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ABSTRACT
     Live streaming commerce has become a leading digital retail model integrating live product presentations, interactive engagement, entertainment, and instant purchase options. This dissertation investigates the effects of this on customer satisfaction and purchasing behaviour in the fashion retail industry. This dissertation employs a qualitative secondary-research methodology and reviews peer-reviewed academic studies that have been selected through certain inclusion and exclusion criteria. The evidence is evaluated thematically with an emphasis on trust, engagement, perceived value, social presence, promotional activity, satisfaction, purchase intention, ongoing purchasing, and impulse buying. The research also applies the Theory of Planned Behaviour and the Expectation Confirmation Theory to comprehend customer responses. The study highlights similar trends, variances, and limits in the available literature by comparing results across countries, platforms, and research contexts. The dissertation is to contribute to a better understanding of the impact of live streaming commerce on customer decision-making and to make relevant recommendations to fashion retailers, live-stream hosts, digital platforms, and future academic study.
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1. INTRODUCTION
1.1  Background
     Live streaming commerce is a new form of social commerce that brings together real-time video, product demos, conversation with viewers and direct purchasing functions in a single digital environment. Unlike traditional e-commerce, users are not restricted to static pictures, written descriptions, and customer evaluations. During a live-streaming session, viewers can browse products, ask questions, chat to hosts and sometimes even engage with other buyers before deciding to buy. The systematic review by Luo et al. (2023) finds that contact, engagement, shopping experience, promotional activities, and transaction opportunities are the core characteristics of live streaming commerce.
   The format is especially meaningful for fashion retail because clothing, footwear and accessories are very dependent on visual display. Hosts can show customers how things look when worn, describe material and sizing, propose styling combinations and answer customer questions instantly. Live shopping combines product information, entertainment, and social engagement. According to Capurro, Fiorentino and Russo (2026), live shopping and immersive technologies are impacting fashion retail more as these technologies offer more interactive and experience-based relationships between customers and products. The international evolution of the format means that it should be seen as a wider retail phenomenon than as an activity confined to one national market.
   Customer satisfaction is important, since a pleasant live-shopping experience may affect trust, purchase intention, and customers’ inclination to return to the same platform or supplier. Satisfaction may be determined by the accuracy of product information, the quality of communication, the trustworthiness of the host, the utility of demonstrations, and the entire shopping experience. Vietnam evidence also shows that the quality of streaming and engaging content can indirectly impact purchase intentions for fashion via customer attitudes and trust (Thuy and Quang, 2025). Research from Indonesia also supports live broadcasting to create a more genuine social-commerce experience and increase purchase intention, suggesting that its impact is not limited to the Chinese market (Chandraa et al., 2024).
   Furthermore, live streaming can also encourage less planned forms of customer behaviour. Discounts for a limited time, social engagement, entertainment, and a feeling of urgency might promote impulsive buying. Therefore, further synthesis is required to see the cumulative impact of trust, engagement, perceived value, contentment, social presence, and promotions on purchase responses.
   This dissertation studies the existing evidence from various retail and national contexts to assess the impact of live streaming commerce on customer satisfaction, purchase intention, continued spending, and impulse buying in the fashion retail industry.
1.2  Research problem
     Despite live streaming commerce is emerging and expanding internationally, the existing research on its impact on customer satisfaction and purchase behaviour in the fashion retail business is limited. Research focuses on individual outcomes, such as purchase intention, impulse buying, engagement, or post-purchase intention, rather than the relationship among these outcomes. Research also uses diverse theories, variables and measurement methods which makes it impossible to compare findings directly. Kawaf et al. (2024) performed a thorough analysis of sixty-two studies and found a great deal of variability in the platforms, situations, and methodologies used to study social and live-streaming commerce. Furthermore, impulse purchase findings are highly dependent on cross-sectional surveys in China, affecting the generalisability of the findings to customers in diverse retail and cultural contexts (Li, García-de-Frutos and Ortega-Egea, 2025). 
    Furthermore, it is important to conduct a systematic synthesis to link the existing studies, assess their limits and determine how live commerce affects satisfaction, purchase intention, ongoing spending, and impulsive buying throughout the larger fashion retail business.

1.3  Research aim
     The aim of this research is to assess the impact of live streaming commerce on customer satisfaction and purchase behaviour in the fashion retail industry. 
1.4  Research objectives
To explore the factors of live-streaming commerce that affect customer satisfaction in fashion retail.
To study the impact of trust, engagement, attitude, and perceived value on buy intention and continued-purchase intention in live-streaming commerce.
The effect of social presence on sales promotions and flow experience on impulse purchase behaviour in live-streaming commerce. 
1.5 Research questions
What are the elements of live commerce that affect customer satisfaction in fashion retail?
How do trust, engagement, attitude, and perceived value affect customers’ purchase and continued-purchase intentions in live streaming commerce?
How do social presence, sales promotions and flow experience affect impulse purchase in live streaming commerce?
1.6 Significance of the study
   The importance of this study is the combination of studies on customer satisfaction and the diverse types of buying behaviour in live streaming commerce. By exploring trust, engagement, perceived value, social presence and promotional influence, the study gives a larger picture of the impact of live shopping on customer decisions in fashion retail.
   The research has academic relevance in comparing findings across countries, platforms, and theoretical viewpoints. This might help to uncover similar trends, differences, and gaps in the available research.
   The findings can be useful for fashion retailers, live-stream hosts and digital platform management. Understanding customer responses can help to improve product demonstration, communication, customer trust and responsible advertising methods.

1.7 Structure
   The dissertation is divided into five chapters. The first chapter presents the backdrop, the problem, the aim, the objectives, the research questions, and the significance of the study. 
   Chapter two critically evaluates the literature and important theoretical perspectives on live streaming commerce, customer satisfaction and purchasing behaviour. The methods of secondary research, the process of source selection and the thematic analysis are described in chapter three. The findings are presented and discussed in relation to the study questions and theories in Chapter four. Chapter Five presents the results, limitations, and recommendations for fashion retailers and for future research.
2. LITERATURE REVIEW
2.1 Introduction 
   Live-streaming commerce is the combination of video broadcasting, real-time engagement, and digital purchasing in a single retail setting. What makes it so important to fashion retail is its capacity to highlight products in a dynamic way and allow buyers to request information before purchase. However, the current literature does not offer a single comprehensive explanation of customer responses. Some research analyses the product knowledge and uncertainty, some with trust, perceived value, satisfaction, repurchase intention or impulse buying. In this chapter these themes are critically discussed, and the Theory of Planned Behaviour and the Expectation Confirmation Theory are described and later used to explain the findings.





2.2 Live Streaming Commerce and the Fashion Shopping Experience 
     Fashion products are frequently difficult to evaluate online since shoppers do not have the opportunity to see how they fit, texture, movement or quality. Live streaming can reduce some of these difficulties by allowing detailed product demonstrations and immediate communication. 
  Appendix F contains examples of live-streaming commerce and fashion-brand presentations promotions. (see page 40).
      Fashion items are hard to evaluate online because customers cannot visually check their fit, texture, or quality. Live streaming helps to overcome this barrier to some degree, through dynamic demonstrations and instant communication. According to Zhang et al. (2024), purchase intention in live-streaming e-commerce is affected by functional, emotional, social, epistemic, and conditional values. This means that buyers are influenced not only by product knowledge, but also by entertainment, engagement, and product discovery. 
   Overall, given the study measures self-reported buy intention rather than completed transactions, it cannot verify if good ratings translate into actual purchases. 
   Furthermore, the study was limited to one country setting and considered buying intention rather than the actual purchase. Therefore, the results are valuable but should be taken with caution when applied to the wider international fashion retail industry.
   Consistency of information provided during the stream is also vital. Alignment between the streamer, product, live content, and audience expectations can reduce product-quality and product-fit uncertainty (Chen, Shen and Wei, 2023). Their findings reveal that more information is not enough, it also must be meaningful and consistent. This is particularly the case in fashion retailing, where a good-looking display can nonetheless result in customer dissatisfaction if size, substance, or appearance are misrepresented. But the study was based on 338 shop-at-home shoppers, and the survey approach could only measure views and not if the information reduced product returns post-purchase.
   Customer perceptions can also be affected by streamer–product fit. Park and Lin (2020) reported that product-source fit affected the perceived attractiveness and trustworthiness of internet celebrities, whereas product-content fit affected customers’ practical and enjoyment-based attitudes towards the material. But celebrity-based conclusions might not apply equally to brand employees, smaller independent retailers, or virtual hosts. So, the effectiveness of live streaming relies not only on the technology, but also on the appropriateness of the host, content and offering.
2.3 Perceived Value, Engagement and Trust
   Trust is important in live-streaming commerce, as customers must evaluate the credibility of the seller, host, platform, and product without being able to physically verify them. Live stream commerce can boost trust, engagement, and customer satisfaction since it allows customers to see products in real time, ask questions and receive instant support, as per Merritt and Zhao (2022). Such capabilities could be particularly useful in fashion retail as static photographs may not necessarily convey fit, texture, or product quality well. But the study was exploratory and looked at the possible adoption of live streaming in traditional British retail, not assessing long-term buying behaviour.
  Trust should not be considered a broad notion. The customer may trust the host’s fashion knowledge but be concerned about the seller’s delivery service or the platform’s payment protection. Utilitarian, hedonic, and social value was identified to enhance customers’ trust in the streamer and the product, respectively, leading to the ongoing purchase intention (Wu et al., 2023). The results suggest that confidence is built on multiple characteristics of the live-shopping experience rather than only product knowledge. But the study was based on self-reported survey data from China, so the findings may not reflect customers in other cultures and retail settings.
   Perceived value can also affect several sorts of buying behaviour. Product relevant signals enhanced perceived value, but interactions between viewers and streamers reduced psychological distance (Xin, Liu and Jian, 2024). They found that a more methodical processing of product information enhanced repurchase intention, whereas a faster processing through social contact was more strongly associated with impulse buying. This comparison matters because it challenges the idea that one live-streaming feature will yield every customer outcome in the same way. However, the analysis was based on survey responses rather than on retailers’ transaction data.
2.4 Customer satisfaction and repeat purchasing
Customer satisfaction is the result of comparing the actual buying experience with the expectations formed beforehand. In the live streaming commerce, expectations could be product correctness, host reactivity, entertainment, price, delivery, and overall ease of purchase. Positive encounters may stimulate return, but deceptive demonstrations, incorrect products or poor service may decrease continued use.
   Yi, Chen, and Yang (2024) utilised Expectation Confirmation Theory to live-stream purchasing and found that perceived interaction, quality, and value influenced confirmation and customer satisfaction. After satisfaction followed repurchase intention. The perceived discounts did not immediately boost pleasure but rather through the reinforcement of previous expectations; discounts might be appealing to customers even in the absence of a positive experience. But the research was again based on the customers stated intentions, rather than verifiable repeat transactions, and was conducted in one national market.
   Furthermore, satisfaction and repurchase intention must stay conceptually separate. Satisfaction is a measure of an experience and repurchase intention is a measure of a prospective future action. A pleased customer may not repurchase due of pricing, changing fashion preferences, limited product availability, or a lessened necessity for the product. In contrast, advertising pressure can make the other purchase, even if the gratification is only mild. This distinction is crucial in comparing outcomes from research that employ different definitions and measures of ongoing purchasing.



2.5 Theory of planned behaviour
   The behavioural intention is generated by attitude, subjective standards and perceived behavioural control based on the Theory of Planned Behaviour (Ajzen, 1991). Attitude is the individual’s favourable or unfavourable judgement of the behaviour. Subjective norms refer to perceived social pressure from influential people or groups. Perceived behavioural control refers to the degree to which the individual thinks completing the behaviour will be easy or difficult. Behavioural purpose and perceived control then affect actual behaviour. (see Appendix B on page 35). 
   For live-streaming commerce, attitude could be shaped by product demos, entertainment, trust, and perceived value. Subjective standards may come from influencers, other viewers, friends, or online communities that either promote or deter purchase. Perceived behavioural control may also include available money, time and access to payment, confidence in technology and availability of the goods. These indicators together can explain customers’ purchasing intention of fashion products in a live stream.
The hypothesis is useful since it brings together individual appraisal, social impact, and perceived competence. But it requires a level of conscious planning and is therefore more powerful in explaining deliberate purchase intention than impulse buying. It does not also promise that an intention means behaviour because unforeseen financial, technical, or product-related impediments can impede a transaction. In this dissertation the theory is used to interpret planned buying intention, not all kinds of purchasing activity.
2.6 Expectation Confirmation Model (ECM)
   Expectation Confirmation Theory explains persistent conduct by comparing the initial expectations with the experience that is subsequently experienced. Bhattacherjee (2001) modified the theory for information-system continuity and suggested that confirmation influences perceived usefulness and pleasure. Finally, user satisfaction and perceived utility influence the intention to continue using the system. (see Appendix C on page 36).
   In live streaming commerce customers may look forward to an accurate display, credible counsel, responsive communication, and a convenient purchasing experience. Confirmation happens when the experience meets or exceeds these expectations. This may boost satisfaction and the likelihood of future platform use or repeat purchase. Negative confirmation might occur when the product obtained is different from the product presented, the host offers inaccurate information, or the service does not satisfy the previous expectations.
   This theory is particularly appropriate for this project as it links customer satisfaction with continued-purchase intention. It also links into the Theory of Planned Behaviour. The latter can explain the establishment of an initial purchase intention, while Expectation Confirmation Theory focuses on evaluations following experience. But this paradigm is still constrained when researchers just measure claimed continuing intention. Actual repeat behaviour may also depend on changing product requirements, fashion preferences, disposable income, and competing offers.
2.7 Social Presence, Promotions, and Impulse Buying 
   Social presence: The value to which customers feel other people are present during an online interaction. Host remarks, viewer comments, reactions, and observable purchase activity can provide immediacy and emotional participation to a live stream. Although these features might promote engagement and enjoyment, they can also raise pressure to buy.
   Huo et al. (2023) employed the Stimulus–Organism–Response paradigm to find that social presence and sales promotions affected impulse buying through flow experience. (see Appendix D, on page 37). Social presence and promotions were environmental triggers while flow was the internal psychological state of the customer and impulse buying was the response. Time and money also helped to enhance elements of this relationship. The results demonstrate that platform attributes alone cannot explain impulse buying as customers' personal circumstances also play a role in their responses.
   The S-O-R paradigm is effective for studying unplanned behaviour since it considers emotional and situational reactions. But self-reported, cross-sectional data cannot demonstrate that a live-streaming setting led to a purchase. Customers could potentially fail to report impulsive decisions or misremember them. In addition, short-term promotions can increase immediate sales, but they can also lead to disappointment later if buyers feel rushed or did not have enough time to analyse the goods. Impulse purchases consequently must be studied independently from planned and repeat buying.
2.8 Literature Gap and Chapter Summary 
   The literature shows that product presentation, information consistency, host compatibility, trust, perceived value, contentment, social presence, and promotional activity might have an impact on customers’ responses to live streaming commerce. However, these variables are often studied separately, and purchase intention is often used as a proxy for actual purchasing behaviour Satisfaction, continued-purchase intention and impulsive buying are also different psychological processes and should not be seen as substitute outcomes.
   The Theory of Planned Behaviour (TPB) explains the planned purchasing intention, and the Expectation Confirmation Theory (ECT) links prior expectations with satisfaction and continued use. Another theoretical justification for impulse purchase is the Stimulus-Organism-Response (S-O-R) framework. Yet much of the empirical evidence is still drawn from cross-sectional surveys and geographically bounded populations. This dissertation consequently integrates findings from multiple studies to assess how the highlighted parameters relate to satisfaction, purchase intention, continuing purchasing and impulse buying. Chapter 4 describes the approach for conducting this analysis based on secondary data.






3. METHODOLOGY
3.1  Introduction
   This study employs a qualitative secondary research approach. The study evaluates findings from current academic papers and does not collect fresh information from participants. The chapter focuses with research philosophy and approach, search strategy, selection criteria, and purposive sampling of relevant studies. It also outlines how information was structured in a data extraction table and examined using theme analysis. 
3.2  Research philosophy
     Research philosophy is the collection of assumptions that influence how knowledge is seen and assessed in a study. This research adopts an interpretivist philosophy as customer satisfaction and purchasing behaviour are affected by individual perceptions, social interaction, and the context of live-stream shopping. Interpretivism accepts that there may be multiple interpretations of the same event and that customer behaviour cannot always be explained by one objective fact (Saunders, Lewis, and Thornhill, 2023).
   The research therefore interprets and compares meanings and conclusions found in selected academic studies, rather than attempting to generate new statistical measurements. 
3.3  Research approach
   The research is mostly inductive in its approach. The inductive approach begins by looking at the evidence available and then building broader themes, explanations, and conclusions from that evidence (Creswell and Creswell, 2023). 
   This analysis is not intended to evaluate a new hypothesis based on first numerical data. 
   Furthermore, the study also has a limited deductive element since the Theory of Planned Behaviour, Expectation Confirmation Theory, and the Stimulus – Organism-Response framework will be used to explain the themes highlighted in Chapter 4. 

3.4  Research design
   This project used a qualitative secondary research design to explore the effects of live-streaming commerce on customer satisfaction and purchase behaviour in fashion retail. Bell, Bryman, and Harley (2022) argue that qualitative research can provide a detailed understanding of meanings, behaviours, and social processes within their wider contexts.
 This design permits evidence from multiple countries, platforms, and retail environments to be examined, providing a broader understanding than could be attained from a small primary-research group. 
3.5 Data sources and search strategy
   The study relies on secondary data, mostly from peer-reviewed journal articles and academic publications. The University online library, Google Scholar, websites like ‘ResearchGate’, ‘ScienceDirect’ and academic databases through institutional access were used to identify relevant studies. 
   The search was conducted using the search terms “live streaming commerce,” “live shopping”, “fashion retail”, “customer satisfaction”, “purchase intention”, “continued purchase intention”, “trust,” “engagement,” “social presence” and “impulse buying”. 
   The transparent and systematic search process (Snyder, 2019) contributes to the improvement in completeness and credibility of a literature-based study.
3.6 Inclusion and exclusion criteria
   Inclusion and exclusion criteria were defined prior to final selection of studies. Xiao and Watson (2019) argue that transparent selection criteria increase the transparency of a review of literature and reduce the chance of selecting studies based on the researcher’s expectations.
   The inclusion criteria were peer reviewed studies on livestreaming commerce/live shopping. Each selected publication must present evidence relating to customer satisfaction or purchase behaviour, including trust, engagement, perceived value, purchase intention, continued-purchase intention, or impulsive buying. Studies on fashion retail were prioritised, although broader retail studies were included if their findings were directly relevant to live-stream fashion shopping.
    The exclusion criteria are studies that concentrated solely on gaming, entertainment streaming or non-commercial internet activities were excluded. Blogs, promotional material, and unsubstantiated opinion pieces were removed because they did not present sufficiently rigorous academic proof. Publications that were duplicates, studies that did not relate to customer behaviour, and sources that did not properly explain procedures or findings were also removed. 
3.7 Sampling and study selection
     The purposive sample method was employed in selecting scholarly articles that could provide relevant evidence in answering the research questions. As Campbell et al. (2020) describe, this strategy permits the sample to be tightly linked with the study aims, hence underpinning the relevance and trustworthiness of the findings.
 The search strategy was used to identify potential sources, which we then screened against our inclusion and exclusion criteria. First, titles and abstracts were scanned to exclude plainly irrelevant studies. The remaining papers were studied more extensively to identify whether they addressed live-streaming commerce, customer satisfaction, or purchase behaviour. 
   The final sample consisted of fifteen scholarly studies. The selection also included studies from diverse platforms and country contexts, enabling comparisons to be made with understanding variances in study design and customer environment. (see Appendix A, on page 32).
3.8 Data extraction
   To organise and compare evidence from the fifteen-research selected for analysis, a structured data-extraction technique was used. Structured data extraction allows for the systematic collection and comparison of information across selected studies (Aromataris and Munn, 2020). 
Data reported includes author and year, study setting, theoretical framework, research method, main findings, relevance to the research topics and methodological restrictions. 
   The extraction procedure differentiated purchase intention, continued-purchasing intention, and impulse buying, as they are diverse types of customer behaviour. The retrieved material was subsequently used for coding, topic building and thematic analysis provided in Chapter 4.
3.9 Thematic analysis
   The extracted evidence was analysed using thematic analysis. Thematic analysis is a method of coding data in a systematic manner to generate themes that respond to the study aim (Braun and Clarke, 2022). 
   Analysis involved reviewing the retrieved information repeatedly to become comfortable with the evidence. Related codes were compared and organised into larger themes. The themes were then assessed to see if all topics were supported by many studies and each theme addressed the research questions.
     Appendix E presents the coding process, grouped categories and final themes for each research question. (see page 38).
   Rather than just summarising each individual academic article/study independently, similarities, differences and contradicting findings were considered. Chapter 4 then interpreted the themes using the Theory of Planned Behaviour, Expectation Confirmation Theory and Stimulus-Organism-Response framework.
3.10 Research quality
    Megheirkouni and Moir (2023) argue the quality of qualitative research as dependent on the clear and transparent link between the study design, evidence, analytical process, and results. In the present dissertation, academic papers were selected according to consistent inclusion and exclusion criteria, and identical data-extraction categories were used to the final dataset.
The focus on peer-reviewed publications and comparison of evidence across numerous sources rather than the findings of one study enhanced the credibility of the evidence. 
Dependability was enhanced by the audit trail of the search, study selection, data extraction, and coding processes. However, this risk was decreased by linking each theme directly to evidence from the selected publications and by keeping the analysis with the research questions.
3.11 Ethical considerations
   The research was conducted in compliance with the approved ethical application and the University’s research ethics requirements. 
   The original authors of all ideas, theories and conclusions used in the dissertation are acknowledged and academic integrity was maintained. Sources were consistently cited and the original writers and publishers maintained copyright and intellectual-property rights. The published findings were not altered or misrepresented.
   Research should avoid potential harm, maintain integrity, and responsibly manage information (University of Wales Trinity Saint David, no date). 
3.12 Methodological limitations
   The dissertation is based exclusively on published secondary research and therefore the conclusions arrived at depend on the quality, scope and accuracy of the studies used. The literature-based study may be affected by limitations in the available evidence, search coverage, and quality of reporting of the original publications (Booth et al., 2022).
   Most of the included studies used cross-sectional surveys and self-reported responses. 
   The evidence also relates to countries, platforms, and retail environments. The small dataset also could have missed some relevant publications. Thematic analysis also involves researcher interpretation which introduces a risk of subjective coding or choosing themes.
3.13 Chapter summary
     This chapter embraced an interpretivist philosophy, was inductive in its methodology and employed a qualitative secondary-research design. Evidence was organised by data extraction and analysed by thematic analysis.
  Overall, it summarises the findings and explores these in connection to the theoretical frameworks and research questions.

4 ANALYSIS OF FINDINGS
4.1 Introduction
   This chapter summarises and critically evaluates the findings from the selected academic papers. The analysis is structured around the three research questions and the major topics derived from the thematic analysis. The first theme explored the influence of live-streaming features such as product presentation, information quality, host credibility, and interaction on customer satisfaction. The second theme is to assess how trust, engagement, attitude and perceived value influence purchase intention and continued-purchase intention. The third theme examines the role of social presence, sales promotions, and flow experience in stimulating impulse buying.
   The findings were compared between countries, platforms, and retail contexts to identify similarities, differences, and limitations in the available evidence. The discussion also uses the Theory of Planned Behaviour, Expectation Confirmation Theory, and the Stimulus–Organism–Response framework to understand customer responses. The chapter does not provide details of each of the investigations but aggregates evidence from a number of studies to answer the research objectives and evaluate the overall influence of live streaming commerce on fashion customers.
4.2 Live-streaming features and customer satisfaction
   The first research question is about the factors of live-streaming commerce affecting customer satisfaction in the fashion retail industry. The most essential elements within the selected studies are information quality, product presentation, interaction, host credibility, and overall purchasing experience. These elements are particularly crucial in fashion since buyers are unable to physically assess fit, texture, or quality prior to purchase.
   Li, Xu and Zheng, (2021) discovered that live-streaming features help alleviate the confusion about product quality and product fit. Chen, Shen, and Wei (2023) made the same conclusion by showing that information is more effective when the streamer, product, and live content are consistent. Taken together, these results imply that elaborate demonstrations are only beneficial provided the material is true and realistic. If the size, material, or appearance of the clothing is presented incorrectly, customer may be disappointed on receiving the product.
   Interaction and service are also related to the quality of information. Ma (2021) showed that satisfaction was affected by information quality, service quality, and argument quality, while source expertise, media richness, and social presence increased these correlations. Moreover, Merritt and Zhao (2022) also suggested the real-time demonstrations, queries and fast help might promote trust, engagement, and satisfaction. This implies that customers appreciate the information provided, but also its clarity and credibility.
   Experience might also be shaped by host suitability. Park and Lin (2020) discovered that the fit between the host, product and content increased trustworthiness and customer perceptions. Furthermore, in fashion retail, an informed host who can realistically demonstrate the product may be more effective than a popular host with limited product knowledge.
   The Expectation Confirmation Theory (see Appendix C on page 36) can explain these results. Customers come into a live broadcast with certain expectations regarding product correctness, communication, and service. Satisfaction is more likely when expectations are met. Yi, Chen and Yang (2024) support this because interaction, quality and perceived value affected confirmation and pleasure. But most studies rely on self-reported perceptions; there is little evidence to fully validate if pleasure persists after delivery and use of the goods.
4.3 Trust, engagement, perceived and continued purchase intention.
   The second research question explores the impact of trust, engagement, attitude and perceived value on purchase intention and continued-purchase intention. The results demonstrate that these elements are highly interrelated and not working independently. Trust is particularly critical as buyers need to trust the host, seller, and platform without checking the product physically before purchasing.
   Wu et al. (2023) found that utilitarian, hedonic and social value increased trust in the streamer and the product, which in turn supported continued-purchase intention. This means that buyers are not just affected by practical product knowledge but also by fun and social engagement. Similarly, Xin, Liu and Jian (2024) found that knowledge about the product increased perceived value and that the connection between viewers and streamers decreased psychological distance. But the study also found that different elements of live streaming could lead to different results. Careful processing of product information was more highly correlated with repurchase intention, but faster social contact was more significantly correlated with impulse buying.
   Engagement has an indirect effect on purchasing intention. Thuy and Quang (2025) found that engaging content influenced fashion purchase intention via attitude and trust of customers. The quality of the streamer did not inherently lead to buy intention, but it was more successful when customers had a good attitude and faith in the host. This means that popularity alone is not adequate. Accurate information and meaningful contact. Retailers need reliable communication, too.
   The results can be explained by Theory of Planned Behaviour (see Appendix B, on page 35). 
    Positive product demonstrations and trust and perceived value can reinforce customer attitudes towards purchase. Interaction with hosts and other viewers can also create social influence and easy payment methods and product availability can increase perceived behavioural control. Together these elements may increase purchasing intention. However, intention does not guarantee a transaction, as customers may still face financial, technical, or product-related barriers.
   Expectation Confirmation Theory also accounts for continued-purchase intention. Satisfaction and trust are more likely to inspire future purchasing when the first live-shopping encounter meets expectations. But most evidence is based on self-reported intention rather than verified repeat transactions. The results give significant support for a relationship between trust, value, and continued-purchase intention, but are less definite about actual long-term buying behaviour.
4.4. Social presence, promotions and buying by impulse.
    The third research question examined the effects of social presence, sales promotions, and flow experience on impulse purchase in live-streaming commerce. The findings suggest that these elements can generate an emotionally engaging and urgent buying atmosphere, prompting customers to make speedier judgements.
   Social presence and sales advertising facilitated impulse buying via flow experience (Huo et al., 2023). Shared events are formed by host comments, viewer reactions, and visible purchasing activity. Limited-time discount can enhance this effect to create urgency, and flow experience might reduce the careful evaluation during the live session.
Similarly, Xin, Liu and Jian (2024) discovered that social interaction reduced psychological distance and had a stronger relationship with impulse purchase than product detailed processing. This implies that the live-streaming capabilities could have varied effects on various kinds of conduct. Detailed information is more likely to be linked to planned or recurring purchases, while social interaction may be a driver of impulse buying.
   The data can be interpreted through the Stimulus-Organism-Response framework (see Appendix D on page 37). External stimuli are social presence and promotions, internal responses are flow and emotional involvement, and resultant conduct is impulse purchase. However, Huo et al. (2023) also found that the relation was modified by available time and money, suggesting that personal circumstances are still significant. Most studies are based on cross-sectional surveys and self-reported behaviour rather than transaction records so the evidence should be treated with caution. 
   Furthermore, they see substantial links between social presence, promotions, flow, and impulse buying but do not fully show that these elements led to an actual purchase.     
4.5 Chapter summary
   This chapter evaluated the results in respect to the three study questions and revealed numerous significant correlations between live-streaming features, customer satisfaction and purchasing behaviour. Customers’ pleasure was affected by information quality, realistic product display, interactivity, and host credibility especially when the live-streaming experience met customers’ expectations. These findings were in accordance with Expectation Confirmation Theory, which explains how expectation confirmation may foster contentment and ongoing purchase.
   Trust, engagement, attitude, and perceived value were also strongly related to purchase intention and continued-purchase intention. The Theory of Planned Behaviour helped in explaining how positive attitudes, social influence and perceived control can enhance customers’ intention to purchase. But the results also indicated that intention does not necessarily lead to an actual transaction.
   Impulse buying related to social presence, sales promotions, and flow experience. External stimuli such as social interaction and promotions generate emotional involvement, enabling swift purchase responses through the Stimulus–Organism–Response framework. However, evidence is limited, as most studies used cross-sectional surveys, self-reported intentions, and single-country samples. In general, live-streaming commerce can affect satisfaction and several types of buying behaviour, but the impacts rely on the quality of communication, customer trust, personal circumstances, and the type of purchasing choice under study.
5 CONCLUSIONS AND RECOMMENDATIONS
5.1 Conclusion
This dissertation explored the effects of live-streaming commerce on customer satisfaction and purchasing behaviour in the fashion retail business. The results reveal that live-streaming commerce influences customers through a combination of information, social and emotional components, not a single feature.
The first research question was to find out the factors that affect customer satisfaction. The investigation indicated that information quality, accurate product display, engagement, service quality, and host trustworthiness were important for a great live-shopping experience. Customers are more inclined to be happy when the demos provide correct information about the size, substance, appearance, and quality of product. Interaction also allows customers to ask questions and minimise doubt before buying. These results are in line with the Expectation Confirmation Theory where satisfaction is more likely to happen when the live-streaming experience meets or exceeds the customers’ expectations.
   The second research question investigated trust, engagement, attitude, and perceived worth. The results reveal that trust is an important mediator between the features of live-streaming and purchase intention. Customers cannot physically verify fashion items; they must trust the host, seller, platform, and product. Trust and positive attitudes can be improved by practical value, entertainment, and social interaction. The Theory of Planned Behaviour explains how attitudes, social influence and perceived behavioural control may improve purchasing intention. But intention should not be seen as a proxy for actual purchase as buyers may still face financial, technical, or product-related constraints.
   The third research question was social presence, promotions, and flow experience. These elements were related to impulse purchase because they can generate urgency, emotional involvement, and less evaluation time. The Stimulus–Organism–Response model conceptualises social interaction and promotions as exterior stimuli, flow as a customer’s interior condition and impulsive buying as the behavioural response.
   Overall, live-streaming commerce can increase satisfaction and stimulate planned, persistent, and impulsive spending. But these are different results and must not be mixed up with each other. Evidence is further hampered by self-reported data, cross-sectional research, and geographically restricted samples.
     Live streaming success is about creating trust, informative and engaging experiences that lead decisions without misleading or putting excessive pressure on customers.

5.2 Recommendations
   Fashion retailers need to ensure that the live-stream demos they do are accurate, detailed, and realistic. Hosts should fully clarify sizing, materials, fit, and product limits to eliminate uncertainty and disappointment following delivery. Retailers should select hosts based on their expertise of the product and their reputation and ability to communicate, not just their popularity.
   Live stream platforms need to build trust with clear seller information, secure payment systems, transparent refund policies, and reliable customer support. Interactive elements should be used to address real client enquiries, not just to create pressure to buy.
   Promotions should be used carefully. Time-limited sales can encourage impulse purchases, but too much urgency can lead to regret, dissatisfaction and product returns; sellers should specify all the time the condition for return. Retailers consequently need to find a balance between promotional activity and transparency and enough time for decisions.
5.3 Limitations of the study
   This dissertation has some limitations. First, it is based entirely on secondary research, which implies that the conclusions are dependent on the quality and accuracy of the studies chosen. Second, the final data set involved fifteen studies, and some relevant research might not be found during the search process. Third, most of the studies included were based on cross-sectional surveys and self-reported purchase intentions rather than validated transaction data. 
   The result cannot adequately illustrate whether the customers made real purchases or kept purchasing over time. In addition, a large part of the current evidence was obtained in Asian markets, especially China, which may limit its relevance for customers in other cultural and retail settings. 
   Finally, thematic analysis is an interpretation of the researcher, and this may lead to some subjectivity in classifying evidence and establishing themes.
5.4 Original contribution of the study
   The original contribution of this dissertation is the combined analysis of customer satisfaction and three different purchase behaviours in live-streaming commerce. Existing research tends to explore purchase intention, continued-purchase intention or impulse buying independently. This dissertation pulls these findings together and explains that they should not be viewed as the same. It indicates that information quality, realistic product presentation and host credibility are highly associated with consumer satisfaction while trust, engagement, attitude, and perceived value are more related to planned and sustained purchasing intentions. Compared to social presence, promotions and flow experience are more related to the impulse buying. The study also integrates Theory of Planned Behaviour, Expectation Confirmation Theory and Stimulus–Organism–Response model to account for the many stages and types of customer response in fashion live-streaming commerce.
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APPENDIX A: DATA – EXTRACTION TABLE
	Author / year
	Study and context
	Theory and method
	Key findings
	Use and limitation

	Luo et al. (2023)
	Live Streaming Commerce: A Review and Research Agenda
Context: International literature
	Systematic review; TCCM-style synthesis. Themes: engagement, promotion, shopping experience, transactions, and research contexts.
	Live streaming commerce combines real-time social interaction with digital selling. The literature is fragmented and concentrated in limited geographical contexts.
	Useful for defining the phenomenon and identifying the general research gap. Review paper rather than primary customer evidence.

	Capurro, Fiorentino and Russo (2026)
	The Rise of Live Shopping and Immersive Technologies in the Fashion Retail
Context: International fashion retail
	Exploratory literature review; conceptual framework integrating live shopping and immersive retail.
	Live shopping combines entertainment, social interaction, product presentation, and immediate purchasing opportunities.
	Highly relevant to the fashion-retail focus, but conceptual rather than an empirical customer study.

	Li et al. (2025)
	Impulse Buying in Live Streaming E-commerce: A Systematic Literature Review and Future Research Agenda
Context: International literature, China
	Systematic review; Stimulus-Organism-Response framework. Themes include streamer, platform and marketing stimuli, affective states, and impulse buying.
	Impulse-buying research is dominated by cross-sectional surveys and Chinese samples. S-O-R is the most frequently used framework.
	Supports the impulse-buying theme and the need for wider geographical evidence. Review paper rather than original participant data.

	Ma (2021)
	Elucidating Determinants of Customer Satisfaction with Live-stream Shopping
Context: China
	Quantitative survey of 237 customers; SEM. Uses IS Success Model, Media Richness Theory and Source Credibility Model.
	Information, service, and argument quality influence satisfaction. Source expertise, media richness, and social presence strengthen these effects.
	Direct evidence for customer satisfaction. Limited by a single-country, cross-sectional design.

	Li, Xu and Zeng (2021)
	 How live streaming features impact customers’ purchase intention in the context of cross-border e-commerce?     
	Quantitative survey research using Stimulus-Organism-Response framework. The study examines features, perceived value, perceived uncertainty, which positively influence purchase and purchase intention.

	Live-streaming features increase perceived value and reduce perceived uncertainty, which positively influence purchase intention.

	Useful for explaining how live-streaming influence purchase intention through psychological responses.


	Sun et al. (2019)
	How Live Streaming Influences Purchase Intentions in Social Commerce
Context: China; Taobao, JD and similar platforms
	Survey of live-shopping users; IT Affordance Perspective. Variables include visibility, meta voicing, guidance shopping and engagement.
	Visibility, meta voicing, and guidance-shopping affordances increase customer engagement, which then strengthens purchase intention.
	Seminal study for interaction and engagement. Older and China-specific, but still highly relevant.

	Huo et al. (2023)
	Exploring Factors Affecting Customers' Impulse Buying Behaviour in Live-Streaming Shopping
Context: China
	Online survey of 375 customers; mediation and moderation analysis; S-O-R framework.
	Social presence and sales promotions increase flow experience, which increases impulse buying. Time and money availability strengthen this relationship.
	Direct evidence for impulse buying. Limited by self-reported, cross-sectional data from one country.

	Yang, Chaiyasoonthorn and Chaveesuk (2024)
	Exploring the Influence of Live Streaming on Customer Purchase Intention
Context: Chinese e-commerce
	Quantitative study using SEM and confirmatory factor analysis; S-O-R framework.
	Streamer, product, and live-scene attributes, together with trust and impulsiveness, positively influence purchase intention.
	Useful integrated evidence, but the outcome is intention rather than observed purchasing and the context is one country.

	Thuy and Quang (2025)
	Influence of Livestream Selling on Purchase Intention for Fashion Products on TikTok
Context: Vietnam
	Survey of 324 TikTok fashion customers; structural model. Examines engaging content, streamer quality, attitude, trust, and promotions.
	Engaging content influences purchase intention directly and indirectly through attitude and trust. Streamer influence operates through attitude and trust.
	One of the strongest fashion-specific papers. Limited to one platform, one country and intention-based outcomes.

	Ko and Ho (2024)
	Continued Purchase Intention in Live-Streaming Shopping
Context: Taiwan
	Quantitative study using Expectation Confirmation Theory and trust.
	Confirmation of expectations supports satisfaction and ongoing trust, which are central to continued purchase intention.
	Directly connects satisfaction with repeat purchase intention. Limited by one cultural context and self-reported intention.

	Nguyen, Le and Do (2025)
	Building Platform Trust for Live Stream Commerce
Context: Vietnam
	Quantitative survey of 205 customers; Social-Technical Systems Theory.
	Technical affordances and eWOM information quality build platform trust, which supports purchase intention.
	Useful for platform-trust analysis. Limited by a modest sample and one national context.

	Duong et al. (2025)
	Understanding Customer Trust Dynamics and Purchase Intentions in a Multichannel Live-Streaming E-Commerce Context
	Quantitative empirical study using Trust Transfer Theory.
	Trust developed in an established e-store can transfer to the live-streaming channel. Product, seller, and platform trust then influence purchase intention.
	Strong for explaining trust mechanisms. The dissertation should distinguish purchase intention from actual behaviour.

	Zhang et al. (2024)
	Customers' Purchase Intention in Live-Streaming E-Commerce
Context: Live-streaming e-commerce
	Quantitative study using the Theory of Consumption Values.
	Functional, social, emotional, epistemic, conditional and self-gratification values influence purchase intention. Streamer popularity changes some relationships.
	Broadens the analysis beyond platform features but relies on self-reported purchase intention.

	Chandraa et al. (2024)
	The Impact of Live Streaming on Purchase Intention in Social Commerce
Context: Indonesia
	Online questionnaire with 401 respondents; quantitative analysis using S-O-R.
	Live streaming creates a more realistic shopping experience and influences customers' purchase intention.
	Provides comparative evidence outside China. Published as conference proceedings and focuses on intention.

	Lin et al. (2023)
	Exploring Factors Influencing Impulse Buying in Live Streaming Shopping
	Quantitative empirical study using the S-O-R framework.
	Live-streaming environmental cues influence customers' psychological states and can trigger impulse purchases.
	Useful complementary evidence for impulse buying.
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APPENDIX C: EXPECTATION CONFIRMATION THEORY DIAGRAM
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APPENDIX D: Stimulus–Organism–Response (S-O-R) Framework Diagram
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APPENDIX E: THEMATIC ANALYSIS CODING TABLE
	Initial codes identified
	Supporting studies
	Grouped category
	Final theme
	Linked research question

	Accurate product information; product demonstrations; reduced ambiguity
	Li, Xu and Zheng (2021)
	Quality of information and product presentation
	Live-streaming features and customer satisfaction
	RQ1

	Service quality; immediate responses; real-time assistance
	Ma (2021); Merritt and Zhao (2022)
	Interaction and service experience
	Live-streaming features and customer satisfaction
	RQ1

	Host expertise; host credibility; cross-platform compatibility
	Park and Lin (2020); Ma (2021)
	Cross-platform suitability and credibility
	Live-streaming features and customer satisfaction
	RQ1

	Confirmation of expectations; satisfaction; willingness to purchase again
	Yi, Chen and Yang (2024)
	Expectation confirmation and satisfaction
	Satisfaction and continued-purchase intention
	RQ1 and RQ2

	Utilitarian value; enjoyment; social value; trust in the streamer and product
	Wu et al. (2023)
	Perceived value and trust
	Trust, engagement, and continued-purchase intention
	RQ2

	Engaging content; customer attitude; trust in the host
	Thuy and Quang (2025)
	Engagement and cheerful outlook
	Trust, engagement, and purchase intention
	RQ2

	Product information processing; perceived value; reduced psychological distance
	Xin, Liu and Jian (2024)
	Information processing and social interaction
	Planned, continued and impulse purchasing responses
	RQ2 and RQ3

	Viewer comments; host interaction; visible purchasing activity
	Huo et al. (2023)
	Social presence
	Social presence, promotions, and impulse buying
	RQ3

	Limited-time discounts; urgency; promotional pressure
	Huo et al. (2023)
	Sales promotions
	Social presence, promotions, and impulse buying
	RQ3

	Flow experience; emotional involvement; rapid decision-making
	Huo et al. (2023); Xin, Liu and Jian (2024)
	Internal psychological response
	Social presence, promotions, and impulse buying
	RQ3

	Self-reported intention; cross-sectional surveys; single-country samples
	Li, Xu and Zheng (2021); Wu et al. (2023); Huo et al. (2023); Yi, Chen and Yang (2024)
	Methodological limitations
	Limitations of the available evidence
	All research questions






















APPENDIX F: EXAMPLES OF LIVE STREAMING COMMERCE IN FASHION RETAIL
[image: ]
Image 4: TikTok, (2022)
[image: ]
Image 5: TikTok, (2025)
2

image2.png
Theory of Planned Behavior




image3.png
Perceived
Usefulness

Satisfaction IS Continuance
Intention

Confirmation





image4.png




image5.png
-
fashion week

. l shop the hottest trends
— on TikTok! I n
=

y ,
v

X

+‘8‘ @





image6.png
g\oxx{f .

e





image1.png
Prifysgol Cymru
¥ Drindod Dew Sant

J University of Wales
Trinity Saint David




