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Abstract

Grounded in the context of consumption downgrading, this paper systematically examines the chal-
lenges faced by luxury brands and their marketing strategies facilitated by livestreaming e-commerce.
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It explores the inherent contradiction between brand democratization and scarcity, identifying the
dual dilemma of traditional customer alienation and the loss of aspirational consumers. The study
proposes that e-commerce livestreaming can assist luxury brands in establishing a dynamic balance
between maintaining distance and achieving moderate accessibility through strategic approaches
such as constructing content-driven livestreams, selecting streamers with congruent traits, and in-
tegrating public and private domain traffic for communication. This contributes to the sustained
enhancement of brand value.
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