage theory by Goffman and Khedher, both Montoya (2005) and Arruda (2009) note that these online actor should live followed with their personal brand and keep the personal brand image consistently on and off line in case disappointed by the funs or audience, and maintain the interaction with them in order to transfer the online traffic into business orders. In summary, with these two main theories, the theoretical framework drives the personal branded livestream host to interact effectively with the audience. 

3. Overview of Literature Review
3.1 The Concept and Purpose of Literature Review

Wisker (2015) defines the literature review as the cornerstone of a research, which shows an iterative process with the purpose of achieving a full covering of theories, views, standpoints, and pioneering work. Efron et al. (2018) stresses that the purpose of critical literature review should be strived to offer current knowledge in a unique and creative lens, determine the connections between concepts and theories, as well as their implications in practice, in order to promote new perspectives and insights of the subject under investigation. Furthermore, the literature review can draw the frame when conduct the conceptual framework, which play a vital role in the whole research (Maxwell，2005).

3.2 The Approach of Literature Review

Given the qualitative nature of this study, it is sufficient for this research to conduct a thematic and theoretical literature review. According to Alhojailan, M.I. (2012), it can be known that thematic analysis is a sort of qualitative analysis. Any study that tries to find using interpretations should use thematic analysis. That point is strongly supported by Hatch (2002) and Creswell (2003), who further emphasis that thematic analysis can interpret data and organise data analysis more systematic.

3.3 Close Examination and Selection of Key Conception

· Livestream e-commerce industry: Si, R.(2021) defines that live e-commerce is the promotion and sale of goods via live streaming. Livestream is fundamentally just a traffic tactic, with the ultimate goal of selling things and increasing turnover. It's a brand-new marketing technique that blends live streaming and online shopping.

· Internet celebrity: Celebrity has an influence and impact on "public consciousness," according to Rojek (2001, p. 29), since celebrity captivates the public's focus and royalty meanwhile preserving the social distance, which agreed by Juntimwasarakij (2018), and further points out that internet celebrities are frequently portrayed as public models via the internet and influence their audience's behavior in a certain degree.

· Online influencer: Marwick (2013, p.114) comes to the conclusion that unlike popular celebrities, online influencers belong to a small group of online users, which has been expanded by Lisichkova et al. (2017) to include that online influencer operates across a variety of social media channels, frequently at the same time. In contradiction to the point made by Rojek (2001, p. 29), Lisichkova et al. (2017) maintain the online influencer comes from regular people without too much social distance in ordinary life. 

· Personal Brand: Khamis et al.（2017）supports Marwick,(2016) earlier work by also findings that distinguished from human brands for traditional celebrity, personal brand can be applied to a few well-known individuals. Jacobson (2020) defines personal brand as the act of gathering, organizing, and classifying personal data by external image and inner qualities in order to create a full impression for other individuals to recognize one's identity. Building an effective personal brand can amplify value and enhance influence.

3.4 The Content of Literature Review

There are numerous studies emphasizing for the cultural consideration for e-commerce. Klein and Sharma (2022) have seen that Chinese consumer purchase is greatly emphasized for the collective impact, and this may link with common perceptions, public trusts and potential collective bargaining powers, and this links well with Hofstede (2022) national cultural theory showing the highly collective nature for Chinese consumer and beyond. Another illustration could be seen in Wu et al. (2021)’s study: the study has believed online review plays the exceptionally influential role on consumer adoptions: this has seen that consumers may disproportionally focus on comments from others, to gain the independent and public recognized view to lead the success. 

Zhang et al. (2022) have recognized the huge importance for livestream commerce in the modern society, it has not only seen as the catalyzing force for the e-commerce nowadays, but also livestream provided the solution to one of the substantial barriers: customer retaining and gaining the trusts. Wang et al. (2021) have further stressed the concept of the internet celebrity and online influencer may become even bigger success in China: they could play the key role to gain the trusts, where the large crowds of supporting comments and purchase decision may lead to mutual support and recognition in the areas. This has linked with personal brand for the presenter or influencer, as well as delivering the more interactive solution. Thus the effective personal brand has significantly reduced the uncertainty and cultivate the trust to capture the value for the clients. 

Lu and Chen (2021) have further exploited the argument, seeing livestream provides the more dynamic and interactive presentation of the products and services to clients, and also the visual insight to the consumers such as queries and answers. No matter how the live host act in front of the audiences, they are all use the symbols and meanings by expressing with purpose (Bailey et al., 2012).
4. Conceptual Framework 
4.1 The Definition of Conceptual Framework
According to Maxwell (2005), the conceptual framework should follow two aims: the one is to shape the study into previous theory and research and another one is to demonstrate the contribution in the field. It is grounded by the literature for formatting the researcher’s own theoretical approach rather than described the accomplished research easily. In addition, Ravitch, and Riggan (2012) defines that it is a set of linked, logical ideas to persuade the reader to believe the study's significance and rigor. A conceptual framework arises when participants' viewpoints and issues are collected and assessed.
4.2 The Development of Framework
In this research, the literature review acts as the researcher’s conceptual foundation (Maxwell, 2005). As a pretty new topic, with the purpose of studying the impact of personal brand and the way to build an effective personal brand, this livestream research is critically analysised a serious of latest literature to robust the hypothesis due to the literature review part. For example, in China Livestreaming E-commerce Industry Insights book, Si (2021) gives a very detailed report on the live streaming industry including the analysis of the success factors of top live host. Through the content, it can be found out the crucial importance of the personal brand and online identification in live room in order to attract traffic for the purpose of closing deals.
While viewing the personal brand from a marketing perspective, Kotler et al. (2019) points out the positioning theory in order to make the personal brand full of 4V theories including Variation, Versatility, Value and Vibration. Khedher (2015) he incorporates both brand and sociocultural theories into his analysis and adopts multidisciplinary approach to support his theory that building a personal brand can be divided into three stages: they are defining the personal brand image which supported by Bourdieu's (1983) social and cultural theories , positioning the personal brand in front of audience which referred to Goffman’s (1959) self presentation theory, and lastly shaping personal brand image, which can be proven in Schön’s (1983) self reflexivity theory (Slind et al., 2016). 

Summarised by Slind et al.’s (2016) framework, the researcher believes there are three key actions to build an effective personal brand via content, and they are “Establish Personal Brand, Enforce Personal Brand, and Maintain Personal Brand”. The author strongly believes that it is of great importance to keep authentic manners when communicated with the audience, which is kind of disagreed with Goffman’s backstage theory and agreed with Rampersad (2008) and Labrecque wt al. (2011) who come up with that authentic personal brand can contribute to gain the audience’s trust and full of big power for firing consuming desires by them. In a word, the online influencer themselves can be treated as a brand for purpose. 
 
By done a research with a successful CEO with millions of funs in instagram, Md Saad et al. (2021) gives a observation that building a successful CEO personal brand plays a vital role in raising the company's profile and the personality is the factor that gets the most attention and interaction. Jacobson (2020) agrees Meade’s symbolic interaction theory and claims that the personal brand is a practice that social media managers utilize in both their work and personal lives, which echo Goffman’s the front stage and the back stage theory. To sum up, the conceptual framework is an original synthesis of arguments around a thesis in the context of previous relevant literature (Rockinson-Szapkiw et al., 2014). In order to make the construction of the theoretical framework clearer and more explicit, Maxwell (2008) recommends a tool named concept mapping which is originated from Joseph Novak (Novak & Gowin, 1984, cited in Maxwell, 2008). In summary, the researcher draw a conclusion that the key pattern is to maintain a consistent personality and connection with the audience on and off line in order to successfully construct an effective personal brand for live business on social, which can recall and echo the research question.

4.3 Concept Map
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Figure：The concept map of this thesis to demonstrate the progressive relationship of these theoretical frameworks.

5. Research Methodology

5.1 Introduction

5.1.1 The importance of Research methodology 
As Saunders et al. (2019) reveals, research methodology plays the critical part for the success of a academic study. It takes the full considerations for the research design and implementations, to ensure the integral and consistent research approach to select appropriate corporate strategy, drive the research implementation, boost the data collection and analyse to achieve the goal forward. The failure to select the appropriate research methodology may deliver a catastrophic impact: not only the research unable to collect the data and information to achieve the goal, but also it could undermine the research in totality.

5.1.2 The purpose and content of methodology 
The aim of this part is to deliver the comprehensive research methodology consideration for the targeted research topic, in terms of the application of the personal brand in the livestream e-commerce in China. To ensure the study has delivered the full research, this section divides into the following areas. Firstly, the research outlines the nature of the study and the establishment for the philosophy, in order to discuss the choices of ontology, epistemology and axiology, which are the elements of paradigm (Lincoln and Guba, 1985). Secondly, according to the paradigms, the methodology covers the analysis of inductive and deductive approach. Thirdly, the study delivers full insights into the implementation of the research strategy, including the detailed selection of research design, data collection, data analysis, and ethical consideration. This part of the study addresses how the proposed research strategy could achieve the targeted research aim and objectives (Easterby-Smith et al., 2021). Finally, the research methodology also experiences the evaluations, including the coverage for the reliability, validity, limitations and further improvements in the areas. 

5.2 Interpretivist/Constructivist Paradigm and Philosophy
The research philosophy has set the backbone for the overall research principle and architect (Peters et al., 2012). Research philosophy strongly bound with the beliefs and assumptions for the research, and delivering the overarching for the research design (Creswell, 2007). The research has thus discussed the various key research philosophical factors, and their applications to the research. Guba and Lincoln (1994) define the paradigm as a systematic point of view that guide the researcher to conduct a research and it concludes epistemology, ontology, methodology and axiology.   

Creswell (2007) argues that positivists support there is an unique, objective reality that can be quantified with standardized tools without prejudice. Positivism is a method of studying science and a belief of creating findings by scientifically empirical data. Contrary to that, interpretivists focus on analysing the nature of fingdings, as well as how it is formed and gained. Interpretivists think that the plenty of knowledge come from different human experiences with various meaning, which is agreed by Denscombe (2010). Through analyzing the way of building an effective personal brand of the top livestream host to draw the business success, it can draw a generally trustworthy conclusion in a certain degree. The researcher decides to adopt the interpretivism/ constructionism as the research paradigm. The first step for the research methodology consideration is associated with evaluating the nature for the research aim, objectives and questions.

5.2.1 Relativist Ontology
Ontology is the study of "what reality is like and the fundamental ingredients that make it up" (Silverman, 2010: 109). From Crotty (1998), it can be known that the ontology is the philosophical term refers to the assumption for the nature for the reality. The ontology provides the ultimate decision over the shape and nature for the research, and how they exist in the form of the research. Ontology is the key assumption that how the reality has existed in the research, and how the research could make the nature for the impact, and the associated understanding for the existences (Peters et al., 2012). 

Moses & Knutsen (2012) notes that realist ontology believes there is only one reality that can be investigated and the beliefs exist independently from experiencing. In contrast, relativist ontology is convinced that reality is produced by people and there is no single genuine reality. The consideration of ontology for the research is relativist. It can be shown that personal brand plays the profound impacts to the success of the livestream e-commerce, as a result, much of the insights may be gained from the convention and require the input from the multiple realities (Brinkmann, 2017). Thus the ontological consideration for the study has taken the considerations for the socially constructed research, and may associate with some of the unstructured researches in order to find not only targeted but also new or unforeseen outcomes for the research. 

5.2.2 Subjectivist Epistemology 
Epistemology serves as a link between thought and reality. Crotty (1998) points out that “objectivism, constructionism, and subjectivism are the three broad epistemologies”. Crotty discusses how hypotheses are validated, why knowledge is obtained, and the most commonly used procedures and methods. For epistemology, the philosophical consideration is strongly associated for the understanding and assumption for the knowledge (Moon and Blackman, 2014). The key argument for the epistemology is associated with the content for the knowledge (Pritchard, 2014), as whether the knowledge is already existed for the study to find out, or the researcher will play the key role in order to fulfil the knowledge transfer and fulfilment (Byman and Bell, 2015). 

Based on Crotty (1998), it can be known that subjectivity holds that we all have diverse perspectives on what we know and constructionists learn to "know" through the relationships. Whereas, objectivity insists the knowledge always be there whether we realise or not. For this research, the research topic is a highly social subjective together with constructive, and the data collected by interviewing groups of stakeholders in the live field. The opinion and perceptions for the stakeholders could play the key role for the study; this is especially associated with the topic that narratives and words to gain the insights. This has once again seen that the individuals, context and specifics for the research with the attributed meaning for personal branding impacts. 

5.2.3 Axiology
The axiological assumption are strongly associated with the level of the influence for the value of the researcher on the research process, including the essence and value creation in the research (Guba and Lincoln, 2005). For example, the research may consider the role of the value in the research, how to treat the value and how to deal with the consideration for the research (Saunders et al, 2019). The study maintains the high value for the research, to therefore provide the critical and reflective value for the personal brand, and promote the integral and reflexive consideration to the study.


5.2.4 Reflexivity

According to Yanow (2009), it is essential to keep humility through a reflective practice that includes questioning self and epistemological assumptions, and even the thought and action, moving away from certain language style to exploratory language. The finding illustrates that reflexivity is the application for the finding, and what the researchers and stakeholders to do with the new found knowledge. This is particularly the case for the targeted qualitative research, which may need to carefully consider the comments, narrative and opinions from participants and researchers’ thoughts and assumption (Easterby-Smith et al., 2021). This may create the full considerations that researcher needs to take effective actions, to therefore mitigate if not eliminate the potential biases for the study.

While there are other forms of the research philosophies such as postmodernism and pragmatism, the above mentioned three research philosophies are representing the vast majorities of the academic researches (Saunders et al, 2019). By taking all the considerations, and particularly the highly subjectivism nature for research topic, the study proves that interpretivism research philosophy is the most appropriate one for the study. 

5.3 The Selection of Research Method
The key research approaches include deduction and induction (Saunders et al., 2019). While the above mentioned review demonstrate the comprehensive insights for the research philosophy, the research method is the extension for the study and bring the study into the next stage for the research design (Cohen et al., 2007). This has taken the consideration for the logic, generalisability, the use of data and theory to boost the impact. 
The consideration for the research shows the induction aligns with the interpretivism. Induction regards the logic as the inductive inference, and thus prioritise the focus for the untested and new finding for the personal brand of their new impacts. For generalisability, it leads the finding from the specific case such as selected Austin Li to become the general rule, to therefore reveal the overall personal branding impact (Saunders et al., 2019). Additionally, the use of data perspective provides the data collection is the key to explore the phenomenon pattern, to therefore drive the formation for the new research. Thus the goal for the induction selectes inductive approach, including the consistency with interpretivism research philosophy.
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Figure 6: Inductive research approach (Haig, 2018)

The inductive research approach adapts “hill climbing” approach: first, the research collects the extensive observation and data, in order to build the background for the new research areas (Haig, 2018). Then the evaluation displays the pattern of the information and data, to therefore drive the formation for the tentative hypothesis for the new finding; then the critical discussions, evaluations and interpretations can drive the changes from the tentative hypotheses into the formation for the new theories (Peng et al., 2021) Thus, the inductive research approach aligns well with the research philosophy, to therefore promote the new finding for the personal branding into targeted live streaming e-commerce. 

5.4 The Qualitative Research Paradigm 
Before making the selection for the research strategy, some of the other considerations have been made for the whole of the research. The first is associated with primary and secondary research. The secondary research is where the researcher is using the existing information, such as public available and accessible insights, the finding from other academic and empirical studies (Blaxter, 2010). The secondary research has the benefits the high feasibility, and relatively easy demands for the research ethics; however, secondary research may fail to gain the new information, and may be particularly unsuitable to interpretivism philosophy and inductive approach focused research, which is prioritising the new finding. In contrast, primary research is positioning to collect the new data and information from participants, to therefore drive the new finding for the research (Brinkmann, 2017). Primary research enables the study to deliver the tailored research design, and thus to capture the associated information and data to address on the new topic and findings. However, research may face higher standard for the efforts as well as experience the higher research ethical standard. Thus the research is adapting the primary research as the core considerations.

Another key consideration for the research methodology design is between qualitative and quantitative information. The quantitative information is much more associated with using the numbers to discover the facts and social phenomena; this has associated the society is full of fact, where the number based finding could drive the conclusive and statistical insights (Denscombe, 2009). This is often conducted in the statistical analytic measures, and more suitable to positivism research philosophy and deductive approach (Bryman, 2004). In contrast, the qualitative research is strongly bound with the understanding for the human behaviour in the form of the dynamic and negotiated reality. Rather than relying on the numbers, qualitative study is relying on the observation or the collection for the word based narrative insights for the study and the level of the qualitative view is holistic (Creswell, 2007). This has often delivered the higher context and validity focused information to drive the goal forward. The qualitative information is much more aligned with the interpretivism research philosophy and qualitative information, to therefore drive the goal forward. Thus by taking the above considerations, the research adopts primary research and qualitative analyses, to therefore address for the new finding focused research topic and beyond. This has further complemented the overall research method design and the overall selection for the study. 

5.5 Five Qualitative Approaches
The five primary methodologies designed in qualitative research, according to Denscombe (2009) and Creswell (2007), are "case study, narrative research, grounded theory, ethnographic research, and phenomenology." This thesis uses a case study approach to answer the research issue by analyzing the top livestream host presence picture and data available on the internet. Data will be collected via focus group from a semi-structured interview. In addition, the study focuses on Austin Li and attempts to uncover his personal tales in order to characterize his online image, which lends itself to a narrative approach. Because it is difficult to characterise the essence of this booming livestream e-commerce, the researcher decided against using a phenomenological approach. Furthermore, rather of developing grounded data from a large number of individuals, this research can declare a definite stand. Moreover, this topic has positive effect on calling for social transformation by building an effective personal brand in the live field. Therefore, the ethnographic approach is not applicable in this case.

5.6 Qualitative Data Collection Strategy

The finding above has indicated research topic is a relatively new areas with highly subjectivism nature for the study; this has further extended to the research design in the areas of interpretivism research philosophy, inductive research approach, qualitative research paradigm and case study as the key approach. Thus by taking all the considerations, the research strategy uses focus group as the primary data collection method, which is shown some great consistency for the above mentioned key research targets. 

5.6.1 The concept of focus group
Cohen et al. (2007) defines the focus group research strategy is where researcher has invited a group of selected people, who are participating into the facilitated discussion for the targeted topic. It could be seen as the enlarged version of the interview, which has included the multiple participants to have the conversation (Haig, 2018). This has generally started with the questions or initiations from the researcher who host the focus group conversation, where participants will have the opportunities to express their views and opinions .

5.6.2 The primary data collection strategy 
Gay et al. (2019) introduces four key techniques for primary data collection which are “observing, interviewing (including the use of focus groups and email), administering questionnaires, and examining records”. By taking the consideration for the overall research topic, the evaluation for the content and impact of personal brand in the livestream e-commerce is a relative new area, and likely to cascade the impacts to the multiple stakeholders (Brinkmann, 2017). The focus group thus enables the researcher to tailor the needs for the research topic, collecting the content and narrative enriched study. Besides, it can drive the business to collect the high degree of the context to drive the research moving forward and achieve the goal.

Furthermore, the focus group of interviewing provides some benefits against some other classic data collection method. For example, Austin Li is selected as a typical case, try to find the patterns and regulations that how he won the competition in e-commerce industry. Then gradual formation of hypotheses based on patterns, leading to generalised conclusions. Meanwhile, observation alone is far more not enough, as there is much information that cannot be observed by an outsider. Therefore, the researcher picks a typical livestream host as the case study for interviewing. 

Nervelessness, focus group leads the discussion with multiple people and could effectively reduce the research bias: on one hand, the selection for the focus group participants may be multilateral, thus this provides the opportunity for the mixed backgrounded participants to engage with the focus group discussion (Gay et al., 2019). The increased numbers and mixed background for participants are more likely to reduce the biases, as it has also encouraged the insights from different people rather than one participant. On the other hand, focus group also creates the background so the participants could critically discuss and constructively debates the topic (Wisker, 2008). The direct consequence may conclude that focus group could be more effective than the classic interview to reduce the limitations and potential research bias.

Last but not least, the researcher for the project has already had some business connection with the relevant stakeholders in the livestream host field. This could significantly reduce the research barrier and increased the feasibility for the research, making it more feasible to drive the success forward. Thus by taking all of these considerations, the research selects the focus group as the key primary research strategy.

5.6.3 Data collection and analysis
The research plan to invite between 6 to 8 participants who come from diversified backgrounded including consumers including both those frequent and infrequent live streaming purchasers, livestream influencer and employee, marketing manager of suppliers, to conduct a semi-structured interview. All the questions are prepared and documented well ahead of time and should be designed around the factors that attract audience or consumer in the live room, in order to find out the importance and the way of building an effective personal brand for livestream host. Virtual focus groups can be accomplished by the innovative technology (Creswell, 2018). Data collection has been scheduled to provide the comfortable, relaxed but also professional environment to all the participants. The researcher should make sure all the conversations are recorded with the permission for the participants (Cohen et al., 2007), and then translate them into the narrative based transcripts for further analysis and discussions. The transcripts will be included in the appendix of the final report as part of the raw data for the finding. It is crucial for incorporating the multi-stakeholders focus group discussion, ensuring the diversified and mixed views are forming the critical discussion and evaluations.

6. Ethical Considerations
The research ethics have paramount importance for the research, this is particularly the case for primary research of the focus group which has included the considerations for opinions and perception for the consumers (Byman and Bell 2015). The potential violations for the research ethics will not only void the totality for the research, but also to raise the reputation damage to the researcher and university. Thus the researcher should follow the institution’s instruction to submit the ethic form before starting the interview.

By considering the focus group primary research, the study takes the following measures to research ethic compliance (Saunders et al, 2019): personal identity protection (anonymity), data protection (confidentiality); data validity; information and consent and other ethical requirements from the university, to therefore maintain the integrity for the research to deliver the comprehensive coverage and compliance for the research ethics (Cohen et al., 2007).

7. Reliability and Validity 
Traditionally, social research has looked to originally quantitative concepts such as reliability and validity (Guba and Lincoln, 1994). Some researchers have made these terms' meaning more compatible with qualitative research (LeCompte and Goetz, 1982). However, Duxbury (2015) believes that one of the typical feature of qualitative research is that lacking of universally recognised criteria compared with methodological rigour, as well as case study research, as it not belong to any specific methodological ‘school’. Ben adopts Yin (2009), Simons (2009) and Stake (1995)'s “criteria for judging the quality of research design: construct validity, internal validity, external validity and reliability”, with Simons (2009) referring to the use of validity (internal and external), credibility, trustworthiness and authenticity, as well as intrinsically qualitative measures that relate to the personal feelings of the researcher. These theories can be evaluated in this qualitative research.
The research evaluation includes the consideration for research reliability and validity. Research reliability could be seen as the level of replicability for the research to be conducted in the same conditions, this is to ensure the similar if not same level of the results is gained. The research has detailed all the research methodology, including the design principle, the question for the focus group, the selection for the participants with mixed background, raw data transcription and associated analyses (Brinkmann, 2017). Due to the nature for the qualitative study, the research has detailed all the information to therefore maintain the reasonable high standard of the research reliability.

Research validity is where the researches are finding the results, which are providing the insights to the targeted research areas. The qualitative information has delivered the high validity for the research, to ensure all the information collected are representing the targeted collections (Peters et al., 2012). The research has purposively designed the collection of opinions and feedbacks from the participants, leading to the view for the mixed outcomes including the stakeholders’ feedback.Overall, the finding has seen that research delivered high reliability and validity, promoting the success for the study.

8. Conclusion with contribution
By summary, the research delivers the profound purpose to drive the business forward, and benefit a wide range of the stakeholder to justify the purpose for the study. It conduct a relativist ontology and subjectivist epistemology, along with inductive research approach. As a qualitative research paradigm, it adopts case study together with narrative research by semi-structured focus group interview as the data collection strategy, to find out the significant elements for building an influential personal brand  are holding corresponding personality and keep communication within the potential customers both in the front and back stage. This report not only fills the academic gap of the incomplete research on personal brand of Chinese livestream host, but also severs as a practical guild for the livestream industry. It can contribute to the marketing 

9. Limitation with Self-reflection
To fulfil the criticalness for the research, the research has taken the considerations for the limitations and reflexivity. From methodology aspect, one of the key limitations for the qualitative research is that due to the scope and context rich nature, the study may only have the capability for selecting the limited number of participants to the research. This could be the key contributing factors to generate the research bias, as the assumption and perceptions for the researcher may impact in the areas of participant selection, data collection and analyses (Bryman, 2004). From the researcher’s positionality perspective, as an insider in this livestream business pattern, althrough the researcher can enjoy the unique “geographical,linguistic,ethical, scientific knowledge” (Duncan, 2014), the one still lack of holistic view and the data collection process may be subjected to perception and even unconscious biases for the research. The researcher has taken the predominating role throughout the research, and this again may impact the academic integrity for the study (Saunders et al, 2019). 
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