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Abstract

Live streaming eCommerce reconstructs the display path of clothing design. Dynamic display is the
core link connecting products and consumers, and its logic and efficiency directly affect consumption
decision-making. Based on the theories of communication, consumer behavior and fashion design,
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this paper systematically analyzes and dynamically displays the logical mechanism of scene adap-
tation, value transmission and interaction synergy, and analyzes its practical effectiveness in atten-
tion capture, information decoding and purchase transformation through typical cases. The research
proposes that dynamic display strategy should be optimized from three aspects: content innovation,
technology fusion and subject collaboration, which provides theoretical reference and practical guid-
ance for visual communication and marketing practice of clothing brands in live broadcast scenes.
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