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Abstract

This paper deeply discusses the impact mechanism of product demand, promotion and scarcity on
consumer behavior in live streaming, and analyzes the case of Huaxizi beauty brand, and puts for-
ward corresponding marketing strategy suggestions. The results show that product demand is the
basis of consumers’ purchase decision, promotion can enhance consumers’ purchase intention, and
scarcity can stimulate consumers’ competitive psychology and possessiveness. Merchants and an-
chors need to consider these three factors comprehensively and develop appropriate marketing
strategies to improve consumers’ purchase willingness and purchase conversion rate. This paper
suggests that anchors have a deep understanding of consumer needs, rationally use promotional
means, appropriately create a sense of scarcity, improve the quality of live streaming, use social
media for publicity and strengthen after-sales service, so as to improve the effect and efficiency of
live streaming.
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Table 1. Breakdown of perceived factors that enhance product demand in
livestream selling
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Table 3. Breakdown of reactions to promotional activities in livestream selling
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