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Abstract

In 2022, live broadcast e-commerce is still hot, injecting new vitality into the entire economy, es-
pecially under the influence of the epidemic. Live e-commerce has changed the shopping mode of
traditional e-commerce, greatly improving the interactivity and participation of consumers. It has
promoted the development of the entire economic market and brought a new atmosphere to the
entire economy. This article will take Douyin and Taobao, which currently dominate the live
broadcast platforms, as examples to analyze the profit model of live broadcast e-commerce plat-
forms, summarize common characteristics, analyze the problems and challenges of live broadcast
e-commerce, and further explore the development model.
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Figure 1. Relationship between traditional e-commerce, social e-commerce and content e-commerce
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Figure 2. Shift from AISAS model to AFAS model
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Table 3. Development and characteristics of live broadcast e-commerce platform
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