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1. [bookmark: _Toc232782766]Introduction and Forward Planning 
[bookmark: _Toc232782767]1.1 Background
Digital technologies are reshaping the retail industry, and organisations are looking to engage consumers in new and innovative ways online. Live streaming can be used by stores to show off their offerings, engage with customers and provide immediate feedback on their questions and custom suggestions. It has thus increasingly become a factor in the world of fashion retailing, where visual seduction and interaction play an important part in a customer's buying process (Ammetller et al., 2025).
[bookmark: _Toc232782768]1.2 Research Problem
Nevertheless, even though various attempts have been made to incorporate live stream commerce within the fashion industry sector, very little has been done about how it impacts customer satisfaction and buying behaviour in the UK fashion retailing industry. Most of the studies done in this area have focused on the Asian markets and purchase intentions. It therefore means that there is no information about the impact of live stream commerce in the UK fashion retail industry.
[bookmark: _Toc232782769]1.3 Research Aim
To analyse the impact of live streaming commerce on consumer satisfaction and purchase behaviour in the UK fashion retail industry.
[bookmark: _Toc232782770]1.4 Research Objectives
The objectives are:
To have a better understanding of the concept of live streaming commerce (LSC) in the UK fashion retail sector.
To understand how live streaming commerce impacts customers' satisfaction.
To gain awareness of how live commerce affects consumers' buying behaviour.
To get insights regarding the customers' purchasing behaviour and their achievements on the live streaming e-commerce platform.
[bookmark: _Toc232782771]1.5 Research Questions
How is live-streaming ecommerce affecting UK consumers of fashion?
How will Live Stream Commerce impact a consumer's buying behaviour?
In the case of live commerce streaming, how is consumers' satisfaction related to consumers' buying behaviour?
[bookmark: _Toc232782772]1.6 Significance of Research
This study is significant as it will contribute to the body of knowledge and provide actionable insights to fashion retailers interested in providing a better customer experience to assist in driving sales.


2. [bookmark: _Toc232782773]Literature Review
   According to Luo et al. (2025), the live streaming commerce is a commerce model, which, as the name implies, brings together entertainment, social interaction and online shopping and has proved to be successful. Developing demos and live reviews for the product and directly with the hosts can reduce the risks and give consumers confidence. However, some researchers argue that if it lacks quality content, presenter, and technology, live streaming commerce will not be easy to achieve positive results.
   Capurro et al. (2026) mentioned that the individual's overall satisfaction with the way the product or service is rendered in comparison to what the consumer expects is usually used to determine a measure of consumer satisfaction. Expectation Confirmation Theory is a good framework to apply for this study as it describes consumer pleasure as the outcome of comparing past expectations with the actual live purchasing experience. Therefore, happiness in live streaming commerce may depend on whether real-time product demonstration, host engagement and product information confirm or surpass consumer expectations. Live streaming can lead to greater satisfaction for consumers since they can interact with the streamers, ask questions and get real-life product reviews. However, studies have shown that an excessive amount of sales literature or wrong product presentation can reduce levels of satisfaction, one measure of consumers' responses.
   Zhang et al. (2026) noted that consumer Purchase behaviour involves the process whereby a consumer decides on their selection, purchase and consumption of a product/service. The Theory of Planned Behaviour is also relevant since it ties purchasing behaviour to attitude, subjective standards and perceived behavioural control. In the context of live streaming commerce, the idea implies that consumers are more likely to buy fashion products when live demonstrating generates favourable attitude, when social evidence from hosts or viewers intensifies buying pressure, and when the platform facilitates purchase. Live Streaming commerce could drive positive perceptions about products by offering social proof, involvement and actual product demonstration.
   Furthermore, live streaming has led to ‘impulse buying', which is not the solution to customers' loyalty and repeat purchase (Zhang et al., 2026).
Literature Gap
While past research suggests a positive connection between live streaming commerce, consumer satisfaction and purchase intentions, there is limited research on live streaming commerce in overseas markets, such as Asian markets. As a result, little is known in the UK fashion retailing sector as to what these connections are. The difference gives a good justification to carry out further research in this context.
[bookmark: _Toc232782774]

3. Research Methodology
   This research will be guided by the interpretivist research methodology and an inductive qualitative approach, as the study seeks to explore the impact of live streaming commerce on consumer happiness and purchase behaviour by interpreting current academic and industry evidence. The study will employ secondary data only and thematic analysis will be used to uncover major themes, patterns and linkages throughout the literature.
   The research will be conducted using a secondary evaluation type, qualitative, which does not need primary data to be collected.
   Peer-reviewed journal articles, industry reports, publications by the company and even reputable websites such as Google Scholar. will be used as sources of Secondary Data. This is an appropriate tool to use as live streaming commerce has been relatively little explored in the literature, with a few publications dealing with related themes that might be useful for the exploration of consumers' behaviours in the fashion retail context (Gamage, 2025).
   Data analysis will help identify and compare meaningful themes, patterns and findings between the literature through the thematic analysis. Topics that will be covered will be live-streaming commerce, consumer satisfaction, purchase behaviour and retail engagement of digital. The literature will then be critically discussed to analyse the findings and synthesise the findings to gain a more comprehensive understanding of the impact of live stream commerce in the UK fashion retail industry. In each assignment, conforming to the Harvard referencing system, stating all the sources used at the end of the assignment, will help ensure academic integrity and reliability (Naeem et al., 2023).
[bookmark: _Toc232782775]

4. Timeline/Timeframe 
	Activity 
	Month 1
	Month 2
	Month 3

	Proposal development
	
	
	

	Literature review
	
	
	

	Secondary source selection
	
	
	

	Secondary data review
	
	
	

	Data analysis
	
	
	

	Findings and discussion
	
	
	

	Final editing
	
	
	



Source: Croitoru, (2026).
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