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ABSTRACT

This study analyzes the role of digital communicators in live commerce on the social media platform TikTok, which has become an innovative sales method. In the context of a digital society, individuals act as active subjects engaged in the production and distribution of messages through social media. TikTok, as one of the largest social media platforms, has created an ecosystem where interactions between sellers and buyers take place in a virtual space driven by cultural and social capital. The main focus of this research is the importance of interaction between sellers and consumers in creating an engaging shopping experience, especially for Micro, Small, and Medium Enterprises (MSMEs). The objective is to understand the communication techniques employed by sellers and their effects on audience engagement. The method used in this research is the observation of the TikTok account @louissescarlettfamily over four live shopping sessions. The results indicate that the interactive atmosphere built during live commerce can capture consumers' attention and strengthen the emotional connection between the host and the audience. Sellers who successfully create enjoyable interactions have a greater chance of achieving sales success. The conclusion of this study emphasizes the importance of a communicator's ability to adapt to digital platform dynamics and understand the audience, which is crucial in today's sales context. Future research is recommended to explore communication strategies on other digital platforms and how audience characteristics relate to interactions in sales.
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INTRODUCTION
Communication holds a vital role in the success of marketing activities, both in traditional face-to-face interactions and within the digital landscape. An effective communicator is not merely a transmitter of information but an architect of meaning and emotional connection, which in turn influences consumers’ purchasing decision  (Alnakhli et al., 2021; Etrata, n.d.). In traditional sales formats, interpersonal communication benefits from direct emotional engagement, immediate feedback, and nuanced understanding of customer needs (Istijanto & Purusottama, 2023). However, the rapid acceleration of digital technology adoption has reshaped the modes and nature of commercial communication, propelling a shift from face-to-face marketing to dynamic, real-time digital interaction.
One significant transformation is the emergence of live commerce—real-time product selling through social media platforms—marking a convergence of entertainment and commerce. This model evolves from earlier practices such as Live TV Home Shopping to a more participatory, decentralized format through platforms like TikTok. TikTok offers an interactive, two-way communication channel that enables sellers to reach broad and diverse audiences directly, utilizing features such as live streaming and in-app purchase links (Liaquat & Siddiqui, 2021) With its highly visual and algorithm-driven environment, TikTok facilitates the creation of a virtual marketplace where interaction and spontaneity drive consumer interest.
TikTok, as one of the world’s leading social media platforms, fosters an ecosystem in which sellers and buyers interact in a digital space shaped by cultural and social capital. The live streaming feature introduced in 2020 has since evolved into a strategic medium for micro-entrepreneurs and influencers to showcase products, build trust, and engage consumers in real-time. In this context, influencers emerge not only as digital communicators but also as “digital cultural communicators” (Jenkins, 2008)—individuals who build cultural narratives, establish community norms, and influence consumption behaviors through mediated interactions.
These digital cultural communicators are central figures in shaping the consumer experience on TikTok Live. They act not only as product endorsers but as storytellers, community leaders, and emotion cultivators. Their success is often determined by their ability to create immersive, participatory environments where viewers feel a sense of belonging and excitement. Interactive communication becomes crucial in building emotional resonance between the host and the audience, a key component in modern marketing strategies that seek not just to inform, but to influence and engage.
The evolution of communication media—from print, radio, and television to interactive digital platforms—has redefined the nature of market interactions. While traditional sales heavily relied on personal presence, the digital realm operates on a "one-to-many" communication framework, mediated by technologies that facilitate instant feedback and mass engagement. TikTok, in this respect, provides a fertile ground for sellers and consumers to connect directly, offering both scale and intimacy through its unique content format and algorithmic reach.
Globally, TikTok achieved over two billion downloads by 2020, establishing itself as one of the most influential social platforms worldwide (Agustina & Purnama Sari, 2021). In Indonesia, TikTok ranked as the fourth most downloaded app in 2022, with users spending an average of 23.1 hours per month on the platform. The TikTok Live feature has enabled content creators and influencers to capitalize on this engagement, facilitating a new form of digital sales ecosystem (Hotria Pasaribu et al., 2025)Live commerce sessions offer an engaging shopping experience that combines entertainment, real-time communication, and transaction, creating a sense of urgency and exclusivity that can drive impulsive purchases.
A notable example of this phenomenon is the TikTok account @louissescarlettfamily, recognized as one of the top-performing sales affiliates in Indonesia, with a record-breaking daily sales achievement of IDR 1.318 billion. This account was also awarded as the “Top Education Creator 2021” by TikTok, reflecting its influence and effectiveness in live commerce  (Puspasari, 2023).
Live commerce on TikTok offers consumers a new shopping experience. Rather than merely watching, consumers are able to interact directly with sellers through the comment section or other features provided by the platform. This facilitates a more dynamic and interactive communication process, allowing sellers to deliver product information in real time, respond to customer inquiries, and offer promotions or giveaways to boost sales. Altogether, these elements create a sense of urgency and exclusivity that drives impulsive consumer behavior.
According to Prajana (Mulya Prajana et al., n.d.), interactivity within live commerce is a decisive factor that influences consumers’ purchasing intentions. Hosts who are capable of creating a lively, responsive atmosphere during live sessions are more likely to capture consumer interest and drive conversions. These interactions are not purely transactional; they are relational, fostering trust and emotional bonds that extend beyond the individual sale.
From the perspective of rhetorical studies, communication in this context serves a persuasive function. Aristotle’s rhetorical framework, emphasizing ethos (credibility), pathos (emotion), and logos (logic), remains relevant in digital communication. However, in the age of virtual engagement, these elements are amplified and transformed into what scholars refer to as “virtual rhetoric”—the strategic use of digital affordances to build persuasive narratives. A successful digital communicator, therefore, must blend verbal and non-verbal persuasion techniques with a nuanced understanding of technological platforms.
Bourdieu's theory on social and cultural capital also offers valuable insight into this digital dynamic. He argues that individual actions are shaped by habitus, a set of acquired patterns of thought, behavior, and taste, which operates within a field structured by various forms of capital (Costa et al., n.d.). On platforms like TikTok, communicators leverage their social capital, like networks, credibility, and follower trust, to build influence, while cultural capital manifests in their ability to interpret and navigate digital norms, aesthetics, and expectations. Virtual rhetoric becomes a means of mobilizing these forms of capital through persuasive, real-time engagement (Isabel Morales Sánchez & Villarreal, 2019)
As technology continues to advance, social media has evolved beyond a platform for entertainment or information sharing to become a medium for facilitating economic activities, particularly in the context of sales. TikTok, through its live commerce feature, enables individuals with a substantial following to utilize social media as a sales platform. Influencers, as representations of digital cultural communicators, possess the ability to mobilize their audiences and drive increased sales through personal and interactive engagement.
Furthermore, the rise of live commerce signals a broader shift in how digital media function as economic instruments. Social media, once seen merely as entertainment or informational platforms, now act as critical infrastructures for economic activity, particularly among Micro, Small, and Medium Enterprises (MSMEs). TikTok offers a “low-cost, high-impact” alternative for MSMEs to promote and distribute their products without relying on conventional retail or advertising channels. The economic significance of this shift is particularly relevant in the Indonesian context, where MSMEs form the backbone of the economy and often lack access to traditional marketing resources.
Fuchs  (Fuch, 2015)argues that social media is inherently connected to economic and cultural structures, with users participating not only as consumers but as producers of meaning and value. In this digital society, the communicator’s role expands beyond message transmission to include trust-building, community formation, and cultural mediation. As such, digital cultural communicators function as agents of economic sustainability, particularly for marginalized or resource-constrained entrepreneurs operating in competitive digital environments (Schneider, 2018).
Given the aforementioned context, this study aims to explore the role of digital cultural communicators on the TikTok Live platform in supporting the economic sustainability of MSMEs. Specifically, it investigates how interactivity is constructed, what communication techniques are employed, and how emotional connections between seller and consumer influence purchasing decisions within the rapidly evolving digital economy. This research contributes to the growing body of knowledge on digital marketing communication and provides practical insights for businesses seeking to leverage live commerce as a strategic tool for growth.
 
RESEARCH METHODOLOGY
This study employs a descriptive qualitative approach to gain an in-depth understanding of the role of digital communicators in live commerce practices on the TikTok platform, as well as how these interactions impact microeconomic sustainability, particularly for micro, small, and medium-sized enterprises (MSMEs). A qualitative approach was selected as it allows researchers to explore meaning, behavior, and communication strategies in a contextual and holistic manner—elements that cannot be effectively captured through a quantitative framework.
	The primary data collection techniques used in this research are participatory observation and in-depth interviews. Observations were conducted on live commerce activities through the TikTok account @louisescarlettfamily over four live sessions held throughout June 2024. Each session was comprehensively observed, focusing on the forms of interaction built, the communication style of the host during the live broadcast, the use of digital symbols, and audience responses throughout the session. In order to address the study's objectives, the observations were carried out by recording each live broadcast, allowing for repeated analysis of communicative patterns and audience engagement behaviors.
The selection of the TikTok account @louisescarlettfamily as the object of study was carried out using purposive sampling, based on the consideration that the account has received official verification from TikTok and demonstrates exceptionally high sales performance. This verified account has 4.8 million followers and is recognized as the number one sales affiliate on TikTok. It holds a track record of achieving IDR 1.318 billion in sales within a single day, IDR 10.4 billion over 28 days, and IDR 944 million in just one hour. The account @louisescarlettfamily was also awarded the TikTok Awards as the Top Education Creator in 2021.
Louis Scarlett, as reflected in the account name, is an influencer known for sharing various personal experiences with the public through educational content, particularly in the field of parenting. Initially gaining attention by sharing her success story with an in vitro fertilization (IVF) program, Louis Scarlett is now a mother of four. Over time, she has also become active in producing educational content related to trending public issues and current events.	The researcher also conducted interviews with four followers of the TikTok account @louissescarlettfamily. These followers are loyal consumers who regularly participate in Live Shopping sessions and make purchases at least once a week. Aged between 20 and 30 years old, the interviewees are mothers with young children, employed in private companies, and share similar interests and selectiveness when it comes to shopping for beauty products through TikTok Live Shopping. These interviews aimed to understand the host’s communication strategies and motivations as well as audience perspectives on the effectiveness of such strategies in influencing their purchasing decisions. The interviews were semi-structured, allowing flexibility to explore relevant themes that emerged during the conversation.
Data were analyzed using a qualitative content analysis approach, wherein the observed interactions and interview transcripts were coded thematically. Categories such as “interaction style,” “audience engagement,” “persuasive techniques,” and “use of digital features” were identified to uncover patterns and insights that reveal how communication on TikTok Live supports or influences microeconomic behavior.
Through this methodology, the research aims to construct a grounded and context-sensitive understanding of how digital cultural communicators on TikTok utilize platform features and rhetorical strategies to support microeconomic sustainability through live commerce practices.

RESULTS AND DISCUSSION
Digital media today has fundamentally transformed the pattern of communication between communicators and communicants, especially in product marketing. No longer one-way like conventional media, platforms such as TikTok provide interactive spaces that enable real-time two-way communication. In the context of live commerce, this is important because it creates more equal, responsive, and emotional relationships between sellers and buyers  (Dzakirah Yuliono & Rochmaniah, 2025).
Communicators in live commerce are no longer merely messengers; they also serve as dialogue facilitators, narrative builders, and brand representations. In social media live shopping such as TikTok, hosts must have the ability to invite viewers to actively participate through comments or expressing their interests. Therefore, live sessions are not solely about the communicator. They must be able to engage the audience actively through comments, likes, gifts, and other available features on TikTok. This demands communication skills beyond product presentation, including the ability to build emotional connections and trust in a relatively short time.
Information is key in selling, complete details about the product, functions, advantages, and promotions. To convey this, the communicator must possess a pleasant and attractive personality, such as being humorous, visually appealing, and credible. Such communicator characteristics serve to persuade potential buyers. The success in delivering convincing information and persuading buyers does not only depend on verbal content but also on how the information is packaged and supported by the communicator’s persona. Research shows that personal credibility, a friendly and responsive attitude, and attractive visual presentation are crucial in building consumer trust. Digital credibility becomes a key aspect in the trust economy era, where the online reputation of a digital communicator guarantees the quality of the offered products and services.
Another interesting finding is how communication techniques in live commerce tend to be repetitive yet purposeful. Communicators not only present information but repeatedly highlight urgency, price points, product strengths, and urgency such as “check out quickly before it's gone” or “giveaways only for the first 10 people.” This is a form of digital rhetoric that combines classic persuasion, ethos, pathos, logos, with digital urgency formed by technological features.
However, the information presented is not merely spoken. Communicators use mediated interactivity techniques through social media platforms to enrich the experience. They must actively encourage viewers to type their comments via the chat feature, fostering an environment of participation rather than passive observation. The expected response is not always immediate, as the nature of live interaction depends on audience mood and engagement levels at the moment. Therefore, the communicator continuously repeats instructions and prompts, such as asking viewers to comment, tap the screen, or share the live session. These actions serve a dual purpose: stimulating engagement and signaling activity to the platform’s algorithm. In doing so, the communicator not only seeks to maintain audience attention but also to increase the visibility of the live session. The act of repeating interactive cues becomes a rhetorical strategy, subtly reinforcing the importance of participation as part of the shopping experience. Thus, communicators must be persistent and creative in directing the use of available facilities, ensuring that their efforts translate into meaningful viewer involvement and potential sales conversions.
Two-way interactivity includes both the audience actively commenting and the communicator responding to those comments. Here, information is delivered through Q&A engagement. This reciprocal exchange fosters a sense of involvement and acknowledgment among viewers, making them feel seen and heard during the live session. As a result, it not only enhances the informational clarity of the broadcast but also strengthens emotional ties between the seller and the consumer. The back-and-forth dynamic mirrors face-to-face customer service experiences, but within a digital environment that is faster, more scalable, and socially engaging.
The host, as a communicator who also functions as an influencer, plays a crucial role in fostering audience engagement throughout the live session (Xu et al., 2020)by creating a sense of closeness with the viewers—for example, by responding to comments and acknowledging audience reactions.
Beyond basic product information, tailored recommendations and enticing promotions such as giveaways, discounts, or buy-one-get-one offers are also provided. These promotions often require participation—those who wish to receive them must write their names in the chat. This interactive call to action is mediated by technology. 
Control lies with the communicator. They lead and manage what consumers do via the interface. As subjects, hosts seemingly control both the consumers and the technology.
To obtain these promotional offers, techniques are used that invite audience participation. Those who wish to receive such promotions are required to write their names in the chat column. This demonstrates the presence of interactivity that is mediated through technology.
Control resides with the communicator, who leads and manages the consumer’s actions within the technological interface. As an active subject, the selling host seemingly governs both the consumer and the digital platform.
This is exemplified through persuasive strategies such as offering guarantees. With confidence, firm tone, and repeated assertions, the communicator assures the authenticity of the product, that the item received will match the order, and that it will arrive in good condition.
If not, consumers are directed to submit a claim via direct message (DM). This promise or guarantee is also facilitated through features that mediate interaction between seller and buyer. Unlike in traditional markets where customers can visit a customer service desk at a physical location, in the digital context, such guarantees are executed by guiding consumers to use technological features that enable direct, personal contact with the seller rather than an organization.
The ability to communicate within a technological culture is an essential skill required of a communicator engaged in selling practices in order to generate effective outcomes (Yohita, 2021).(Raghuram, 2020)

Maximizing Media Features as Information
Media, as communication technology, evolves rapidly. Beyond ease of use, its audiovisual appeal enhances engagement. Content creators apply creative screen design during live commerce, such as header templates, side icons, and animations. Both hosts and viewers benefit from these elements.
The use of design templates, bright lighting, sound effects, and dynamic icons creates a visually engaging experience that avoids monotony. TikTok, as a platform, has integrated features that support this kind of visual communication, such as badges for top viewers, real-time like indicators, and the display of gifts sent by the audience. These elements are not merely decorative but function as “social codes” that signal to the audience that their interactions are appreciated and have a direct impact on the ongoing broadcast.
Moreover, the platform offers various features represented by visually appealing icons. These appear and generate notifications during live commerce sessions, serving as indicators for the host to assess the level of viewer engagement with the product being showcased. The more frequent the notifications, the greater the host’s enthusiasm to explain and promote the product, as it signifies positive audience response to the event.
One of the most prominent icons displayed on the screen is the gift icon. Both small and large gifts can be sent by viewers, and they serve as a form of value recognition for the host, ultimately contributing to the host’s account balance. The more gifts a host receives, the higher their earnings. To send gifts, viewers must purchase coins that are linked to TikTok’s payment system.	
In addition, there are also icons that display the number of viewers during a live commerce session. Circular icons indicate the two top viewers in real-time. To become a top viewer, users need to send numerous gifts, continuously tap the screen to give likes, and share the live stream link as widely as possible. Just below the username, the total number of likes received throughout the session is also visible.
 	By observing the abundance of these icons, the host utilizes likes, gifts, and the number of shares as conditions to trigger giveaways. Interestingly, the higher the count of these visible icons, the more persuasive they become in encouraging viewers to remain engaged with the ongoing live broadcast. This strategy taps into viewers’ psychological drive to be acknowledged and rewarded, subtly reinforcing their attention span and time commitment.
	Thus, these technological-cultural forms, namely the icons, function as symbols for both sellers and buyers. The communicator, in this context, does not interact directly with the viewers, but rather through the medium. It can even be said that the communicator must develop the skill of communicating as if they were conversing with the media interface itself. This mode of mediated communication reflects an advanced form of performative interaction where the host must consistently interpret real-time feedback from icon data and adjust their rhetorical strategies accordingly.
When the host promises a giveaway to the most active commenter or to those who share the live session most frequently, they are essentially constructing a reward system that motivates participation. This is what is referred to in digital communication studies as a form of gamification, the application of game-like principles to encourage specific behaviors within a non-game context. Although the term evokes the structure of games, functionally it creates a competitive, goal-driven, and measurable pattern of interaction within live commerce sessions. It blends elements of social competition, digital incentives, and performance metrics that transform passive viewers into active participants. Gamification, in this case, is not just a technique, it becomes a central strategy for sustaining user engagement and enhancing emotional involvement with the brand or product (Rodrigues et al., 2022).	
The communicator’s focus, therefore, becomes broader, centering on technological culture. For this reason, hosts who conduct hours-long live commerce sessions must continuously present screen visuals with compelling symbols. The aim is to prompt viewer activities that ultimately lead to purchasing actions.

Timeless Activity
	Speaking without pause becomes another essential element in conducting live commerce. This continuous verbal engagement is what keeps the audience enthusiastic and engaged throughout the ongoing sales session. For a single product, a seller may speak for more than an hour.
The communicator’s activeness is also reflected in how they manage broadcast time. It is not uncommon for a single session to last for hours without breaks; in some instances, sessions may extend beyond 12 hours. This presents a unique challenge, requiring not only physical stamina but also consistent communicative energy. The communicator must continue speaking, filling any silent moments with product information, responding to audience inquiries, and repeating persuasive narratives. This phenomenon indicates that live commerce is not merely a sales practice but also a form of performance communication, wherein the communicator becomes a subject who continuously builds relationships through symbols, body language, vocal intonation, and facial expressions.
In this practice, communication occurs not only between communicator and audience but also between humans and the system. TikTok, as a digital platform, indirectly shapes interaction patterns through its algorithm and automated features. Communicators understand that the more interactions occur, likes, gifts, comments, the greater the chance their live broadcast appears on the For You Page. Thus, phrases like "keep tapping the screen," "comment to keep it lively," or "share the link with your group" are not just casual requests but strategic moves to optimize digital visibility. This demonstrates that the communicator operates within a sociotechnical ecosystem, where humans and technological systems mutually influence the structure of communication.
During interview sessions conducted by the researcher with several active followers of the TikTok account @louissescarlettfamily, most respondents stated that they were not only interested in the products being sold but also drawn to the host’s engaging personality, confident demeanor, and communicative style. They felt a sense of “connection” and “entertainment,” even when not making a purchase. This reinforces the notion that live commerce is not just a commercial space but also an emotional community where consumers feel part of a “family” or the “inner circle” of a host’s followers.	
Product information typically initiates the communicator’s message. However, technical specifications are not the focal point, as the audience is generally uninterested in such details. Instead, they are more concerned with product availability, a topic frequently raised in viewer comments. Viewers tend to prioritize practical concerns, such as whether the item is in stock, how soon it can be delivered, and whether it is available in preferred sizes or colors, over abstract technicalities. Communicators, therefore, shift the emphasis from product composition or ingredients to urgency and access, using phrases like “only a few left” or “this one’s selling fast” to generate interest. In live commerce, immediacy and availability often carry more persuasive power than any list of technical advantages. This reflects a broader shift in consumer behavior in digital spaces, where purchasing decisions are influenced more by emotional triggers and perceived scarcity than by rational evaluation of features. Thus, communicators must be adept at sensing audience priorities in real time and tailoring their messages to match the immediate concerns voiced during the live session.
Material benefits are communicated through storytelling—sharing the communicator's personal experience using the product. In fact, during these live sales, the communicator often demonstrates the product in real-time, applying it directly to themselves, particularly for beauty items. Usage instructions and product expiration dates are also conveyed.
To further persuade, communicators frequently employ simple, reassuring keywords such as "easy," "simple," and "just." These words are repeated to instill consumer confidence. Additionally, the communicator creates urgency through countdowns, warning that delays in purchase may lead to missed opportunities. Phrases like “giveaway” and “check out quickly” serve as calls to action, urging consumers to complete purchases immediately.	
Viewers are also encouraged to follow the seller’s account, tap to increase likes, and leave five-star ratings to maintain a connection with the seller. These actions serve both as social proof and algorithmic tools that strengthen the seller's presence on the platform.	
Thus, the communicator's message extends beyond product promotion to a broader narrative about the consumer’s journey, as both product users and loyal followers of the account. These messages are conveyed repeatedly through keyword reinforcement for durations extending over eight hours. Some communicators even perform live commerce for a full 12-hour shift, from midday into late night.	
Technology enables communicators to engage in such prolonged sessions, consistent with the inherently continuous nature of digital platforms that operate without time constraints, unlike traditional markets, where operating hours are fixed and limited.
This unbounded temporality, enabled by technological infrastructure, demands a new kind of labor—a hybrid between sales, performance, and real-time digital engagement. In this context, the communicator functions not only as a seller but also as a digital performer and community builder, continuously negotiating between transactional goals and relational authenticity.	

Communicator Appearance Meets Technological Standards
	Attractive appearance plays a significant role in the communication process of a live commerce seller. A well-groomed appearance can provide a positive impression to prospective buyers. Not only does it foster a sense of trust, but it also makes viewers feel more comfortable initiating further interaction on social media platforms.
	Visually, live commerce sellers prepare themselves meticulously before appearing on screen. Makeup and hairstyle are carefully considered to ensure the best presentation. Sellers constantly monitor their appearance through the camera feed to adjust in real time. The same attention is given to clothing. What they wear is often either the product being sold, allowing for live demonstration, or an outfit chosen deliberately to attract attention and enhance visual appeal on screen.
	To enhance the overall appearance displayed through digital media, lighting techniques are employed, such as the use of additional lighting sources. Sellers place high importance on how their face and body appear to consumers via the camera. Lights are positioned strategically in front of the seller during live commerce sessions to produce flattering visuals. Proper lighting not only eliminates unwanted shadows but also highlights facial features. Tools like diffusers or softboxes are used to soften the light and reduce harsh contrasts. In essence, these sellers are not merely selling products, they are selling visual trust. In today’s highly visual digital society, credibility is not just communicated through words but also through how one “appears” on screen.
	This visual awareness is part of what is known as media-based personal branding. Successful hosts who consistently capture attention tend to have distinctive features or behaviors that they maintain across sessions. This includes consistent speaking styles, fashion choices, greeting patterns, and memorable catchphrases or slogans. Such branding becomes a “magnet” that draws viewers back to future live sessions, cultivating loyalty similar to repeat customers in a conventional retail store.
	To present a well-proportioned and flattering facial image, the camera is typically positioned at eye level, avoiding upward angles that might distort facial features. In some cases, the camera is placed slightly above the eyes to give the impression of a slimmer and more proportionate face. Sellers experiment with various camera angles to find the most flattering one. Filters are used moderately to maintain a natural look, and various applications are utilized to enhance video quality—adjusting contrast, brightness, and resolution.
Live commerce hosts who present themselves attractively implement personal branding strategies in a competitive digital marketplace. Their uniqueness becomes their distinguishing factor. Among the myriad of shops on TikTok, consumers scrolling through live sessions are more likely to pause on a seller who appears visually appealing and charismatic. Unique visual cues, whether in makeup, outfit, or movement create a sense of identity that helps viewers remember the seller.	
Supporting tools such as props can further enhance engagement. For instance, the use of a tambourine by @louissescarlettfamily serves not only as an auditory cue that captures attention but also as a performance element. The seller’s body movements and facial expressions, amplified by gestures and props hold the viewer's attention and may even interrupt their scrolling behavior. These elements work together as part of a carefully constructed performative strategy that enhances brand identity and maintains audience retention.
Technology enables constant connection with consumers and the potential for real-time engagement that traditional retail environments cannot match. As stated by Dwivedi (2020), digital practices significantly enhance business value and revenue potential. Within this context, a live commerce communicator’s appearance is expected to meet the standards imposed by digital technology. Sellers must be acutely aware of how they appear to viewers on screen, recognizing the screen itself as a rhetorical space where visual presentation is as critical as verbal persuasion.
This self-awareness in constructing an appealing digital presence becomes a foundational skill in the realm of live commerce. Sellers are not merely transmitting information, they are curating experiences. Their screen presence must align with audience expectations shaped by a visual culture that values aesthetics, entertainment, and trust. By mastering this interface, communicators elevate their role from mere product promoters to digital influencers and visual performers, contributing to brand growth and consumer loyalty.
Visual performance in live commerce is not just about physical appearance; it is about the ability to adapt to technological norms, maximize platform features, and build a persuasive image that blends authenticity with strategy. Appearance becomes not only a tool for attraction but also a vital component of the communicative process that supports relationship-building, storytelling, and ultimately, successful digital transactions.

CONCLUSION
The results of this study indicate that TikTok, as a social media platform, functions not only as a source of recreation but also as an effective medium for supporting digital economic activities, particularly through the practice of live commerce. Digital communicators, whether in the form of influencers or independent hosts play a significant role in building emotional connections with their audiences through interactive, personal, and participatory communication patterns. The interactivity generated during TikTok Live sessions is not merely a one-way communication channel; rather, it forms a dynamic social ecosystem in which communicators and consumers mutually influence one another.
Success in influencing purchasing decisions in live commerce greatly depends on the communicator’s ability to utilize digital features such as comment columns, likes, gifts, and giveaway systems. Through these features, the shopping experience becomes more immersive and entertaining, ultimately enhancing the emotional engagement of audiences not only with the products but also with the persona of the communicator. This signifies a shift in sales practices in the digital era, from an informative approach to one that is more affective and relational.
This study further confirms that a seller’s success on TikTok Live is not determined solely by product quality, but also by communication skills, personal branding, and mastery of digital technology. Communicators who can deliver product information in an enjoyable, attractive, and authentic manner are more likely to build consumer trust. This digital credibility is developed through consistent visuals, distinctive messaging styles, and a proven track record of live performance, all of which are visible to the public in real time.
Furthermore, this research highlights that digital platforms such as TikTok have the potential to create an inclusive environment for micro, small, and medium enterprises (MSMEs) to expand their market reach at relatively low promotional costs. This offers a strategic opportunity to enhance the competitiveness of MSMEs amid the digital transformation era, where the power of digital communities and social networks can be optimized to support technology-driven economic growth. For many MSMEs, TikTok Live has become a cost-effective tool for storytelling, customer interaction, and direct product demonstration, which were previously limited to traditional offline channels.
Although the scope of this study is limited to a single TikTok account and does not include comparisons with other platforms such as Instagram Live, Shopee Live, or YouTube Shopping, the findings provide meaningful contributions to the understanding of digital communication dynamics within the context of interactive selling. On the other hand, demographic and psychographic characteristics of audiences also influence the effectiveness of such interactions, highlighting the need for further analysis of which consumer segments are most responsive to specific communication strategies.
Therefore, the main conclusion of this study is that live commerce practices cannot be separated from the understanding of digital communication, platform technology, and social media dynamics. Digital communicators who are able to integrate these three elements harmoniously will possess a strong competitive advantage in the digital marketplace. TikTok Live is not merely a promotional tool, it is an emerging arena for socio-economic interactions that are fluid, emotional, and rooted in trust.
For future research development, it is recommended to explore the differences in communication strategies across various digital platforms and how these differences affect marketing effectiveness and consumer behavior. Cross-platform and cross-product segment studies will provide broader insights into the most appropriate communicative approaches within an ever-evolving digital society. Additionally, longitudinal studies that monitor the sustainability of live commerce engagement over time would deepen our understanding of user loyalty and behavior patterns in the face of rapid technological change.
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