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Abstract

Nascent technology has enriched real-time communication methods across digital platforms,

leading conventional

television-based live shopping or mobile-based live shopping platforms to face competition against individual live streamers. As

academic discussion regarding live commerce largely focuses on real-time interaction, this study adopted the framework of the

transactional model of communication to investigate communication strategies of prevailing live commerce retailers. A qualitative

approach was taken to collect script data from live commerce shopping broadcasts. Based on the transactional model of

communication, text data was collected for network analysis. Results revealed despite efforts to offer real-time interaction

opportunities in live commerce, signals from sellers that did not indicate interaction with the audience that while persuasion

strategies to maximize purchases remained dominant, transactional communication messages from sellers contained a larger
quantity of keywords that signaled information supplementary to the buyers’ comments. Such results were observed and

reciprocated in main keyword groups that included ‘color

‘sizing’, and ‘items’. Research findings denote the necessity for

conventional digital commerce retailers to adopt strategies to enrich consumer experience with real-time interaction, considering the
positive effects of transactional communication that alternative live streaming options have already begun to offer to consumers.
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