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Abstract: - Social commerce is reshaping the digital shopping landscape by integrating social media engagement with 

real-time purchasing. This paper explores the impact of live streaming and in-app purchases on consumer decision-

making processes. With the proliferation of platforms like Instagram, TikTok, and YouTube integrating shopping features, 

brands are leveraging influencer-hosted live streams and interactive content to drive conversions. The study examines 

behavioral patterns, trust-building mechanisms, impulsive buying tendencies, and psychological triggers enhanced by 

real-time engagement. Findings suggest that live streaming significantly increases consumer trust and engagement, while 

seamless in-app purchasing enhances convenience, influencing quicker purchase decisions. This research contributes to 

understanding how digital interactivity and platform-native commerce features are redefining buyer journeys in the age 

of social commerce. 

 

Keywords: Social commerce, Live streaming, In-app purchases, Consumer Behavior, impulse buying, Digital marketing, 

Influencer marketing. 

 

1.Introduction: - In the rapidly evolving digital economy, the convergence of social media and e-commerce has given 

birth to a powerful phenomenon known as social commerce. Unlike traditional online shopping, social commerce 

integrates the dynamics of social interaction, user-generated content, and real-time engagement to influence consumer 

behavior directly on social platforms. Among the most transformative trends within this space are live streaming and in-

app purchases, which are redefining how consumers discover, evaluate, and purchase products. Platforms like TikTok, 

Instagram, YouTube, and Facebook have become central hubs not only for content consumption but also for commerce, 

enabling users to engage with brands and influencers in immersive and interactive ways. Live streaming, in particular, 

offers real-time product demonstrations, Q&A sessions, and a sense of urgency that mimics in-store experiences, while 

in-app purchases allow consumers to complete transactions seamlessly without leaving the platform. These features 
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significantly shorten the consumer decision-making cycle and promote impulsive buying behavior, driven by emotional 

engagement and peer influence. This paper aims to examine the psychological and behavioral impacts of live streaming 

and in-app purchasing mechanisms on consumer decision-making. It seeks to uncover how trust, immediacy, 

convenience, and interactivity within these digital ecosystems affect buying intent and consumer satisfaction. 

Additionally, the research explores the roles of influencers, perceived authenticity, and social proof in shaping consumer 

attitudes in live commerce environments. As social commerce continues to grow in both adoption and influence, 

understanding its impact is essential for marketers, platform developers, and policymakers seeking to navigate and 

regulate this rapidly expanding digital frontier. This study contributes to the existing literature by offering empirical 

insights into how the fusion of entertainment, engagement, and e-commerce is transforming the modern consumer 

journey. 

 

2. Literature Review: - The emergence of social commerce has drawn increasing academic attention as platforms blend 

social interaction with real-time purchasing functionalities. Researchers have explored how technologies such as live 

streaming and in-app purchases influence consumer behavior, trust, and engagement in online environments. 

 

Huang and Benyoucef (2023) emphasize that live streaming in social commerce strengthens consumer trust by offering 

real-time interaction and transparent product demonstrations. This real-time engagement bridges the trust gap 

traditionally associated with online shopping, allowing consumers to ask questions, receive immediate responses, and 

witness the functionality of products, all of which contribute to increased purchase confidence. Similarly, Lim et al. 

(2021) examined the role of parasocial relationships, showing that consumers often perceive influencers as authentic and 

trustworthy, which significantly influences their purchase decisions during live sessions. 

 

Zhang et al. (2022) investigated the role of in-app purchasing features, noting that seamless purchasing within social 

platforms reduces friction and enhances user experience. This convenience, combined with psychological triggers like 

scarcity (limited-time offers) and social proof (visible purchases by others), often results in impulsive buying behavior. 

Chen and Yang (2020) further corroborate this by demonstrating that emotional engagement during live streams — driven 

by excitement, urgency, and visual storytelling — plays a crucial role in triggering spontaneous purchases. 

 

Park and Lee (2023) focused on the role of interactivity and found that platforms that enable comments, likes, and real-

time product recommendations tend to experience higher engagement and conversion rates. Additionally, the 

effectiveness of influencer marketing in live commerce has been validated in studies such as those by Kim and Park 

(2022), who found that micro-influencers, due to their relatability and niche appeal, often outperform celebrities in 

driving sales. 

 

While the literature supports the benefits of live streaming and in-app purchases in influencing consumer behavior, ethical 

concerns such as data privacy, transparency in influencer promotions, and consumer manipulation remain underexplored. 

This paper aims to build upon existing studies by providing empirical data and fresh insights into how these mechanisms 

influence decision-making, and what challenges they pose in the evolving digital commerce environment. 

 

Table 1 Tabular Comparision of Literature Review 

 

Author(s) Year Focus Area Key findings Relevance to 

Study 

Huang & 

Benyoucef 

2023 Live streaming in 

social commerce 

Real-time 

interaction builds 

consumer trust and 

confidence through 

transparent 

demonstrations 

Highlights live 

streaming as a tool 

for trust-building 

and enhanced 

decision-making 



   
  
  
 

4441 

European Economic Letters 
ISSN 2323-5233 

Vol 15, Issue 2 (2025) 
http://eelet.org.uk 

Lim et al. 2021 Parasocial 

relationships with 

influencers 

Influencers foster 

perceived 

authenticity, 

strongly impacting 

buying decisions 

during live sessions 

Shows influencer 

trust and emotional 

connection 

influence consumer 

choice 

Zhang et al. 2022 In-app purchase 

behavior 

Seamless in-app 

purchasing reduces 

friction, increases 

impulsive 

purchases 

Validates how 

purchase 

convenience affects 

buying speed and 

intent 

Chen & Yang 2020 Emotional 

engagement in live 

streams 

Real-time 

excitement, 

urgency, and 

storytelling trigger 

impulsive 

purchases 

Establishes 

emotional drivers 

behind live 

commerce success 

Park & Lee 2023 Platform 

interactivity 
High interactivity 

(comments, likes, 

real-time 

recommendations) 

boosts consumer 

engagement and 

conversions 
 

Emphasizes the role 

of engagement 

tools in influencing 

decision-making 

Kim & Park 2022 Influencer 

marketing in live 

commerce 

Micro-influencers 

have greater 

persuasive power 

due to niche appeal 

and relatability 

Confirms the 

strategic use of 

influencers in live 

streaming 

commerce 

Kapoor & 

Dwivedi 

2022 Digital ethics Raised concerns 

about transparency, 

privacy, and ethical 

practices in social 

commerce 

Introduces the need 

to balance 

commercial 

influence with 

consumer 

protection 

 

 

3.Theories for effectiveness of live streaming and in-app purchase: - There are following four main theories: -  

3.1. Media Richness Theory (MRT): - Media Richness Theory (Daft & Lengel, 1986) posits that different communication 

media vary in their capacity to convey rich information, which is critical in reducing ambiguity and uncertainty in decision-

making. In the context of social commerce, live streaming is considered a “rich” medium due to its ability to deliver 

immediate feedback, visual and verbal cues, and personalized interaction between seller and consumer. Unlike static 

product listings or text-based advertisements, live video enables consumers to observe product use in real-time, ask 

questions, and get instant responses. This interactive environment helps replicate in-store experiences virtually, 

significantly enhancing the information quality and trustworthiness perceived by consumers. The richness of live content 

also allows for emotional tone, visual demonstrations, and social engagement, which collectively reduce the perceived risk 

associated with online purchases. MRT explains why consumers tend to prefer live commerce events over traditional e-

commerce, particularly for high-involvement or experiential products like fashion, cosmetics, or tech gadgets. By 

facilitating dynamic two-way communication, social commerce platforms fulfill the consumer’s need for clarity, relevance, 
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and immediacy in the decision-making process. This theory helps frame how enhanced media capabilities influence 

consumer confidence and accelerate purchase intent within digital ecosystems. 

 

 

 

                                 Figure 1 Theories for Live streaming and in-ap purchasing  

 

3.2. Theory of Planned Behavior (TPB): - Ajzen’s (1991) Theory of Planned Behavior (TPB) offers a psychological 

framework to understand how individual intention translates into actual behavior. According to TPB, three components 

influence behavioral intention: attitude toward the behavior, subjective norms, and perceived behavioral control. In the 

context of social commerce, particularly live streaming and in-app purchases, this theory helps explain why consumers 

make spontaneous buying decisions during interactive sessions. First, attitudes are shaped by perceived usefulness and 

enjoyment of live shopping experiences—consumers who find the process engaging are more likely to develop positive 

intentions. Second, subjective norms, influenced by peers, comments, likes, and influencer recommendations during the 

stream, create social pressure that encourages purchase decisions. Third, perceived behavioral control is enhanced through 

in-app features such as easy checkout, saved payment details, and real-time customer support. When consumers feel they 

have both the ability and opportunity to act immediately, they are more likely to follow through with a purchase. TPB also 

explains how the influence of credible influencers and real-time engagement increases the perceived value and trust in the 

transaction. This theory is critical in understanding how both rational evaluation and social factors interact to shape 

impulsive or informed buying decisions within live commerce environments. 

 

3.3 Trust Transfer Theory: - Trust Transfer Theory (Stewart, 2003) explains how trust built in one context or source can 

be extended or transferred to another, especially in uncertain or new environments. This is particularly relevant in social 

commerce, where consumers often rely on influencers or brand representatives during live streams to evaluate product 

credibility. When consumers trust a social media personality or platform, they are more inclined to transfer that trust to the 

product being promoted—even if the product is unfamiliar. In live streaming commerce, this transfer occurs through 

parasocial relationships, where viewers feel a personal bond with the streamer. These relationships reduce psychological 

distance and elevate the consumer’s trust in the product and the purchasing process. Trust is further reinforced through 

real-time responses, transparent product usage demonstrations, and visible peer interactions. For instance, a trusted 

influencer showcasing a beauty product live allows the consumer to observe authenticity, thereby reducing skepticism. 

Trust Transfer Theory highlights the critical role of intermediary figures and platform reliability in shaping consumer 

confidence and decisions in high-speed, emotionally charged environments like live shopping. It offers a lens to understand 

how digital trust networks are formed and how this trust flow facilitates rapid decision-making and higher conversion rates. 

 

 

 

 

Theories 

MRT

TPB

TTT

IBT
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Table 2: Consumer Purchase Behavior Based on Live Streaming Engagement 

 

Engagement Level 

 

Average Viewing 

Time (min) 

Click-Through 

Rate (CTR %) 

Conversion Rate 

(%) 

Average Purchase 

Value (USD) 

Low (0–5 min) 3.5 4.6% 1.1% $12.50 

Medium (6–15 

min) 

10.6 9.5% 3.8% $24.86 

High (16–30+ min) 21.8 18.7% 8.8% $51.80 

 

 

Interpretation: The longer users engage with live streams, the higher the CTR, conversion rate, and average spend, 

highlighting the persuasive power of real-time interaction. 

 

 

The charts illustrate how increased engagement correlates with higher click-through rates, conversion rates, and purchase 

value. 

 

3.4. Impulse Buying Theory: - Impulse Buying Theory explores the unplanned, spontaneous nature of certain purchase 

decisions, driven largely by emotions and situational stimuli. Live streaming and in-app purchases create an environment 

ripe for impulse buying by combining immediacy, emotional engagement, and social influence. According to Rook (1987), 

impulse buying occurs when consumers experience a sudden, irresistible urge to purchase a product, often without thorough 

consideration of consequences. Live commerce leverages visual excitement, persuasive influencer communication, 

countdown timers, and limited-time offers to create psychological triggers. The presence of others during a live session 

(likes, chat reactions, visible purchases) enhances social pressure and the fear of missing out (FOMO), encouraging viewers 

to act impulsively. In-app purchase functionality removes friction from the process—payment options are pre-filled, 

checkout is seamless, and the consumer remains within the platform. These technological features align with environmental 

cues to promote fast, emotionally driven decisions. Impulse Buying Theory provides critical insight into why rational 

decision-making is often bypassed during live streams and highlights the importance of design, interactivity, and emotional 

storytelling in triggering purchases. It also raises ethical considerations around manipulating consumer behavior in 

psychologically vulnerable moments. 
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Table 3 Comparative Analysis of Theories in Social Commerce Context 

 

Theory Core Concept Application in 

Live Streaming & 

In-App Purchase 

Strengths  Limitations 

Theory of Planned 

Behavior (TPB) 

Behavioral 

intention is 

influenced by 

attitude, subjective 

norms, and 

perceived control 

Explains why 

consumers intend to 

purchase during 

live sessions or via 

in-app tools 

Predicts intentions 

well in structured 

settings 

Less effective for 

impulsive, 

emotion-driven 

behaviors 

Technology 

Acceptance Model 

(TAM 

Perceived 

usefulness and ease 

of use determine 

technology 

adoption 

Helps understand 

user acceptance of 

in-app purchase 

interfaces and live 

platforms 

Widely validated; 

simple and intuitive 

Does not include 

social and 

emotional factors 

Social Presence 

Theory 

The degree of 

personal, sociable, 

and sensitive 

interaction affects 

engagement 

Explains how real-

time interaction 

during live 

commerce builds 

trust and 

engagement 

Captures human 

warmth and 

interaction well. 

Lacks coverage on 

transactional and 

technical 

dimensions 

Uses and 

Gratifications 

Theory 

Users actively seek 

media for specific 

needs (e.g., 

entertainment, 

shopping) 

Explains user 

motivation for 

participating in live 

streams or using 

app-based shopping 

Addresses user 

agency and need-

based media use 

May overlook 

subconscious, 

habitual behaviors 

Stimulus-

Organism-

Response (S-O-R) 

External stimuli 

influence internal 

state, which 

triggers behavioral 

response 

Explains how 

visual cues, 

influencer 

presence, and UI 

affect consumer 

purchase decision 

Models emotional 

and cognitive 

mediators 

Requires detailed 

mapping of stimuli 

and organism states 

 

 

4. Benefits of Live Streaming and In-App Purchases in Social Commerce: - The integration of live streaming and in-

app purchase functionalities has transformed the landscape of social commerce by enhancing the consumer shopping 

experience and driving business outcomes. These features offer several compelling benefits, both for consumers and for 

marketers.  

 

4.1. Real-Time Engagement and Personalization: - Live streaming provides a unique opportunity for real-time 

engagement between brands and consumers, enabling personalized interactions that traditional e-commerce cannot 

replicate. Consumers can ask questions, request product demonstrations, and receive instant feedback, thereby creating a 

dynamic dialogue rather than a passive shopping experience. This interactivity mimics the in-store experience, which is 

especially valuable in the digital realm. Furthermore, real-time analytics allow sellers to gauge audience reactions and tailor 

their messaging or promotions accordingly during the live session. Personalized shoutouts, user-specific discounts, and 

real-time polls make viewers feel recognized and valued, which fosters a deeper sense of trust and loyalty. In-app purchase 

systems enhance this engagement by offering a frictionless buying journey—products presented during the stream can be 

purchased instantly without leaving the platform. This seamless integration of viewing, interacting, and purchasing not 

only increases the convenience for users but also maximizes the effectiveness of the sales pitch. Research has shown that 
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personalization significantly increases purchase likelihood and enhances consumer satisfaction. Live streaming, powered 

by in-app purchasing, transforms the consumer from a passive viewer into an active participant, bridging the gap between 

entertainment and commerce. This real-time personalization strengthens emotional connections with the brand and 

ultimately leads to higher customer retention and conversion rates. 

 

4.2. Enhanced Trust and Authenticity: - One of the primary challenges in online shopping is the consumer’s inability to 

physically inspect products, leading to skepticism and hesitation. Live streaming addresses this issue by offering an 

authentic, transparent demonstration of products in real-time. Viewers can observe the texture, functionality, and 

effectiveness of items, often through trusted hosts or influencers who serve as relatable intermediaries. This visibility 

reduces uncertainty and increases perceived product quality. When influencers showcase products in a natural, unscripted 

environment—responding to comments, handling mishaps, or providing honest feedback—it humanizes the brand and 

enhances credibility. The spontaneous nature of live content fosters a sense of authenticity that pre-recorded advertisements 

often lack. Furthermore, viewers are more likely to trust peer reviews and influencer opinions shared during live sessions, 

which act as social proof. In-app purchases complement this trust-building process by offering secure, platform-integrated 

payment methods that reduce fear of fraud or technical glitches. Consumers are more comfortable making purchases when 

the entire process—from discovery to transaction—happens within a familiar and trusted environment. This trust, once 

established, is transferable across future interactions, creating long-term loyalty. Together, live streaming and in-app 

purchases form a trustworthy ecosystem that reassures consumers, boosts confidence in buying decisions, and reduces 

buyer remorse. As trust is a pivotal factor in consumer behavior, these tools are instrumental in driving conversions and 

sustaining brand integrity in social commerce. 

 

 

                     Figure 2 Benefits of Live streaming and in-app purchases. 

 

4.3. Impulse Buying and Conversion Optimization: - Live streaming coupled with in-app purchases creates an ideal 

environment for impulse buying, significantly optimizing conversion rates. The interactive, high-energy format of live 

sessions engages consumers emotionally, often triggering unplanned purchases driven by excitement, curiosity, or fear of 

missing out (FOMO). Elements like countdown timers, limited-time offers, exclusive discount codes, and live giveaways 

add a sense of urgency and scarcity that accelerates decision-making. These psychological triggers are amplified when 

viewers see others buying the same product in real time or when influencers emphasize product popularity. In such 

scenarios, consumers are more likely to bypass logical evaluation and act on emotion, leading to impulsive purchases. In-

app purchasing functionalities streamline this process by allowing viewers to buy instantly with minimal steps. Pre-saved 

payment options, one-click checkout, and product integration into the live feed ensure that there is no disruption between 

desire and transaction. This seamless flow is crucial in converting impulse into action before the emotional momentum 

fades. For brands, this results in higher engagement-to-conversion ratios and improved return on investment (ROI). 

Moreover, platforms can track user behavior during these transactions, allowing for personalized follow-up promotions 

and retargeting strategies. In essence, the real-time appeal of live commerce and the ease of in-app purchasing not only 

capture spontaneous buying behaviors but also convert fleeting interest into measurable sales outcomes—an essential 

advantage in the competitive digital marketplace. 

 

4.4. Seamless User Experience and Convenience: - One of the standout benefits of integrating live streaming with in-

app purchasing is the creation of a seamless user experience that eliminates barriers to buying. Traditionally, online 

shoppers must navigate multiple steps—viewing a product, visiting a separate website, logging in, entering payment 

information, and completing a transaction. This complexity often leads to cart abandonment. In contrast, social commerce 

platforms offering live streams with in-app purchases streamline the entire process within a single interface. Viewers can 

explore products, interact with hosts, and make purchases in real time—all without switching apps or re-entering 

Real time 
purchase Enhanced 

Trust
Impulse 
Buying

User 
Experience Marketing
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credentials. This frictionless shopping journey enhances convenience, particularly on mobile devices, where attention spans 

are shorter and interruptions more likely. Additionally, features like product tagging, embedded links, and real-time 

inventory updates provide clarity and speed, reducing consumer hesitation. The integration also allows for instant order 

confirmation and status tracking, which boosts user confidence and satisfaction. Convenience is a critical factor in modern 

consumer behavior, especially among Gen Z and millennial users who prioritize speed and ease in digital interactions. By 

minimizing effort and maximizing efficiency, live streaming with in-app purchasing aligns perfectly with the expectations 

of today's digital shoppers. It not only increases the likelihood of immediate purchases but also encourages repeat use of 

the platform, contributing to long-term user retention and brand loyalty. 

 

Table 4: In-App Purchase Preferences by Age Group 

 

Age 

Group 

% Prefer In-App 

Checkout 

% Influenced by 

Streamers 

Average Monthly Spend 

(USD) 

Top Product 

Category 

18–24 78% 85% $47.30 Fashion & Beauty 

25–34 72% 80% $61.50 
Electronics & 

Gadgets 

35–44 60% 65% $53.20 Home Essentials 

45+ 41% 38% $34.10 Health & Wellness 

 

 

              

 

Pie chart showing the distribution of in-app checkout preferences across different age groups. It visually highlights that 

the 18–24 and 25–34 age groups are the most active in preferring in-app purchases. 

 

4.5. Data-Driven Insights and Personalized Marketing: - The integration of live streaming and in-app purchases 

generates rich, real-time data that can be leveraged for strategic marketing and personalization. Every interaction—such as 

comments, reactions, clicks, purchase decisions, viewing duration, and drop-off points—offers actionable insights into 

consumer preferences and behavior. This granular data allows brands to segment their audience more effectively and tailor 

future live sessions to match user interests. For instance, understanding which products attract the most engagement or 

when users are most active enables optimized scheduling and content planning. In-app purchase data further enriches this 
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understanding by revealing purchasing power, average transaction value, and buying frequency. These insights can be used 

to create highly personalized experiences, including targeted product recommendations, customized discounts, and loyalty 

rewards. Moreover, the data can inform inventory planning, pricing strategies, and influencer partnerships. Predictive 

analytics and machine learning can also be applied to this data to anticipate user needs and enhance recommendation 

systems. Ultimately, data-driven personalization enhances customer satisfaction and conversion rates by delivering content 

that feels relevant and timely. In the competitive landscape of social commerce, this ability to adapt and respond to user 

behavior in real time gives brands a decisive edge. It ensures that marketing is not only reactive but also proactively aligned 

with evolving consumer expectations.  

   

5. Challenges of live streaming and in-app purchases in social commerce: - 

5.1 Content Credibility and Misinformation: - A key challenge in live streaming commerce is ensuring content 

credibility and preventing misinformation. Unlike traditional advertising, live streaming is often unscripted and influencer-

driven, which increases the risk of exaggerated claims, inaccurate product descriptions, or unverified endorsements. 

Consumers may be misled by presenters who prioritize sales over honesty, especially when commission-based incentives 

are involved. Furthermore, product demonstrations during live streams may not represent actual performance, leading to 

post-purchase dissatisfaction. Since these sessions are often conducted in real-time, it is difficult for platforms to moderate 

or fact-check claims immediately. The rapid pace of streaming also allows misinformation to spread quickly before 

corrections can be made. This undermines consumer trust and can damage brand reputation. If misleading information 

results in faulty purchases or safety concerns, it may even lead to regulatory scrutiny or legal liabilities. Additionally, 

international live streams face cross-border advertising regulations that vary significantly, further complicating content 

compliance. From the consumer's perspective, repeated exposure to unreliable streams diminishes confidence in the 

platform and in the concept of live commerce itself. Brands and platforms must, therefore, invest in content monitoring, 

establish strict ethical guidelines for streamers, and implement real-time verification tools to uphold integrity. Without 

safeguarding the credibility of live content, the long-term sustainability of live streaming commerce could be jeopardized, 

eroding both consumer loyalty and commercial viability. 

 

                       

    

                                 Figure 3 Challenges of Live streaming and in- app purhcases. 

 

5.2. Security and Data Privacy Risks: - In-app purchases integrated with live streaming pose significant concerns around 

security and data privacy. As consumers engage with these platforms, they often share sensitive information such as 

payment details, contact information, and browsing behavior. Any breach or misuse of this data can lead to financial loss, 

identity theft, or exploitation by malicious actors. Social commerce platforms, especially newer or less-regulated ones, may 

lack robust encryption protocols or adequate cybersecurity frameworks. In some cases, third-party plug-ins used to facilitate 

in-app transactions could introduce vulnerabilities, exposing user data to unauthorized access. Moreover, live streams may 

attract phishing attempts disguised as legitimate promotions or giveaways, tricking viewers into revealing personal 

information. From a regulatory standpoint, platforms must adhere to data protection laws like the General Data Protection 

Regulation (GDPR) or India’s Digital Personal Data Protection Act (DPDP), which mandate transparency, consent, and 

accountability. Failure to comply can lead to legal consequences and reputational damage. Users, particularly younger 

audiences, may not be fully aware of the extent of data being collected or how it is used. This lack of transparency creates 

an ethical dilemma around informed consent. To address these issues, companies must implement end-to-end encryption, 

multi-factor authentication, and clear privacy policies. Educating users about digital safety and offering opt-out options are 

Security Data and Privacy

Content Misinformation

Consumer Overload
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also critical. Ultimately, unless security and privacy are prioritized, the convenience of in-app purchasing could be 

overshadowed by the risks, undermining user trust and platform credibility. 

 

5.3. Technical Limitations and User Experience Barriers: - Despite the immersive potential of live streaming and in-

app purchases, technical limitations often hinder user experience and business outcomes. Poor video quality, lagging 

streams, or server crashes can disrupt the real-time interaction that is central to live commerce. These issues are particularly 

prevalent in regions with low internet bandwidth or outdated mobile devices. Such disruptions not only frustrate users but 

also result in missed sales opportunities and damaged brand impressions. Moreover, app crashes or payment gateway 

failures during the purchase process can lead to abandoned carts, duplicate payments, or loss of customer trust. From the 

backend, platform scalability becomes a challenge when managing high volumes of concurrent viewers, especially during 

peak promotional events or influencer-hosted streams. Compatibility issues between devices, operating systems, or app 

versions can also compromise functionality. Inconsistencies in the user interface (UI), non-intuitive navigation, and 

cluttered design further impair the shopping experience. Additionally, integrating product catalogs into live streams without 

overwhelming the viewer remains a complex design challenge. These technical barriers are exacerbated when platforms 

do not offer customer support in real-time, leaving users without guidance during the most critical points of their purchase 

journey. To overcome these issues, companies must invest in high-performance servers, adaptive streaming technologies, 

and cross-platform optimization. Regular testing, real-time monitoring, and responsive technical support are also essential 

to ensure a seamless, enjoyable user experience. Without addressing these technical hurdles, even the most engaging 

content and attractive offers can fall short of converting viewers into buyers. 

 

5.4. Consumer Overload and Decision Fatigue: - While live streaming enhances consumer engagement, it can also lead 

to information overload and decision fatigue. During live commerce sessions, hosts often showcase multiple products in 

rapid succession, accompanied by verbal promotions, viewer comments, flash deals, and real-time social interactions. This 

barrage of stimuli can overwhelm viewers, making it difficult for them to process information effectively and make 

informed decisions. As a result, consumers may either make hasty purchases they later regret or disengage altogether. The 

phenomenon of “choice paralysis” is amplified in live settings where urgency and social pressure are high—especially 

when countdowns, limited stocks, and competitive comments are prominently displayed. While these tactics are intended 

to drive conversions, they can backfire by inducing stress or distrust. In addition, viewers may struggle to retain product 

details or compare items meaningfully within the limited duration of the stream. This is especially problematic for high-

involvement purchases that require thoughtful consideration. Overexposure to frequent live streams and repetitive 

promotional content may also result in desensitization, where consumers begin to ignore or skip live commerce altogether. 

Brands need to find a balance between engagement and cognitive load by curating content strategically, spacing out product 

presentations, and providing summary recaps or post-stream catalogs. Offering pause-and-review options, visual clarity, 

and simplified checkout interfaces can further help reduce decision fatigue. In the long term, minimizing cognitive strain 

is crucial to maintaining consumer satisfaction, trust, and platform loyalty. 

 

5.5. Ethical and Regulatory Challenges: - The rise of live streaming and in-app purchases in social commerce has 

introduced complex ethical and regulatory challenges. One major concern is the lack of standardized consumer 

protection, particularly in cross-border transactions. Many live streams are hosted on global platforms where product 

quality, refund policies, and legal accountability vary depending on jurisdiction. This leaves consumers vulnerable to 

deceptive practices, delayed deliveries, or lack of post-purchase support. Additionally, the use of psychological triggers—

such as urgency, scarcity, and peer pressure—can manipulate consumer behavior, raising ethical concerns about 

exploitation and informed consent. Influencers, who often act as hosts, may fail to disclose sponsorships or paid 

partnerships, violating advertising transparency norms. This blurs the line between genuine recommendation and paid 

promotion, misleading viewers. Regulatory bodies like the Federal Trade Commission (FTC) in the U.S. and the 

Advertising Standards Council of India (ASCI) have introduced guidelines, but enforcement remains inconsistent across 

digital platforms. Another ethical concern involves targeting vulnerable populations, such as minors or impulsive buyers, 

with aggressive sales tactics embedded in entertainment. Platforms must also ensure compliance with data usage laws and 

avoid predatory algorithms that exploit consumer behavior for maximum profit. To address these issues, stricter self-

regulation, ethical content training for influencers, and transparent disclosures are necessary. Governments and tech 
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companies must collaborate to establish cross-border consumer rights frameworks, ethical standards for digital commerce, 

and real-time grievance redressal systems. Without proactive regulation, the rapid growth of live commerce may outpace 

accountability, eroding consumer trust and posing legal risks for brands and platforms alike. 

 

6.Future Directions: - As social commerce continues to evolve, the integration of live streaming and in-app purchases 

will likely redefine the digital shopping experience in deeper, more personalized ways. Future research should explore the 

potential of AI-driven personalization during live streams—where product suggestions, discount offers, and real-time 

content are tailored dynamically based on user preferences and behavior. Moreover, the integration of augmented reality 

(AR) within live sessions could allow consumers to virtually try products before purchase, significantly enhancing 

confidence in decision-making. Another promising area is the gamification of live shopping, where brands introduce 

interactive games, competitions, and reward-based systems to further boost engagement and loyalty. As consumer behavior 

diversifies across regions and age groups, future studies must also investigate cultural variations in the effectiveness of 

live commerce strategies, providing insights for global scalability. On the technological front, enhancing cross-platform 

integration between social apps, payment systems, and logistics services will be crucial for creating seamless omnichannel 

experiences. Furthermore, future work should delve into ethical frameworks and regulatory standards to ensure 

transparent, secure, and responsible use of consumer data and promotional tactics. The role of influencer credibility, 

content moderation, and real-time feedback loops also deserves deeper academic inquiry, especially as the boundary 

between entertainment and commerce continues to blur. Lastly, with increasing reliance on mobile-first ecosystems, 

understanding the long-term psychological impact of impulse-driven shopping through live interactions and quick-buy 

options will be essential. These directions will help shape sustainable, trustworthy, and innovative pathways for the future 

of social commerce in the digital economy. 

 

Conclusion: - The rise of social commerce, fueled by live streaming and in-app purchases, marks a transformative shift in 

consumer behavior and digital marketing. This new model merges entertainment, social interaction, and instant shopping 

into a seamless experience that profoundly influences how consumers discover, evaluate, and purchase products. Live 

streaming has emerged as a powerful tool for brands to engage audiences in real time, build authenticity, and foster trust, 

while in-app purchasing reduces friction and enhances convenience by enabling instantaneous transactions within the 

platform. Together, these elements not only drive impulse buying and increase conversion rates but also create rich data-

driven insights for personalized marketing strategies. However, the adoption of this model is not without challenges. Issues 

such as misinformation, security vulnerabilities, decision fatigue, and ethical concerns highlight the need for better 

regulation, technological enhancements, and transparency. As this trend continues to grow, the responsibility lies with 

platforms, brands, and policymakers to ensure that consumer interests are protected without stifling innovation. Future 

research must delve into evolving technologies like AI, AR, and predictive analytics to further enhance user experience, 

while also addressing cross-cultural, psychological, and regulatory dimensions. In conclusion, live streaming and in-app 

purchases are reshaping the e-commerce landscape, offering immense opportunities and posing significant challenges. 

Understanding and adapting to this paradigm shift is essential for businesses aiming to thrive in the fast-evolving digital 

economy. By embracing innovation and ethical practices, social commerce can become a sustainable and empowering 

space for both consumers and brands. 
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