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Introduction 

Live Streaming Commerce (LSC) is an interactive retail channel that allows 
brands to showcase products for consumers through live streaming. Unlike traditional 
online retail channels (e.g., websites), LSC stands out due to the active interaction 
between streamers and audiences, such as real-time asking and answering questions, 
which plays a crucial role in consumers' informed decision-making. The market size of 
LSC in the US is expected to reach $68 billion by 2026, with a gradual increase. 
However, consumers' adoption of LSC remains limited compared to other countries 
(Yltävä, 2025a), indicating a need to investigate what factors might encourage greater 
adoption of LSC among US consumers.  

According to a survey on US consumers' perceived benefits of LSC, many 
responses emphasized ‘interactions with streamers’ as a key advantage (Yltävä. 
2025b). For example, consumers valued real-time engagement, personalized 
recommendations, increased interactivity, and a sense of proximity to influencers as the 
main benefits of LSC. Streamers are the people who showcase product features in live 
streaming, directly interacting with consumers (Jiang, 2024). Streamers’ roles extend 
beyond introducing products; they also play a key role in facilitating consumer 
engagement and building trust (Chen et al., 2024). Therefore, the success of a live-
streaming session largely depends on the ability of a streamer to interact effectively with 
consumers. Despite the unique and critical role of interaction between streamers and 
consumers in LSC, the influence of a streamer’s ‘interaction quality’ (SIQ) on 
consumers’ adoption of LSC remains underexplored in the literature. Thus, this study 
aims to identify the comprehensive dimensions of SIQ and to discuss how SIQ may 
influence consumers' beliefs (i.e., perceived usefulness, ease of use, and enjoyment) of 
LSC based on the technology acceptance model (TAM). Moreover, it deliberates on 
how the types of LSC platforms (i.e., social media vs. built-in vs. third-party) may 
moderate the impact of SIQ on these beliefs. 
 
Theoretical Background and Propositions 

SIQ refers to user perceptions of the quality of interaction between streamers 
and users during interactions on the LSC platforms (Brady & Cronin, 2001). The SIQ 
needs to be considered from multiple aspects, including the ability of a streamer to 
showcase products and engage with consumers effectively. Building on previous 
studies (e.g., Jiang et al., 2024; Kang et al., 2021; Li et al., 2022) that have explored 
SIQ, this study proposes and examines its comprehensive dimensions: informativeness, 
professionalism, responsiveness, real-time interaction, and personalization.  
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First, informativeness refers to the extent to which streamers deliver detailed and 
complete product information that meets consumers’ needs (Li et al., 2022). A highly 
informative streamer ensures that consumers receive high-quality product information, 
enabling them to make more informed purchasing decisions. Second, professionalism in 
SIQ refers to the ability to communicate product descriptions effectively and offer an 
expert opinion that aligns with the interests and needs of their target audience (Li et al., 
2024). While informativeness focuses on the quality and depth of information provided, 
professionalism reflects the streamer's delivery style. Third, responsiveness refers to 
how promptly a streamer can react to address and satisfy the customer's needs, 
enhancing their social presence with users (Jiang et al., 2024; Li et al., 2022). Fourth, 
real-time interaction is a mechanism that enables users to interact directly with 
streamers. Enabled by technological advancements, uninterrupted real-time interactions 
without intermediaries help streamers build a stronger connection with the audience. 
(Liao et al., 2022). Lastly, personalization involves actively listening to audience queries 
and offering customized solutions, which helps reduce psychological and cognitive 
dissonances when shopping for products online (Li et al., 2022). Based on these 
dimensions, the following is proposed: 
 
Proposition 1. SIQ is a multidimensional construct that includes (a) informativeness, 
(b) professionalism, (c) responsiveness, (d) real-time interaction, and (e) 
personalization.  
 

According to TAM, users’ perceptions of usefulness (PU), ease of use (PEOU), 
and enjoyment (PE) of a certain technology shape their attitudes toward it and, in turn, 
influence their intention to adopt it (Davis et al., 1992). Prior studies (e.g., Lee & Fiore, 
2023) further suggested that TAM can be extended by incorporating antecedent 
variables that enhance users' beliefs about the technology. In the LSC context, SIQ may 
serve as a crucial antecedent variable influencing these beliefs. If a customer receives 
complete, accurate, and in-time product information from the streamer, they may 
perceive that using LSC is useful for shopping (Wang et al., 2024). Therefore, higher 
SIQ, which is characterized by sufficient and personalized information along with prompt 
and professional responses, may lead consumers to perceive that shopping within the 
LSC environment is easy, as they can effortlessly obtain information and learn about 
products. Furthermore, a streamer’s interactive approach positively influences 
consumers' sense of immersion and parasocial connections (Liao et al., 2022), which, in 
turn, a high SIQ may lead consumers to perceive enjoyment during LSC shopping. 
Thus, the following is proposed: 
 
Proposition 2. SIQ enhances (a) PU, (b) PEOU, and (c) PE of LSC for shopping. 
  

There are three types of LSC platforms: social media, built-in, and third-party 
(Fager, 2024). Retailers can use social media (e.g., Instagram) for LSC, which is the 
most familiar platform to consumers. Built-in platforms (e.g., Amazon Live) refer to live 
streaming features embedded within retailers' own websites or apps, specifically 
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designed to support online shopping. Third-party platforms (e.g., Whatnot) are 
independently developed and specialized in LSC, and retailers without LSC 
infrastructure can collaborate with these platforms. Given differences in consumer 
familiarity and usage purpose across platforms, the impact of SIQ on LSC beliefs may 
be moderated by the types of platforms. Specifically, since built-in and third-party 
platforms are more transaction-oriented than social media, SIQ may have a stronger 
impact on PU by helping consumers achieve their primary goal of making well-informed 
purchase decisions. Moreover, due to consumers’ lower familiarity with third-party 
platforms than social media and built-in platforms, streamers may play a more critical 
role, making the impact of SIQ on PEOU stronger. Further, the entertainment-focused 
nature of social media may amplify the impact of SIQ on PE compared to built-in and 
third-party platforms. Thus, the following is proposed: 
 
Proposition 3. The types of LSC platforms (social media vs. built-in vs. third-party) 
moderate the influence of SIQ on (a) PU, (b) PEOU, and (c) PE of LSC for shopping. 
 
Conclusion  

Based on our conceptualized multidimensions of SIQ and propositions, future  
research may investigate empirical evidence to validate the proposed relationships. 
Furthermore, the insights from these propositions offer valuable guidance for retailers 
adopting LSC. The dimensions of the SIQ will guide retailers in formulating strategies to 
improve interactive quality and enhance consumers’ positive perceptions of LSC. 
Furthermore, understanding how different types of platforms moderate the influence of 
SIQ on consumer beliefs about LSC would be helpful for retailers when making 
investment decisions aligned with their business strategies.  
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Figure 1. Conceptual Framework 
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