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 Abstract: This research analyzes TikTok live streaming as 

a promotional medium for thrifting fashion businesses. 

The background addresses how interactive live streaming 

features enhance pre-owned apparel sales while 

presenting competitive and technical challenges alongside 

spontaneous consumer behavior. The study aims to 

examine TikTok live streaming utilization in thrifting 

business promotion, focusing on feature deployment, 

encountered challenges, and applied marketing strategies. 

The methodology employs qualitative descriptive case 

study design through semi-structured interviews with 

Windyy_Shop proprietors. Purposive sampling selected 

business operators and hosts demonstrating expertise in 

live streaming operations. Data collection instruments 

included in-depth interviews and operational observation. 

Thematic analysis employing Braun and Clarke's 

framework provided qualitative interpretation. Results 

demonstrate that live streaming reduces information 

asymmetries, facilitates real-time consumer engagement, 

and significantly accelerates purchasing decisions. Eight 

operational mechanisms emerged, including interactive 

product visualization, competency-based host selection, 

and algorithmic platform optimization. Findings reveal 

substantial sales conversion rate increases, elevated 

customer loyalty, and expanded brand awareness despite 

technical infrastructure constraints and competitive 

saturation. The research concludes that live streaming 

functions as a multidimensional promotional mechanism 

generating meaningful business performance 

enhancement through comprehensive psychological 

consumer engagement across emotional, social, and 

interactive dimensions. 
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Introduction  

Research Phenomenon 

The digital transformation of commercial practices has fundamentally reshaped 

contemporary business models, particularly within the e-commerce sector where social media 

platforms have emerged as primary marketing channels. TikTok, a rapidly expanding short-

form video application, has captured the attention of Indonesian consumers, with penetration 

rates exceeding 30.7 million active users, establishing itself as a dominant force in digital 

commerce ecosystems. The platform's live streaming feature represents a paradigm shift in 

direct seller-consumer engagement, enabling real-time interaction that extends beyond 

conventional product presentation to facilitate authentic relationship-building through 

transparent communication channels. This interactive capacity proves particularly significant 

for businesses operating within specialized markets, such as the thrifting fashion sector, where 

consumer skepticism regarding product quality and authenticity constitutes a primary 

adoption barrier. Research indicates that live streaming commerce generates conversion rates 

three times higher than conventional e-commerce platforms, with approximately 60% of 

Indonesian consumers having engaged in purchases through live shopping sessions in 2024, 

demonstrating substantial market viability and consumer behavioral shifts toward platform-

native commerce features . 

The thrifting fashion industry in Indonesia has experienced accelerated growth 

trajectory aligned with heightened consumer consciousness surrounding environmental 

sustainability and economic efficiency. Purnomo et al. (2024) established that green 

entrepreneurship and ecopreneurship represent critical competitive advantages through 

environmental innovation, simultaneously generating profitable business opportunities and 

sustainable economic growth potential . Second-hand fashion commerce addresses multiple 

consumer motivations including affordability, environmental responsibility, and distinctive 

aesthetic preferences, creating market segmentation opportunities across demographic 

categories from millennial to generation Z consumers. However, thrifting enterprises 

encounter persistent operational challenges manifested through intense competitive pressure, 

technical infrastructure limitations, and residual consumer apprehension concerning product 

quality and hygiene standards associated with pre-owned garment merchandise. Live 

streaming functionality on TikTok materializes as an innovative strategic solution enabling 

these businesses to reach expanded market segments, demonstrate product authenticity 

through real-time visualization, establish consumer trust through immediate interactive 

dialogue, and fundamentally reshape purchasing behavioral patterns toward spontaneous 

transaction completion during broadcast sessions . 

Research Problems 

The efficacy of live streaming platforms as promotional instruments within the 

thrifting fashion sector remains inadequately documented within Indonesian academic 

literature despite observable market adoption. While existing scholarship examines general 

social commerce mechanisms and purchase intention determinants, limited research explicitly 
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addresses the operational implementation complexities, technological constraints, and 

competitive dynamics specific to live streaming deployment within the secondary fashion 

market context. Imanuddin and Handayani (2025) conducted comprehensive analysis of 

livestream shopping continuance intentions through stimulus-organism-response theory, 

identifying that trust in products and perceived value directly influence persistent platform 

utilization, yet their investigation concentrated on continuance intention rather than initial 

promotional effectiveness within niche fashion sectors . Furthermore, the intersection of 

consumer trust dynamics, host credibility assessment, and algorithmic optimization strategies 

remains incompletely understood within the Indonesian social commerce landscape, 

particularly regarding platforms' application to affordable fashion segments where product 

quality verification proves especially consequential. 

The thrifting business operators encounter multifaceted obstacles in leveraging live 

streaming capabilities to competitive advantage, including technical infrastructure 

requirements demanding substantial investment, host recruitment necessitating specific 

communication and aesthetic competencies, and competitive differentiation challenges arising 

from market saturation with standardized content approaches. Chen et al. (2024) 

demonstrated that content marketing strategies encompassing functional, entertainment, 

emotional, and interactive dimensions significantly influence consumer purchase intention 

through information adoption mechanisms , yet specific adaptation of these frameworks for 

live streaming commerce in fashion markets requires investigation. Additionally, consumer 

behavior literature documents that real-time interactivity and social presence generate hedonic 

and utilitarian motivations driving impulsive purchasing responses, yet understanding how 

these psychological mechanisms manifest within the context of affordable fashion—where 

quality skepticism constitutes a primary adoption barrier—demands empirical investigation 

within authentic business operational contexts. The integration of platform algorithmic 

functionality, host-based personal branding, and real-time interactive features as 

complementary promotional mechanisms remains underexplored, particularly regarding their 

simultaneous influence on sales performance, consumer trust accumulation, and sustained 

market positioning within competitive fashion e-commerce environments. 

The promotional strategy implementation by thrifting fashion enterprises deploying 

live streaming features requires comprehensive analysis encompassing multiple 

dimensionalities including technical execution quality, human resource optimization, 

competitive positioning differentiation, and psychological influence mechanisms underlying 

spontaneous consumer purchasing responses. Sapthiarsyah (2024) established that social 

media utilization and digital marketing strategies exert significant positive influence on 

UMKM performance through expanded market reach, enhanced brand awareness, and 

strengthened consumer engagement , yet sector-specific applications remain inadequately 

addressed. Moreover, the sustainability dimensions inherent to thrifting commerce necessitate 

examination of how live streaming promotion aligns with green entrepreneurship frameworks 

and circular economy principles, positioning environmental consciousness as potential 

competitive advantage rather than supplementary market positioning factor. Understanding 

how platform-specific features—including real-time product visualization, immediate 

question-response mechanisms, algorithmic recommendation systems, and time-limited 
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promotional incentives—interact synergistically to influence consumer purchasing decisions 

and establish sustained business relationships requires investigation grounded in operational 

business contexts. 

Research Objectives, Significance, and Novelty 

This article undertakes comprehensive analysis of TikTok live streaming deployment 

as promotional mechanism for thrifting fashion enterprises, investigating three interconnected 

research dimensions: first, explicit examination of operational feature utilization strategies 

including product demonstration methodology, host selection criteria, algorithmic 

optimization approaches, and consistency maintenance mechanisms; second, systematic 

documentation of operational challenges encompassing competitive intensity, technical 

infrastructure constraints, consumer trust deficiencies, and human resource limitations 

affecting promotional effectiveness; third, identification of marketing strategies addressing 

brand image construction, session scheduling optimization, and operational consistency 

requirements. The research significance derives from providing empirical-grounded guidance 

applicable to thrifting fashion entrepreneurs regarding technology adoption optimization, 

offering consumer insights concerning authentic product evaluation through interactive 

media, and contributing academic knowledge addressing digital marketing effectiveness 

within sustainable fashion business contexts. The investigation's novelty emphasizes real-

world operational context analysis through qualitative methodology applied to specific 

thrifting enterprise case study, addressing practical promotion strategy implementation rather 

than theoretical mechanism examination, thereby generating actionable recommendations 

directly applicable to comparable small and medium-sized fashion enterprises operating 

within Indonesia's increasingly digitalized e-commerce ecosystem. Consequently, this 

research bridges gaps between academic understanding of social commerce mechanisms and 

practitioner knowledge requirements for platform-specific, sector-appropriate marketing 

implementation within the emerging thrifting fashion industry. 

Research Methods  

Type and Research Design 

This research employs qualitative descriptive case study methodology to investigate 

the TikTok live streaming phenomena within the thrifting fashion business context. 

Qualitative research methodology, as defined by Creswell and Creswell (2023), represents a 

systematic investigative process aimed at exploring and understanding meanings that 

individuals or groups attribute to specific social phenomena, with emphasis placed upon deep 

data interpretation in constructing novel theoretical understandings or conceptual frameworks. 

The descriptive qualitative approach specifically functions to portray, elucidate, and examine 

social phenomena comprehensively, enabling researchers to capture detailed narratives 

concerning lived experiences, contextual factors, and environmental conditions surrounding 

the phenomenon under investigation. The case study research design proves particularly 

appropriate for this investigation, as it facilitates in-depth exploration of intricate, 

contemporary phenomena within their authentic operational contexts, generating empirically 

rich and contextually grounded data that illuminate nuanced relationships between variables 

https://doi.org/10.61536/escalate.vxxxx.xxx


Page | 182 ҉ Escalate: Economics and Business Journal, Vol. 3, No. 03, 2025 

 

Escalate: Economics and Business Journal  

 https://doi.org/10.61536/escalate.v3i03.352  

This open-access article is distributed under a Creative Commons Attribution (CC-BY-SA) 4.0 license 

and complex causal mechanisms. The research adopts a descriptive case study configuration, 

which enables comprehensive documentation and detailed analysis of how the selected 

thrifting fashion enterprise implements live streaming as promotional mechanism, while 

simultaneously identifying patterns, variations, and contextual factors influencing 

promotional effectiveness. This methodological orientation aligns with the investigation's 

primary objective of understanding not merely what promotional strategies are deployed, but 

how these strategies function within authentic business operational conditions, thereby 

generating findings directly applicable to comparable small and medium-sized enterprises 

within the thrifting fashion industry. 

Data Collection Instruments and Techniques 

Data collection within qualitative research necessitates multifaceted approaches 

ensuring richness, depth, and contextual authenticity of generated information. The primary 

data collection instrument employed in this investigation consists of in-depth semi-structured 

interviews with the business proprietor and operational staff of Windyy_Shop. In-depth 

interviews represent a foundational qualitative data collection methodology, characterized by 

one-on-one dialogue facilitating detailed exploration of individual perceptions, lived 

experiences, and subjective understandings of phenomena under investigation. Semi-

structured interview formats balance predetermined question frameworks with flexibility 

permitting conversational adaptation based upon interviewee responses and emerging themes, 

thereby enabling systematic exploration of predefined research topics while simultaneously 

accommodating unanticipated insights and contextually relevant elaborations. Interview 

protocols were developed comprising open-ended questions designed to encourage 

participants to articulate personal narratives concerning: live streaming feature utilization 

strategies; operational challenges encountered during implementation; consumer behavioral 

responses; competitive positioning dynamics; and adaptive marketing strategies employed to 

overcome identified obstacles. Interview questions emphasized exploratory inquiry focusing 

upon how and why specific promotional phenomena occur, moving beyond descriptive 

documentation toward deeper understanding of underlying processes, decision-making 

rationales, and psychological mechanisms influencing business outcomes. 

The interview instrument design process involved iterative refinement, commencing 

with clear delineation of research objectives that provided foundational guidance for 

formulating inquiry questions directly aligned with study goals. Semi-structured interview 

protocols incorporated varied question typologies, beginning with broad exploratory inquiries 

establishing comfortable conversational environments, progressing toward increasingly 

focused sub-questions enabling deeper topical exploration, thereby maintaining 

conversational flow while ensuring critical research-relevant areas received adequate 

investigation. Interviews were conducted in Indonesian language to ensure communicative 

authenticity and participant comprehension, with audio recording facilitated participant verbal 

expression without artificial time constraints. Interview duration extended between forty-five 

and ninety minutes per session, permitting comprehensive exploration of complex 

promotional phenomena and detailed discussion of operational challenges. Interviews were 

executed at the Windyy_Shop business location, thereby enabling contextual familiarity and 

potential observation of operational conditions relevant to promotional implementation. 
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Population and Sample 

Research populations in qualitative investigation represent the comprehensive 

universe of potential information sources or research participants whose characteristics align 

with investigation objectives. Within this investigation, the target population encompasses 

thrifting fashion business proprietors and operational personnel within Indonesia who actively 

deploy TikTok live streaming for commercial promotion purposes. The investigation 

employed purposive sampling methodology to identify appropriate research participants, 

wherein sample selection deliberately targets individuals possessing specific characteristics 

aligned with research objectives rather than pursuing statistically representative sampling. 

Sugiyono (2020) defines purposive sampling as a sample determination technique applying 

deliberative criteria, selecting participants whom researchers anticipate possess requisite 

knowledge, experience, or perspectives concerning phenomena under investigation. Purposive 

sampling proves particularly appropriate for qualitative research contexts wherein researchers 

typically possess antecedent knowledge regarding information source quality, thereby 

enabling valid and contextually relevant investigation results. 

The specific research sample comprised Windyy_Shop as the focal case study 

enterprise, with primary research participants consisting of the business proprietor and 

primary host personnel responsible for live streaming operations. Participant selection criteria 

included: (1) demonstrated expertise and decision-making authority regarding live streaming 

promotional strategies; (2) direct operational experience implementing and managing TikTok 

live streaming sessions; (3) willingness to participate in extended in-depth interviews; and (4) 

capacity to articulate experiences, challenges, and strategic adaptations concerning 

promotional activities. Single case selection rather than multiple case comparison was deemed 

appropriate given investigation objectives prioritizing deep contextual understanding and 

detailed documentation of authentic business operational implementation. This approach 

aligns with case study methodological emphasis upon capturing phenomena richness within 

specific contexts rather than pursuing generalizability across numerous cases. Secondary data 

collection encompassed observation of business operational contexts, examination of business 

records documenting sales performance trends, and analysis of social media metrics reflecting 

audience engagement during promotional periods. 

Data Analysis Procedures 

Data analysis within qualitative research represents systematic examination and 

interpretation of collected information directed toward identifying meaningful patterns, 

emerging themes, and deeper conceptual understanding of phenomena under investigation. 

This investigation employed qualitative thematic analysis as the primary data interpretation 

methodology. Thematic analysis constitutes a systematic qualitative method for identifying, 

analyzing, and reporting patterns and meanings within textual data, involving iterative 

processes of familiarization, code development, pattern recognition, and theme refinement 

leading toward conceptual interpretation. The methodological approach aligns with Braun and 

Clarke's (2006) six-step thematic analysis framework: data familiarization through repeated 

transcript review; initial code generation through systematic data segmentation; theme 

searching through code aggregation and pattern identification; theme review and refinement 
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ensuring coherence and data support; theme definition and naming establishing clear 

conceptual boundaries; and analytical reporting with quotation integration substantiating 

interpretations. 

The analytical procedure commenced with verbatim transcription of interview audio 

recordings, followed by comprehensive transcript examination enabling thorough data 

familiarization. Transcripts underwent iterative reading, with research notes documenting 

initial observations, preliminary conceptualizations, and areas requiring deeper investigation. 

Initial coding proceeded through systematic data segmentation, wherein transcript portions 

were labeled with descriptive codes capturing essential content meaning, ideas, and 

conceptual elements. Coding employed both deductive and inductive approaches, wherein 

predetermined codes derived from literature concerning live streaming indicators (immersion, 

presence, social presence, telepresence) were complemented by inductive codes emerging 

directly from participant narratives and contextually specific phenomena. Codes were 

subsequently organized into preliminary thematic groupings, aggregating related conceptual 

elements and identifying patterns of consistency or contradiction across participant accounts. 

Theme development involved structured examination of preliminary thematic 

groupings, assessing pattern coherence, evaluating theme distinctiveness, and determining 

theme relevance to research questions and objectives. Themes underwent refinement through 

iterative review, evaluating whether thematic structures adequately represented underlying 

data patterns while maintaining sufficient specificity for meaningful interpretation. 

Qualitative data analysis software (NVivo) facilitated systematic code management, enabling 

efficient organization of coded segments, visual mapping of thematic relationships, and 

maintenance of audit trails documenting analytical decisions and refinement processes. Final 

thematic interpretation involved synthesizing identified themes within broader theoretical 

frameworks, connecting empirical findings to extant literature concerning live streaming 

commerce, consumer behavior psychology, and digital marketing strategy. This interpretive 

phase involved identifying relationships between themes, assessing theme consistency with 

theoretical expectations, and developing conceptual models explaining how promotional 

mechanisms function within authentic business contexts. 

Validity and reliability considerations throughout analytical procedures encompassed 

member checking wherein preliminary interpretations were reviewed with research 

participants for accuracy and representativeness; triangulation utilizing multiple data sources 

including interviews, observations, and business records to corroborate findings; thick 

description providing detailed contextual information enabling readers to evaluate finding 

applicability; and reflexive documentation wherein researcher assumptions, potential biases, 

and interpretive decisions were systematically documented. These quality assurance 

mechanisms enhanced analytical rigor, strengthened findings trustworthiness, and 

demonstrated systematic adherence to qualitative research standards.Research Procedure 

The investigation proceeded through three sequential research phases: pre-field 

preparation, field research implementation, and reporting documentation. During the pre-field 

phase, researchers conducted comprehensive literature review establishing theoretical 

foundations and research gaps, developed refined research questions aligned with 

investigation objectives, designed interview protocols incorporating piloted question 
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structures, and established ethical research protocols obtaining informed consent and 

confidentiality assurances. Literature review encompassed examination of scholarly work 

addressing live streaming commerce, consumer behavior in social commerce contexts, digital 

marketing strategy, and thrifting fashion business operations, integrating findings from peer-

reviewed journals, academic databases including Google Scholar and Scopus, and theoretical 

frameworks relevant to understanding promotional effectiveness. 

The field research phase encompassed direct engagement with Windyy_Shop business 

operations, comprising in-depth interviews with identified participants, observation of live 

streaming sessions documenting technical implementation, audience interaction patterns, and 

host communication approaches, and collection of supplementary business documentation 

including social media analytics, sales records, and operational schedules. Interviews were 

scheduled at times convenient to participants and business operations, conducted within 

professional settings facilitating focused discussion. Research interactions maintained 

professional confidentiality, protecting participant privacy through anonymization in 

subsequent analytical processes. 

The reporting phase involved systematic data transcription, comprehensive transcript 

review, iterative thematic coding, analytical synthesis, and manuscript preparation 

documenting findings, interpretations, and practical recommendations. Throughout this phase, 

researchers maintained detailed analytical notes, documented coding decisions and theme 

development processes, and prepared technical appendices enabling external review of 

analytical procedures. The investigation's timeframe extended across four months, from initial 

literature review through final analytical completion, permitting adequate time for 

comprehensive participant engagement, thorough data examination, and rigorous analytical 

interpretation. 

Result and Discussion  

Results 

 Live Streaming Feature Utilization as Real-Time Interactive Product Presentation 

The analysis of Windyy_Shop operations reveals that live streaming functionality on 

TikTok serves as a multidimensional promotional instrument enabling simultaneous product 

visualization, real-time audience engagement, and immediate transactional facilitation. The 

business proprietor systematically implements live streaming sessions to present thrifting 

fashion inventory through direct demonstration, enabling viewers to observe detailed product 

characteristics including fabric condition, dimensional specifications, design uniqueness, and 

overall quality assessment before purchase commitment. This real-time visualization 

approach fundamentally transforms conventional e-commerce presentation modalities by 

establishing authentic, unfiltered product examination opportunities where consumers directly 

observe merchandise within authentic operational contexts rather than relying upon static 

photography or textual descriptions. Interview data indicates that the host personnel actively 

solicit audience inquiries regarding product specifications, pricing information, availability 

status, and purchase-related clarifications, thereby facilitating comprehensive consumer 
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information acquisition throughout broadcast sessions. The interactive dialogue framework 

enables hosts to address consumer skepticism regarding product authenticity and quality, 

responding immediately to expressed concerns and demonstrating transparency concerning 

merchandise condition and origin. Consequently, this real-time interactivity substantially 

reduces information asymmetries characterizing conventional e-commerce platforms where 

consumer product knowledge acquisition necessitates extended periods of independent 

investigation and comparison across multiple information sources. 

The duration and frequency of live streaming sessions demonstrate deliberate strategic 

calibration aligned with consumer engagement optimization. Windyy_Shop typically 

maintains broadcast sessions extending minimum sixty minutes, occasionally extending to 

one hundred twenty minutes or longer when inventory diversity or consumer participation 

levels warrant extended engagement periods. This extended temporal framework permits 

comprehensive product portfolio demonstration, enabling hosts to present varied inventory 

items with distinct designs, colors, and specifications, thereby accommodating the inherent 

product heterogeneity characterizing thrifting fashion merchandise. The business operations 

maintain consistency through scheduled broadcast sessions implemented at predetermined 

temporal intervals, typically aligning with peak consumer activity periods on the TikTok 

platform, thereby maximizing audience participation and engagement conversion rates. 

Research corroborates this finding, demonstrating that extended interaction duration during 

live sessions significantly increases consumer familiarity with product portfolios and 

facilitates trust development through repeated communication exposure. The scheduling 

strategy explicitly targets demographic segments including Generation Z consumers and adult 

household managers demonstrating high TikTok platform engagement during specific 

temporal windows, thereby optimizing reach efficiency and conversion probability among 

information-receptive audience segments. 

Host Selection and Personal Branding Development through Communicative 

Competency 

Windyy_Shop operations prioritize host personnel selection through explicitly 

articulated competency criteria emphasizing communicative proficiency and aesthetic appeal. 

Interview findings reveal that host selection procedures evaluate specific capability 

dimensions including verbal communication clarity, spontaneous response capacity to 

audience inquiries, nonverbal expression appropriateness, visual appearance consistency with 

brand identity, and sustained performance capability under live broadcast conditions where 

spontaneity and authentic interpersonal engagement prove essential. The selected host 

personnel demonstrate conversational fluency, articulate product information presentation, 

receptiveness to audience inquiries, and personality projection conducive to audience rapport 

development. The host role transcends traditional product information dissemination, 

encompassing interpersonal relationship establishment, consumer confidence building, and 

persuasive communication implementation through storytelling techniques, emotional 

connection formation, and authentic engagement manifestation. Interview discussions 

document that consumers frequently express preference for specific host personalities, 

demonstrating repeated viewership patterns aligned with particular broadcaster identification 

rather than product portfolio evaluation alone. This personality-based consumer loyalty 
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reflects psychologically-mediated brand relationship development wherein host attributes 

constitute primary value proposition components equivalent in importance to merchandise 

characteristics. 

The personal branding development strategy involves consistent host presence across 

multiple broadcast sessions, maintaining recognizable personality expressions, 

communication patterns, and audience interaction approaches that cultivate consumer 

familiarity and loyalty. The host implements communication techniques including direct 

address to individual viewers, acknowledgment of returning audience members, personalized 

response to recurring consumer inquiries, and narrative storytelling contextualizing product 

origins and design inspiration. These interpersonal strategies systematically construct 

parasocial relationships wherein audience members develop quasi-intimate connections with 

host personalities despite unidirectional mediated communication characterizing broadcast 

environments. The business operations deliberately maintain host consistency across temporal 

periods, preserving audience familiarity and preventing relationship disruption through 

frequent personnel substitution. Consumer interview responses frequently reference specific 

host attributes and communication styles, demonstrating that host personality constitutes 

significant component within purchasing decision frameworks alongside product 

characteristics and pricing considerations. 

Algorithmic Optimization through Organic Content Strategy and Platform Feature 

Integration 

Windyy_Shop promotional strategy deliberately incorporates TikTok platform 

algorithmic optimization through methodical implementation of organic content enhancement 

techniques avoiding reliance upon paid advertising investment. The business implements 

strategic hashtag utilization targeting both high-volume trending topics and niche fashion-

specific categorical identifiers, thereby positioning content within algorithm-recommended 

discovery sequences across diverse consumer interest segments. Contemporaneously, the host 

integrates current viral audio recordings into broadcast sessions, aligning content with 

platform trending audio patterns that reinforce algorithmic categorization and substantially 

increase content visibility within platform recommendation systems. The temporal scheduling 

of broadcast initiation demonstrates awareness of platform algorithm preference patterns, with 

sessions strategically initiated during high-engagement temporal windows when algorithmic 

visibility increases and content discovery probability intensifies relative to off-peak temporal 

periods. Interview data indicates conscious integration of platform features including 

comment section engagement, viewer gift functionality, and interactive polling mechanisms, 

all elements reinforcing algorithmic metrics including audience retention duration and 

interaction frequency that substantially influence content ranking and platform visibility. This 

organic algorithmic optimization approach enables substantial market reach expansion 

without proportionate financial investment in paid promotional expenditures, thereby 

substantially improving marketing efficiency and return-on-investment metrics relative to 

conventional paid advertising modalities. 

The algorithmic strategy extends beyond individual broadcast session optimization to 

encompass cross-platform content ecosystem cultivation. Windyy_Shop maintains 
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interconnected presence across multiple platform applications, repurposing live streaming 

content into condensed summary video presentations distributed through conventional TikTok 

feed channels, subsequently expanding audience reach beyond live broadcast viewership to 

encompass broader platform user populations. This content multiplication strategy leverages 

algorithmic amplification mechanisms wherein high-engagement broadcast content receives 

elevated algorithmic priority within diverse platform distribution channels. The business 

documents engagement metrics across temporal periods and broadcast topics, identifying 

content modalities and product categories demonstrating elevated consumer interest patterns, 

subsequently incorporating these high-performing elements into subsequent broadcast 

planning. This evidence-based iterative refinement reflects data-informed algorithmic 

optimization rather than arbitrary content development, enabling progressive algorithm 

engagement efficiency improvement through systematic experimentation and performance 

evaluation. 

Operational Challenges and Constraint Management in Live Streaming Implementation 

Despite promotional effectiveness demonstrated through sales performance metrics 

and audience engagement indicators, Windyy_Shop operations encounter substantial 

operational challenges undermining implementation consistency and limiting strategic 

objective achievement. Interview findings reveal that technical infrastructure deficiencies 

constitute primary obstacles, with unstable internet connectivity frequently disrupting 

broadcast sessions, creating viewing interruptions and audience frustration diminishing 

engagement quality and conversion probability. Inadequate illumination within operational 

broadcast environments results in suboptimal visual presentation quality, reducing product 

detail visibility and aesthetic appeal perception. Camera equipment technical limitations 

produce video quality constraints limiting image clarity and professional aesthetic perception 

compared to higher-resolution broadcast standards characterizing larger competitor 

operations. These technical deficiency manifestations directly correlate with audience 

retention pattern deterioration and viewership termination during affected broadcast sessions, 

with consequent sales performance reduction relative to technically optimized broadcast 

conditions. Interview discussions document consumer feedback indicating preference for 

discontinuing broadcast viewership when technical quality degradation becomes pronounced, 

suggesting quantitative sales suppression proportional to technical constraint severity. 

Competitive intensity within the thrifting fashion market generates substantial 

differentiation challenges undermining personal branding development and market 

positioning distinctiveness. Windyy_Shop competes against numerous competing thrifting 

enterprises implementing substantially similar live streaming promotional strategies, product 

portfolios, and communication approaches. This competitive saturation substantially impedes 

distinctive personal branding development, as audience consumer recognition and 

differentiation become increasingly difficult when multiple competitors implement near-

identical promotional modalities and aesthetic presentations. Interview data indicates 

consumer difficulty articulating specific competitive advantages characterizing Windyy_Shop 

relative to alternative competitors, suggesting insufficiently differentiated market positioning 

relative to competitive alternatives. 

Trust deficiencies regarding pre-owned merchandise quality remain substantial 
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obstacles despite live streaming promotional advantages. Significant consumer populations, 

particularly adult household manager demographic segments unfamiliar with thrifting 

concepts, manifest persistent skepticism regarding merchandise condition authenticity, origin 

transparency, and hygienic standards compliance for pre-owned apparel. Interview findings 

document that consumer inquiries frequently focus upon quality verification, wear condition 

assessment, and manufacturing origin confirmation, suggesting residual uncertainty regarding 

merchandise authenticity despite real-time visual presentation and interactive inquiry 

opportunities. A substantial portion of engaged viewers discontinue commercial engagement 

without purchase commitment, indicating that real-time interactivity alone proves insufficient 

for skepticism resolution among quality-concerned consumer populations. 

Human resource and temporal constraints substantially impede operational 

consistency and strategic objective achievement. Live streaming implementation demands 

substantial energetic investment, psychological concentration, and temporal commitment 

from host personnel, frequently creating fatigue manifestation and performance quality 

deterioration during extended broadcast sessions. The business operates with constrained 

personnel resources, typically involving single proprietor or minimal team configurations, 

preventing broadcast session multiplication necessary for temporal coverage expansion. 

Consequently, operational scheduling demonstrates gaps precluding daily broadcast 

availability and limiting market reach expansion potential. Rest requirements for host 

personnel necessitate temporal intervals between broadcast sessions for cognitive and 

physical recuperation, preventing continuous temporal market presence. These temporal 

constraints directly restrict operational scaling capacity and limit revenue generation potential 

relative to better-resourced competitive alternatives maintaining consistent temporal market 

presence. 

The Four Streaming Indicators and Consumer Behavioral Response Manifestation 

The analytical framework integrating four live streaming indicators (immersion, 

presence, social presence, and telepresence) provides comprehensive understanding of how 

TikTok live streaming functionality operationalizes consumer engagement and behavioral 

influence mechanisms. Immersion, conceptualized as consumer emotional engagement during 

product interaction within broadcast environments, manifests through real-time visual product 

presentation enabling tangible detail observation and interactive inquiry participation. 

Consumer interview responses document heightened emotional engagement during broadcast 

sessions, with participants frequently expressing spontaneous entertainment responses and 

aesthetic appreciation communicating enthusiasm about merchandise characteristics. The 

interactive host communication style generates psychological involvement wherein 

consumers feel personally addressed and individually valued, reinforcing emotional 

engagement intensity beyond conventional e-commerce environments enabling only 

unidirectional information provision. This emotional engagement demonstrates correlation 

with subsequent purchase commitment, as consumers expressing pronounced entertainment 

appreciation and emotional investment demonstrate elevated purchase conversion rates 

relative to minimally-engaged broadcast participants. 

Presence, operationalized as consumer perception of seller spatial proximity and direct 
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personal connection despite mediated communication contexts, manifests through consistent 

broadcast scheduling establishing predictable audience expectations and temporal reliability. 

Consumers demonstrate habitual return engagement patterns aligned with established 

broadcast schedules, indicating that temporal consistency reinforces presence perception 

through psychological anticipation and routine engagement development. Interview data 

documents consumer expectations regarding specific broadcast temporal windows and host 

personality presence, suggesting that psychological proximity perception extends across 

temporal intervals between broadcast sessions through cognitive availability and anticipatory 

thinking. The extended broadcast duration contributes substantially to presence perception 

development, as sustained interaction time permits progressive familiarity development and 

relational depth establishment that brief broadcast sessions cannot achieve. Interview 

participants frequently utilize temporal references denoting habitual engagement ("every 

Tuesday evening I watch"), demonstrating that broadcast consistency generates routine 

behavioral patterns and temporal availability expectations. 

Social presence, articulated as consumer perception of relational opportunity through 

interactive social exchange mechanisms, manifests concretely through live chat participation, 

direct consumer inquiry addressing, and acknowledgment of individual viewer contributions. 

Interview findings reveal that consumers value opportunities for direct communication with 

proprietor and host personnel, perceiving social presence enhancement through immediate 

response provision to specific inquiries and personalized engagement rather than generic 

broadcast content presentation. The interactive dialogue framework enables consumers to 

observe peer inquiries and responses, creating vicarious learning and social affirmation 

mechanisms wherein peer participation and community engagement reinforce individual 

consumer confidence and participation inclination. Consumer interview responses frequently 

document trust development emerging from perceived authenticity of interactive dialogue and 

apparent willingness to address critical product questions, suggesting that social presence 

enhances trust development through demonstrated transparency and accountability 

acceptance. 

Telepresence, conceptualized as consumer immersion experience within virtual 

shopping environment with interactive participation capacity, demonstrates manifestation 

through consistent engagement with virtual product environment and recurrent broadcast 

participation patterns indicating psychological location transfer within mediated environment. 

Consumers articulate subjective experiences describing broadcast session engagement as 

equivalent to physical store environment presence despite geographic remoteness, utilizing 

language denoting virtual store location concepts ("watching at the shop," "seeing the 

merchandise in the shop") indicating psychological space perception alignment with actual 

retail environments. The extended broadcast duration and comprehensive product inventory 

demonstration contribute substantially to telepresence development through environmental 

immersion and environmental comprehensive coverage facilitating cognitive environment 

substitution for physical retail contexts. Interview data documents consumer descriptions of 

broadcast engagement experiences utilizing metaphors and linguistic references denoting 

retail environment presence, suggesting substantially equivalent psychological experience to 

physical shopping environments despite evident mediation through technological 
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intermediaries. 

Impulse Buying Behavior Development and Consumer Decision-Making Acceleration 

Interview findings and sales performance documentation reveal that live streaming 

functionality systematically facilitates consumer impulse purchasing behavior demonstrating 

substantially elevated conversion probabilities relative to deliberative purchase decision 

processes characterizing conventional e-commerce environments. Consumers articulate 

subjective experiences describing purchase decisions as spontaneous and emotionally-

motivated rather than rationally-deliberated, with interview participants frequently utilizing 

language denoting impulsive action characteristics ("I couldn't resist," "I just had to have it," 

"impulse purchase"). Consumer inquiry content analysis reveals that participants rarely 

express extended deliberation periods, instead demonstrating rapid purchase commitment 

following product information provision and skepticism resolution. Sales transaction timing 

patterns demonstrate clustering within temporally proximate intervals to product presentation, 

suggesting that psychological purchase readiness rapidly develops during broadcast sessions 

culminating in immediate transactional completion rather than extended consideration 

periods. 

The impulse buying manifestation particularly characterizes younger consumer 

demographics demonstrating elevated entertainment receptiveness and spontaneous decision-

making propensities. Interview participants within generational cohorts demonstrating higher 

engagement intensity frequently describe entertainment value prioritization alongside 

practical merchandise evaluation, suggesting that hedonic motivation substantially influences 

purchasing inclination beyond utilitarian product functionality consideration. The price 

sensitivity reduction compared to conventional e-commerce contexts indicates that consumer 

attention during broadcasts becomes substantially directed toward social and emotional 

engagement factors rather than comparative price evaluation and competitive alternative 

assessment. This attention reallocation creates psychological conditions wherein price 

resistance diminishes and premium pricing acceptance increases relative to conventional e-

commerce negotiation dynamics. Consumer interview discussions frequently acknowledge 

purchase price surprises despite broadcast exposure, suggesting that engaged consumers 

demonstrate reduced price awareness and negotiation inclination compared to non-engaged 

online shopping contexts. 

Time pressure perception emerges as significant impulse buying facilitator, as 

consumers perceive broadcast session temporal limitations creating urgency perception and 

purchase decision acceleration. Consumers frequently reference limited inventory quantities 

announced during broadcasts and perceived session duration constraints, articulating concern 

regarding merchandise availability termination and purchase opportunity closure. Interview 

data documents that consumers express heightened purchase motivation when broadcasts 

indicate merchandise scarcity or session termination imminence, demonstrating psychological 

urgency response manifesting in accelerated purchasing commitment and reduced deliberation 

duration. The merchandise heterogeneity and limited unit quantities characterizing thrifting 

fashion inherently support scarcity perception development, creating authentic foundation for 

urgency psychology rather than manufactured artificial scarcity manipulation. 
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Strategic Marketing Adaptations for Competitive Differentiation and Market 

Positioning 

Windyy_Shop operational analysis reveals systematic strategic marketing 

implementations designed to differentiate competitive positioning and establish distinctive 

market presence despite intense competitive intensity within thrifting fashion sector. The 

business deliberately constructs brand narrative emphasizing sustainability values and 

environmental consciousness alignment, positioning merchandise selection as contributing to 

circular economy principles and resource conservation objectives. Interview findings 

document that business proprietor deliberately communicates sustainability values through 

broadcast content, emphasizing that merchandise acquisition from secondhand sources 

reduces textile industry environmental burden and extends product lifecycle through 

consumer reuse. This values-based positioning strategy appeals particularly to 

environmentally-conscious consumer demographics demonstrating alignment between 

personal values and consumption patterns, enabling market segmentation targeting values-

motivated purchasing behavior independent of price optimization alone. Consumer interview 

responses document that environmental consciousness and sustainability appeal constitute 

significant factors within purchase decision frameworks for substantial consumer populations, 

suggesting that values-based differentiation positioning establishes competitive advantage 

transcending conventional price or quality competition. 

Session scheduling consistency and temporal predictability establish habitual 

consumer engagement patterns and brand presence reliability perception. The business 

implements consistent broadcast scheduling aligning with consumer availability patterns and 

competitive broadcast activity gaps, thereby establishing temporal market niche wherein 

competitors maintain minimal presence. This temporal differentiation strategy enables brand 

presence establishment without direct competitive confrontation during identical temporal 

windows, creating audience segmentation wherein Windyy_Shop captures consumer traffic 

during specific temporal periods through superior temporal availability positioning. Interview 

data documents consumer awareness of Windyy_Shop broadcast scheduling patterns and 

explicit temporal planning aligning viewing time with anticipated broadcast availability, 

indicating that temporal reliability establishes significant competitive advantage through 

habitual expectation development and audience routinization. 

Brand image development through consistent aesthetic presentation and coherent 

visual identity reinforces recognition and loyalty development. The business implements 

systematic visual presentation standardization including consistent broadcast setting 

arrangement, standardized lighting conditions, and predictable visual framing, creating 

recognizable aesthetic signature facilitating viewer identification and brand recall. Host 

personality consistency and communication style predictability further reinforce brand 

identity through behavioral consistency establishing audience expectations and personality 

recognition. Interview discussions document consumer ability to rapidly identify 

Windyy_Shop broadcast content through visual and behavioral aesthetic recognition despite 

multiple competing broadcasts, suggesting that visual and behavioral consistency establishes 

substantial brand differentiation through aesthetic distinctiveness and recognition facilitation. 

Business Performance Outcomes and Quantified Promotional Effectiveness 
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Sales performance documentation within Windyy_Shop operations reveals substantial 

revenue growth trajectory consequent to systematic live streaming promotional 

implementation. Transaction volume analysis demonstrates that broadcast sessions generate 

substantially elevated sales conversion rates relative to non-broadcast periods and 

conventional e-commerce channels operating independently of live streaming functionality. 

Revenue aggregation across broadcast sessions documents consistent performance exceeding 

business proprietor antecedent expectations, with monthly revenue increases demonstrating 

consistent growth trajectory across operational periods. Customer acquisition analysis reveals 

that live streaming functionality generates substantial new customer populations 

supplementing existing customer base, with interview findings indicating that consumer 

awareness of business typically originates through live streaming content discovery rather 

than conventional search or peer recommendation mechanisms. 

Customer retention metrics demonstrate elevated repeat purchase rates among 

consumers initially acquired through live streaming exposure, suggesting that live streaming 

engagement generates robust customer loyalty and continued commercial relationship 

development. Interview data indicates that consumers frequently maintain habitual 

engagement with Windyy_Shop broadcasts across extended temporal periods, with regular 

participant populations demonstrating sustained broadcast participation and recurring 

purchase commitment. The customer lifetime value calculations indicate that live streaming-

acquired customers generate substantially elevated aggregate revenue across temporal 

engagement periods compared to conventionally-acquired customers demonstrating lower 

repeat purchase frequency and engagement intensity. 

Brand awareness metrics demonstrate substantial increases in brand recognition and 

customer familiarity within target demographic populations, with survey data indicating that 

awareness levels substantially exceed competitive awareness benchmarking for comparable 

business scales. Social media metrics including follower populations, engagement rates, and 

content virality indicators all demonstrate substantial positive performance relative to pre-

streaming baseline conditions and industry comparative benchmarks. Interview discussions 

document consumer familiarity with Windyy_Shop brand and proprietor personality, with 

substantial consumer populations demonstrating unprompted brand recall and recognition 

despite limited conventional advertising investment. 

Discussion 

Live Streaming Feature Utilization as Real-Time Interactive Product Presentation 

The live streaming feature deployment within Windyy_Shop promotional strategy 

directly operationalizes theoretical frameworks concerning real-time interactivity and 

consumer engagement enhancement in digital commerce contexts. Wulandari (2025) 

empirically documents that "real-time communication conducted by the seller, delivery speed, 

and ease of obtaining discounts and attractive promotions" constitute principal factors 

influencing consumer purchase intention within live streaming contexts, a finding directly 

congruent with observed Windyy_Shop implementation patterns wherein immediate host 

responsiveness and real-time inquiry resolution demonstrably enhance consumer confidence 

and purchasing disposition. The elimination of communication time lags characterizing 
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asynchronous e-commerce platforms fundamentally alters consumer decision-making 

dynamics, compressing evaluation periods and reducing deliberation duration through 

immediate information provision and skepticism resolution. This accelerated evaluation 

process proves particularly consequential within the thrifting fashion sector where product 

quality heterogeneity and consumer uncertainty regarding pre-owned merchandise condition 

constitute primary adoption barriers. The visual presentation strategy through real-time video 

transmission enables consumers to observe products within illuminated operational contexts, 

observing fabric texture, weave integrity, color authenticity, and dimensional accuracy with 

substantially greater precision than conventional static photographic presentation 

methodologies permit. This enhanced visual information provision directly addresses 

consumer concerns regarding thrifting merchandise authenticity, enabling quality assessment 

validation within real-time broadcast environments where manipulation or deceptive 

presentation becomes substantially more difficult given immediate viewer scrutiny and 

interactive questioning opportunities. 

The extended session duration strategy reflects sophisticated understanding of 

consumer engagement mechanics and TikTok algorithmic functionality. Platform algorithmic 

systems reward content duration and sustained viewer engagement, prioritizing extended 

broadcast sessions within user feed recommendations and discovery mechanisms. 

Consequently, extended sessions generate dual strategic advantages: enhanced direct 

consumer engagement with product portfolios, and expanded audience reach through 

algorithmic promotion within the broader TikTok platform ecosystem. The demographic 

targeting strategy explicitly recognizes that generational cohorts demonstrate distinct 

temporal availability patterns and platform engagement behaviors, with younger demographic 

segments demonstrating higher evening and late-night platform activity, while adult 

household managers manifest peak engagement during daytime and early evening temporal 

windows. This sophisticated temporal calibration demonstrates evidence-based strategic 

adaptation aligned with consumer behavioral patterns rather than arbitrary scheduling, 

reflecting data-informed promotional optimization consistent with contemporary digital 

marketing standards. The strategic framework positions live streaming not merely as product 

presentation medium but as integrated communication system simultaneously addressing 

product information provision, consumer skepticism mitigation, and platform algorithmic 

optimization objectives. 

Host Selection and Personal Branding Development through Communicative 

Competency 

The host selection and personal branding findings directly correspond with theoretical 

frameworks concerning persuasive communication effectiveness and social influence 

mechanisms within digital commerce contexts. Chaffey and Ellis Chadwick (2019, p. 52) 

articulate that "a digital strategy that is effective consists of planning guided by data, 

personalization, and interconnectedness among all parts of marketing," establishing 

foundational principles applicable to human resource optimization within promotional 

contexts. Host personnel selection and development directly operationalize this conceptual 

framework through deliberate competency evaluation, communication skill cultivation, and 

systematic brand personality development. Contemporary research documenting live 
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streaming promotional effectiveness consistently identifies host communicative competency 

and personality appeal as critical success determinants. Research examining TikTok live 

streaming contexts reveals that "hosts play important roles in building two-way interactions, 

conveying product information interestingly, and implementing persuasive communication 

techniques such as storytelling, direct invitations, use of nonverbal expressions, and limited 

offers such as discounts and gifts," with findings emphasizing that "the success of persuasive 

communication strategy through live streaming is primarily determined by how the host 

builds credibility, delivers messages clearly, and establishes audience connection." 

The personal branding development through host personality cultivation reflects 

sophisticated application of parasocial relationship theory within digital marketing contexts. 

Consumers demonstrate heightened engagement and loyalty toward media personalities 

perceived as authentic and relationally accessible, with repeated exposure reinforcing 

affective connection intensity and brand loyalty manifestation. Host consistency across 

temporal periods preserves these parasocial relationships and prevents relationship dissolution 

through personnel discontinuity. This strategic approach acknowledges that competitive 

disadvantage arising from product similarity among thrifting businesses requires 

differentiation through personality-based brand positioning wherein host communicative style 

and authentic engagement constitute primary competitive differentiation mechanisms. The 

host therefore functions as living embodiment of brand identity, personifying organizational 

values, communication philosophy, and customer relationship orientation through sustained 

authentic engagement. This personification strategy proves particularly consequential within 

fashion merchandising contexts where aesthetic judgment and personal preference 

substantially influence consumption decisions. Consumer perception of host aesthetic 

alignment with fashion sensibilities and lifestyle authenticity directly influences product 

credibility assessment and personal style recommendation receptiveness, with host personas 

serving as implicit style authorities validating merchandise selection appropriateness for 

target consumer demographics. 

Algorithmic Optimization through Organic Content Strategy and Platform Feature 

Integration 

The organic algorithmic optimization strategy represents sophisticated application of 

platform-native marketing principles acknowledging that algorithmic content discovery 

mechanisms constitute the primary consumer reach determinant within contemporary social 

media ecosystems. Kamila and Utomo (2025) systematically review engagement metrics and 

sales methodologies within social commerce contexts, identifying "algorithmic visibility, 

content authenticity, and interactive feature integration" as determinant factors influencing 

consumer exposure probability and engagement likelihood within live streaming 

environments. Windyy_Shop implementation demonstrates practical operationalization of 

these theoretical principles through methodical hashtag strategy, temporal scheduling 

optimization, and organic feature integration. Platform algorithmic systems inherently 

prioritize content generating sustained user engagement, interpreting extended viewing 

duration, frequent comment engagement, and interactive feature utilization as authenticity 

indicators and quality metrics. By deliberately incorporating algorithmic optimization 
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strategies absent financial resource investment, Windyy_Shop exemplifies strategic efficiency 

and tactical acuity aligned with resource constraints characterizing small and medium-sized 

enterprises. 

The content repurposing ecosystem strategy reflects macroscopic platform economics 

and attention economy dynamics wherein algorithmic visibility constitutes the fundamental 

limitation constraining business reach rather than production capacity or inventory 

availability. Conversion of extended broadcast sessions into diverse content formats 

maximizes algorithmic exposure probability and permits targeted audience segmentation 

through distinct platform distribution channels. Research demonstrates that diverse content 

format distribution across platform ecosystem channels substantially increases aggregate 

audience exposure and engagement probability, with total reach expansion demonstrating 

multiplicative rather than additive relationship properties relative to individual channel 

performance. The data-informed iterative refinement approach manifests recognition that 

algorithmic responsiveness varies substantially across content modalities, product categories, 

and temporal parameters, necessitating continuous experimentation and evidence-based 

strategy modification rather than static implementation of predetermined promotional 

frameworks. This adaptive approach demonstrates methodological sophistication aligned with 

contemporary digital marketing best practices and evidence-based business optimization 

principles. 

Operational Challenges and Constraint Management in Live Streaming Implementation 

The operational challenges documented within Windyy_Shop case study reflect 

systemic constraints characterizing small and medium-sized enterprise implementation within 

resource-constrained conditions and competitive saturated markets. Research examining live 

streaming promotional implementation reveals that "technical issues, limited human 

resources, and inconsistent audience responses remain challenges to address," findings 

directly congruent with Windyy_Shop documented experience. Technical infrastructure 

deficiencies substantially impair consumer experience quality and platform algorithmic 

performance, as algorithmic systems incorporate technical quality metrics and viewer 

retention patterns within visibility determination mechanisms. Suboptimal technical 

presentation generates audience disengagement and higher discontinuation rates compared to 

optimized technical conditions, creating performance penalties proportional to technical 

constraint severity. This technical constraint manifestation illustrates that promotional 

strategy effectiveness depends not merely upon conceptual sophistication but upon execution 

capability constrained by available financial and technical resources. 

The competitive saturation challenge reflects market dynamics wherein technological 

democratization enables competitor proliferation and strategic homogenization, progressively 

eroding differentiation advantages and limiting premium positioning opportunities. When 

multiple competitors implement identical or near-identical promotional modalities, 

distinguishing features become progressively less distinctive, necessitating supplementary 

differentiation mechanisms beyond technology platform adoption alone. Personal branding 

development requires distinctive personality expression and authentic audience connection 

transcending competitor offerings, necessities proving difficult when competitive alternatives 

cultivate substantially similar personality expressions and communication approaches. This 
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finding corroborates theoretical literature emphasizing that technology platform adoption 

generates temporary competitive advantage that progressively erodes as competitor adoption 

expands, necessitating continued strategic innovation and differentiation development for 

sustained competitive positioning maintenance. 

The consumer trust obstacles regarding pre-owned merchandise quality persist despite 

real-time presentation advantages, suggesting that technical presentation modality alone 

proves insufficient for addressing deeply-rooted quality skepticism. Consumer trust 

development involves multi-dimensional factors including organizational reputation, 

historical transaction quality, peer recommendations, and certification validation, 

requirements potentially exceeding individual broadcast session capacity. The persistent 

skepticism particularly characterizing unfamiliar thrifting concept populations suggests that 

consumer education and awareness development may prove prerequisite to commercial 

conversion, necessitating extended engagement periods and repeated message exposure 

beyond individual broadcast session duration. This finding aligns with contemporary 

consumer behavior research indicating that trust development follows extended temporal 

trajectories influenced by cumulative experience and social validation mechanisms rather than 

instantaneous conversion through single message exposure. 

The human resource and temporal constraints reflect fundamental business model 

limitations wherein unscalable service delivery modalities (live host personnel) create 

operational bottlenecks preventing proportionate revenue scaling with demand expansion. 

This constraint particularly affects small enterprises lacking financial resources for substantial 

personnel recruitment and compensation, thereby establishing operational ceilings limiting 

market share expansion despite demand availability. The finding underscores that business 

model sustainability requires systematic attention to resource optimization and operational 

efficiency, with implications that small enterprise competitiveness depends upon capital-

efficient strategies and systematic constraint management rather than unlimited resource 

availability. 

The Four Streaming Indicators and Consumer Behavioral Response Manifestation 

The integration of four streaming indicators provides theoretical framework clarifying 

mechanisms through which live streaming functionality operationalizes consumer behavioral 

influence and commercial effectiveness. Siregar (2021) articulates that "immersion, presence, 

social presence, and telepresence constitute interactive indicators manifesting consumer 

engagement depth and psychological involvement intensity," proposing that these indicators 

hierarchically progress from initial sensory engagement (immersion) through spatial 

perception development (presence) to interactive community participation (social presence) 

culminating in comprehensive psychological environment substitution (telepresence). 

Windyy_Shop findings demonstrate that these indicators manifest concurrently within 

broadcast environments rather than strictly sequential progression, indicating that multiple 

psychological mechanisms simultaneously influence consumer behavior through integrated 

rather than independent pathways. 

Contemporary consumer behavior research incorporating stimulus-organism-response 

theoretical frameworks documents that consumer emotional engagement (immersion), spatial 
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perception (presence), social connection perception (social presence), and psychological 

environment integration (telepresence) collectively mediate relationship between external 

stimuli (product characteristics, host communication, platform features) and behavioral 

responses (purchasing commitment, brand loyalty, repeated engagement). The empirical 

findings within Windyy_Shop case demonstrate that all four indicators simultaneously 

contribute to consumer engagement intensity, with individual indicator contribution variations 

reflecting differential consumer psychological processing modalities and attribute sensitivity 

patterns. Some consumers prioritize emotional engagement (immersion) through 

entertainment value and aesthetic appreciation, while others emphasize social interaction 

valuation (social presence) perceiving community participation opportunities and peer 

engagement as primary value proposition. This heterogeneous consumer response pattern 

reflects individual difference factors and psychological attribute prioritization rather than 

universal consumer preference homogeneity. 

The psychological environment substitution capability (telepresence) manifests 

practical implications regarding consumer shopping behavior modification wherein mediated 

virtual environments acquire equivalent psychological reality to physical retail contexts. This 

development represents substantial transformation in consumer spatial geography, wherein 

purchasing activity localization becomes partially decoupled from physical geography, 

enabling marketplace access independent of geographic proximity constraints characterizing 

conventional retail distribution. The linguistic references utilized by consumers describing 

broadcast engagement experiences (virtual store presence descriptions) indicate cognitive 

processing mechanisms assimilating mediated environments into psychological retail 

geography frameworks, suggesting that telepresence development involves cognitive 

reframing processes wherein technological mediation becomes experientially transparent 

through sustained engagement habituation. 

The integrated indicator framework provides theoretical explanation for substantial 

sales performance improvements documented within live streaming environments relative to 

conventional e-commerce channels. Research demonstrates that "interactive promotions 

carried out through TikTok live streaming selling significantly influence consumer purchase 

decisions," with quantitative findings indicating that "90.6% of variation in purchase 

decisions can be explained by promotion through TikTok live streaming selling," substantially 

exceeding predictive capacity of conventional e-commerce promotional mechanisms. This 

extraordinary explanatory variance reflects that live streaming functionality simultaneously 

engages multiple consumer psychological engagement mechanisms (immersion, presence, 

social presence, telepresence) that conventional e-commerce modalities address only partially 

or inadequately. The theoretical implication suggests that consumer conversion substantially 

depends upon achieving comprehensive psychological engagement rather than providing 

product information alone, insight directing business attention toward psychological 

engagement mechanisms optimization as equally important as merchandise presentation. 

Impulse Buying Behavior Development and Consumer Decision-Making Acceleration 

The impulse buying behavior manifestation within Windyy_Shop contexts aligns 

substantially with contemporary consumer behavior research examining emotional and 

psychological factors influencing purchasing decisions within social commerce environments. 
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Research examining impulse buying within social media and live streaming contexts 

documents that "social influence, visual appeal, economic benefits, and time pressure 

substantially affect online impulse buying behaviors, mediated through emotional responses 

of arousal and pleasure." The Windyy_Shop findings demonstrate empirical support for this 

theoretical framework, with operational evidence indicating that consumer arousal (emotional 

engagement and entertainment response) and pleasure (aesthetic appreciation and hedonic 

motivation) substantially mediate relationship between external broadcast stimuli (host 

communication, product presentation, scarcity announcements) and behavioral responses 

(impulse purchasing and rapid commitment). The temporal urgency manifestation reflects 

what consumer behavior literature characterizes as "time pressure psychology," wherein 

perceived deadline imminence substantially compresses decision-making timeframes and 

accelerates commitment likelihood through cognitive heuristic processing reducing 

deliberative analysis intensity. 

The price sensitivity reduction and premium acceptance elevation during broadcast 

engagement reflects psychological phenomenon characterized as "engagement-induced 

valuation modification" wherein heightened emotional engagement and social presence 

perception substantially increase perceived merchandise value and acceptance of pricing 

relative to conventional e-commerce contexts. Research examining purchase decision 

processes within live streaming environments documents that "real-time interaction, 

immediate response provision, and entertainment value substantially increase consumer 

willingness-to-pay and reduce price resistance relative to conventional e-commerce," 

indicating that psychological engagement intensity directly influences price tolerance and 

negotiation inclination. The reduced price awareness documented within interview findings 

corroborates this theoretical prediction, suggesting that consumer attention allocation 

priorities shift substantially from price comparison and economical optimization toward 

emotional engagement and social participation when engaged within compelling broadcast 

environments. This psychological reallocation creates favorable revenue implications for 

business proprietors, as engagement-enhanced willingness-to-pay and reduced price 

negotiation intensity directly enhance per-unit transaction value and revenue generation 

capacity. 

The merchandise heterogeneity and authentic scarcity conditions characterizing 

thrifting fashion create particularly favorable conditions for authentic urgency psychology 

development distinct from manufactured artificial scarcity manipulation. Authentic product 

uniqueness and limited inventory quantities generate genuine purchase opportunity scarcity 

that consumers perceive as realistically threatened through competitor acquisition or 

inventory exhaustion, creating legitimate urgency foundation rather than manipulative 

deception. This authenticity advantage proves particularly consequential for trust 

development and brand reputation maintenance, as transparent scarcity communication based 

upon actual conditions rather than manufactured urgency establishes consumer confidence in 

business integrity and communication authenticity. Research indicates that "consumer trust 

development depends substantially upon perceived business honesty and communication 

transparency, with manufactured urgency transparency ultimately damaging brand reputation 
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and consumer loyalty through perceived manipulative business practices." 

Strategic Marketing Adaptations for Competitive Differentiation and Market 

Positioning 

The strategic marketing implementations documented within Windyy_Shop case study 

demonstrate sophisticated understanding of brand positioning fundamentals and market 

differentiation mechanisms within competitive business environments. Contemporary 

marketing research emphasizes that "brand differentiation depends substantially upon 

distinctive value proposition articulation transcending product characteristics alone, requiring 

psychological resonance with consumer values and lifestyle aspirations." Windyy_Shop 

values-based sustainability positioning strategy exemplifies this principle application, 

leveraging consumer environmental consciousness and sustainability motivation as 

differentiation mechanism independent of conventional price-quality competition. This 

positioning strategy proves particularly consequential within fashion markets where values 

alignment and ethical consumption concerns increasingly influence purchasing decisions, 

particularly among younger demographic cohorts demonstrating heightened environmental 

sensitivity and sustainable consumption preference. 

The temporal differentiation strategy reflects sophisticated market niche development 

wherein competitive advantage derives from exploiting temporal market gaps rather than 

direct competitive confrontation. Marketing literature recognizes that "differentiation through 

attribute positioning addressing underserved consumer segments or unmet temporal demand 

creates sustainable competitive advantage through reduced direct competition and established 

customer loyalty within niche markets." Windyy_Shop temporal positioning establishes 

broadcast availability during periods when competing businesses maintain minimal presence, 

thereby capturing consumer traffic through temporal convenience and exclusive availability. 

This temporal advantage proves particularly durable, as competing businesses implementing 

identical temporal positioning diminish differentiation advantage, whereas alternative 

temporal positioning enables competitors to exploit alternative temporal niches. However, the 

temporal advantage establishes audience habits and expectation patterns that persist through 

switching cost development and habitual engagement reinforcement, suggesting temporal 

differentiation creates moderate-term competitive sustainability despite competitive 

replication potential. 

The aesthetic consistency and visual identity development strategy operationalizes 

branding principles emphasizing that "visual consistency and aesthetic recognition 

substantially facilitate brand recall, differentiation, and loyalty development through repeated 

exposure and recognitional enhancement." Standardized broadcast aesthetics create visual 

coherence that audiences rapidly recognize and associate with Windyy_Shop brand identity, 

establishing psychological linking between visual stimuli and organizational identity. This 

visual association development proves particularly consequential within visually-saturated 

environments like social media where attention scarcity and competing message volume 

necessitate distinctive visual presentation for audience recognition and recall. The host 

personality consistency further reinforces brand identity through behavioral consistency 

establishing audience personality attachment and relationship-like psychological states 

wherein consumers develop preferences for specific host and brand combinations functionally 
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equivalent to personal relationship attachment. 

Business Performance Outcomes and Quantified Promotional Effectiveness 

The quantified business performance outcomes documented within Windyy_Shop 

case study provide empirical validation for theoretical literature predicting substantial 

promotional effectiveness and revenue generation enhancement through live streaming 

functionality deployment. Research examining live streaming promotional effectiveness 

reveals that "promotion through TikTok live streaming has positive and significant influence 

on consumer purchase decisions and can account for 90.6% of purchase decision variation," 

findings substantially exceeding explanatory capacity of conventional promotional 

mechanisms. The Windyy_Shop documented performance improvements provide practical 

substantiation for these research findings, demonstrating that live streaming implementation 

generates commercially meaningful performance enhancement justifying strategic investment 

and operational priority allocation. 

The customer acquisition efficiency advantage documented through live streaming 

discovery prevalence reflects algorithmic platform economics wherein recommendation 

mechanisms and discovery algorithms substantially reduce customer acquisition cost relative 

to conventional paid advertising modalities. Live streaming functionality enables organically-

discovered traffic generation through algorithmic promotion mechanisms rewarding extended 

engagement and audience retention, reducing dependency upon paid advertising expenditure 

for audience reach establishment. This organic discovery advantage proves particularly 

consequential for resource-constrained small enterprises lacking substantial advertising 

budgets, as platform algorithmic mechanisms provide cost-free or substantially reduced-cost 

audience reach alternatives. Research confirms that "algorithmic visibility and organic content 

discovery represent primary traffic sources for successful social commerce operations," 

suggesting that platform algorithmic optimization provides more cost-effective reach than 

conventional paid advertising approaches. 

The elevated customer lifetime value and repeat purchase rates among live streaming-

acquired customer populations indicate that live streaming exposure generates qualitatively 

superior customer relationships compared to conventionally-acquired customers. This finding 

suggests that live streaming engagement establishes deeper psychological engagement and 

brand loyalty than conventional customer acquisition mechanisms, with consequent 

implications for customer profitability optimization and lifetime value enhancement. The 

parasocial relationship development and personality-based brand attachment documented 

through host engagement generate psychological customer retention mechanisms beyond 

conventional customer satisfaction and product quality factors alone. This psychological 

retention advantage creates substantive competitive moat wherein customer switching costs 

increase through psychological attachment intensity, enabling premium pricing acceptance 

and reduced price negotiation intensity relative to customers lacking equivalent psychological 

engagement. The strategic implication suggests that "customer acquisition through high-

engagement mechanisms like live streaming generates superior business economics through 

enhanced customer profitability and lifetime value compared to conventional acquisition 

methods." 
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The substantial brand awareness enhancement demonstrates that live streaming 

functionality provides effective brand awareness development mechanism supplementing 

conventional advertising approaches. The cost efficiency of brand awareness development 

through organic algorithmic promotion compared to conventional paid advertising and media 

purchasing proves particularly advantageous for small enterprises operating under financial 

constraints. Interview data indicating elevated brand familiarity and personality recognition 

suggests that host-based brand personification generates distinctive brand identity 

transcending conventional logo and visual identity elements alone, establishing more 

memorable and emotionally resonant brand presentation compared to conventional corporate 

branding approaches. 

Integrated Theoretical Synthesis and Research Objective Achievement 

The comprehensive findings documented across eight discrete findings and their 

accompanying theoretical discussions collectively provide evidence-based responses to the 

three research objectives established within investigation initiation. First, the operational 

feature utilization strategies (real-time product presentation, extended session duration, 

algorithmic optimization) demonstrate explicit mechanisms through which platform 

functionality operationalizes promotional effectiveness and consumer engagement 

enhancement. Second, the documented operational challenges (technical infrastructure, 

competitive intensity, trust deficiencies, human resource limitations) comprehensively 

identify obstacles undermining complete strategic objective achievement and requiring 

supplementary strategic adaptation. Third, the strategic marketing implementations (values-

based positioning, temporal differentiation, aesthetic consistency, host personality 

development) provide concrete illustrations of market differentiation and brand positioning 

development within competitive business environments. 

The theoretical integration incorporating Siregar (2021) framework articulating 

immersion, presence, social presence, and telepresence indicators provides psychologically-

grounded explanation for how live streaming functionality mechanistically operationalizes 

consumer engagement and behavioral influence. The framework demonstrates that consumer 

behavioral responses depend upon comprehensive engagement across multiple psychological 

dimensions rather than isolated technological capabilities alone, directing business strategy 

toward holistic consumer experience design rather than fragmented feature deployment. The 

impulse buying behavior development reflects integrated functioning of emotional 

engagement, social influence, time pressure psychology, and entertainment value combination 

creating psychological conditions favoring accelerated purchasing commitment. The strategic 

marketing adaptations demonstrate that sustainable competitive advantage depends upon 

distinctive value proposition positioning, niche market identification, and aesthetic brand 

differentiation transcending technology platform utilization alone. 

The research findings collectively demonstrate that TikTok live streaming functions as 

multi-dimensional promotional mechanism engaging consumer psychological dimensions 

through real-time interactivity, personality-based brand positioning, and platform algorithmic 

integration, generating commercially meaningful business performance enhancement and 

market competitive positioning improvement. The promotional effectiveness, while 

substantial, remains constrained by operational challenges requiring systematic attention and 
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strategic investment for constraint mitigation and performance optimization. The case study 

findings provide actionable strategic recommendations for comparable thrifting fashion 

enterprises and broader small enterprise populations seeking to maximize digital marketing 

effectiveness within resource-constrained business environments. 

Conclusion and Recommendation  

This research reveals that TikTok live streaming functions as a multidimensional 

promotional mechanism significantly enhancing marketing effectiveness for thrifting fashion 

businesses through a combination of real-time product presentation, host-based brand 

development, platform algorithmic optimization, and impulse purchasing behavior 

stimulation. Interactive live streaming features effectively reduce information asymmetries, 

build consumer trust regarding pre-owned fashion products, and accelerate purchasing 

decisions with conversion rates substantially exceeding conventional e-commerce channels. 

Findings identify eight primary operational mechanisms including interactive product 

visualization, competency-based host selection, platform feature integration, and competitive 

differentiation strategies that collectively generate sustained sales increases, customer loyalty 

growth, and measurable brand awareness enhancement. However, this research encounters 

important methodological limitations including single case study design restricting finding 

generalizability to broader thrifting business contexts, dependence on qualitative data 

vulnerable to researcher interpretation bias, and four-month data collection timeframe 

potentially missing seasonal fluctuations or long-term consumer behavior trends. 

This research provides significant practical implications for thrifting fashion 

entrepreneurs optimizing digital marketing strategies through infrastructure technical 

adjustments, host competency development, data-informed algorithmic optimization 

implementation, and brand narrative construction emphasizing environmental sustainability 

values as competitive differentiation mechanisms. For consumers, findings illustrate how real-

time interaction within virtual shopping environments creates psychologically equivalent 

experiences to physical retail contexts, facilitating authentic product assessment and trust 

development through communication transparency. Subsequent research should expand 

investigation through multi-case design comparing diverse thrifting businesses with varying 

live streaming implementations to validate findings within more varied contexts. Longitudinal 

studies are necessary to identify behavioral change sustainability patterns extending beyond 

initial observation periods, while quantitative research integrating experimental measurement 

approaches can establish stronger causal relationships between streaming indicators and 

business performance outcome variables. Additional exploration regarding sustainability 

dimensions and circular economy principles within thrifting fashion contexts will enrich 

academic understanding of green entrepreneurship marketing and identify strategic 

mechanisms for reinforcing environmentally-conscious consumer positioning. 
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