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Methodology

The purpose of this study is to understand 
the current state of livestreaming 
landscape, the consumers’ behaviour and 
the role Business Messaging plays in driving 
sales 

The survey is conducted using an online 
questionnaire, scripted and managed by 
Decision Lab’s surveying and data 
management platform, with specifications:

• Sample size: n = 700

• Data collection period: 14 – 29/12/2023

• Target audience: Have the habit of 
watching livestream on social media 
and do online shopping

50% 49% 1%

Male Female Prefer to self-describe/other

Generation

Total sample achieved (n=700)

Gender

31% 40% 29%

Gen Z Gen Y Gen X

Location

31% 4% 10% 3% 45% 7%

Red River Delta Northern Midlands and Mountains
North and South Central Coast Central Highlands
Southeast Mekong River Delta
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VIETNAM



Section 
summary

Livestreaming has surged into the top 2 channels for new brands to reach consumers. 
Watching livestream is becoming a habit with 77% people watching at least once a week. With 
its engaging and interactive content, 68% of people spend at least half an hour to watch 
livestream. Brands can leverage this channel to build meaningful connection and loyalty with 
consumers.

Livestream is an effective channel to drive business growth with 87% people have watched 
livestream to learn more about products and services and 76% of these viewers have made a 
purchase decision for a livestreamed product. For the next purchase, people continue to watch 
livestream for reference and once they decided to repurchase, the order tends to have a 
higher value.

Facebook is the most popular platform to watch livestream for service and product 
introduction and demonstration in Vietnam. Messaging is a preferred way for livestream 
viewers to connect with brands throughout the discovery, purchase and post-purchase 
phases. Livestreaming brands can leverage this communication channel to build brand trust, 
drive business growth and gain loyalty.
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General 
livestreaming 
behaviour
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n=700How often do you watch livestream?

Watching livestream is becoming a habit with 77% people watching at least once a week. Its 
engaging and interactive nature keeps viewers interested with 68% spending over 30 minutes 
watching per session. Brands can leverage this channel to foster deeper connections and 
cultivate loyal customer relationships

Frequency of watching livestream

n=700How long do you watch a livestream for?

Duration of watching livestream

77%

68%

35%

42%

15%

3%

3%

2%

Daily

Once or more than once a
week

2-3 times a month

Once a month

Less than once a month

Less than once every 3 months

32%

45%

15%

4%

2%

1%

Less than 30 minutes

30 minutes - under 1 hour

1 hour - under 1.5 hour

1.5 - under 2 hours

2 - under 3 hours

3 hours and above



Livestream appears in life routine on various occasions, from doing household chores to travelling.  
This creates opportunities for brands to connect with consumers where they are with diverse 
content and suitable livestreaming time. With 85% of people watching it while relaxing, brands can 
leverage entertainment and deals to spark impulsive purchases on brand’s sales channels

n=700On which occasions do you watch livestream?

Occasion to watch livestream

Average: 2 occasions

85%

31%

37%

28%

22%

24%

18%

Relaxing

Having meals

Doing household chores

Gathering with friends/ families

Travelling

Working/ Studying

Doing exercises/ Playing sports
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Deep-dive into the 
role of livestream 
in the customer 
journey 
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Brand discovery 
from 
livestreaming
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n=700How do you usually discover new brands on online platforms?

Livestreaming is the top 2 organic channel for new brand discovery in Vietnam. It fosters trust, 
with half of viewers perceiving brands introduced through livestreaming as more trustworthy. 
Brands can leverage this channel to acquire customers and establish lasting trust

Discovery of new brands

n=700
On a scale of 1-5, please rate the level of trustworthiness of new brands 
after watching their livestream

Trustworthiness level of brands discovered by 
livestream

73%

69%

47%

46%

Review and recommendation

Livestream

News

Word-of-mouth (online
sharing from friends,etc)

2% 4% 40% 42% 12%

Much less trustworthy Less trustworthy

Neutral More trustworthy

Much more trustworthy

54% 



Vietnamese consumers have more trust for brands that provide responses to their concerns 
during livestream. An efficient and scalable communication method is essential to manage 
these inquiries effectively and timely

n=372What factors do you think that contribute to the TRUSTWORTHINESS of the new brands being live streamed? (Select up to 5 options)

Drivers to trust new brands in livestream 

63%

59%

57%

55%

48%

35%

34%

29%

22%

Real-time interaction (Address concerns from consumers…

Feedback verification

Transparency of information

Authenticity (Product demonstrations,etc)

Access to expertise

Influencer endorsement and recommendations

Message brand/seller for one-on-one consultation

Relatability (Storytelling, Sharing from livestreamers/ brands,etc)

Access to behind-the-scenes



Livestreaming 
watching 
preference
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n=612
Which of the following categories have you ever WATCHED in a livestream 
for product/service introduction and demonstration?

Top-watched verticals on livestreaming platforms are Fashion, Health & Beauty, 
FMCG, Electronics and Lifestyles 

Ever-watched categories in livestream

n=609

Which platform have you WATCHED in a livestream for product/service 
introduction and demonstration from for each of the below categories in 
the LAST 3 MONTHS?

L3M watched categories in livestream

90%

88%

80%

74%

71%

46%

44%

24%

Fashion

Health & Beauty

FMCG

Electronics &…

Lifestyles

Gaming

Financial products

Education

89%

87%

78%

72%

66%

42%

40%

21%

Fashion

Health & Beauty

FMCG

Electronics &…

Lifestyles

Gaming

Financial products

Education
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n=700Please rank the likelihood you would use the following methods to get in touch with the brand DURING the livestream

Private messaging 
on the livestream 
platform is the 
most preferred 
channel to get in 
touch with brands 
during a 
livestream

Methods to contact in livestreams

Mean score

3.25

3.13

2.76

3.18

7%

12%

21%

10%

14%

13%

18%

12%

36%

37%

30%

42%

28%

26%

21%

27%

14%

12%

9%

10%

Message privately on the livestreaming
platform

Leave a comment

Send text message/ Call via phone
number

Message on other platforms (other than
the livestreaming platform)

Very unlikely Unlikely Neutral Likely Very likely

14
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One-on-one messaging serves as a versatile communication channel across verticals, 
allowing customers to inquire about product details, availability, and even seek personalized 
consultations from brands

What would be the reasons for you to send a message to inquire about the products/ services of each categories DURING a livestream?

Reasons to message in each category

45%

50%

37%
35%

38%

33%

44%
41%

34%

43%41%

49%

39%
37%

43%

35%

49%

37%
35%

44%

36%
39%

29% 30%
33%33%

44%

32%

37%
35%

42%
44%

35%

28%
30%

42%

37%

25%

31%
27%

Seek personalized consultation Clarify specifications and details Inquire about availabil ity and stock Seek assistance with order placement Inquire about shipping and delivery options

Health & Beauty (n=539) FMCG (n=487) Fashion (n=548) Electronics & Appliances (n=455) Lifestyles (n=433) Gaming (n=282) Financial services (n=272) Education (n=146)
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Consumers have different preference for each vertical’s livestream host, suggesting brands 
to use diverse hosts for different topics and business goals. Experts are well preferred by 
consumers of Health & Beauty and Lifestyles while consumers of FMCG and Fashion favor 
influencers/reviewers

Who do you prefer to be the HOST of the livestream for each product category?

Preferred host for livestream in each category

74%

40% 38%

31%

39%

55%

32%

47%
44%

51%
47%

43%45% 45%

38%

47%47%

39%
43%

39%39%
45% 43%

39%

47%
43% 42%

39%

55%

45%

38% 36%

Experts in the product category Influencers/ Reviewers Celebrities Employees from brands

Health & Beauty (n=539) FMCG (n=487) Fashion (n=548) Electronics & Household appliance (n=455) Lifestyles (n=433) Gaming (n=282) Financial services (n=272) Education (n=146)



What are the qualities about the LIVESTREAMER that influence your decision to watch a livestream? 17

While being informative and professional is still the top priority factors that audience 
look for in livestream hosts, authenticity thrives as the key to keep the viewers 
engaged

59%
Value the host’s professionalism

57%
Value the host’s authenticity

60%
Value the host being informative

n=700



Livestream has emerged as an effective channel to foster business growth with 87% people 
having watched livestream for product demonstration and 76% of them having made a 
purchase decision for a livestreamed product

n=700
What types of livestream content do you often watch? Which categories of product/service have you WATCHED in the livestream in the LAST 3 MONTHS? Have you PURCHASED 
the livestreamed product/service from each of the below categories in the LAST 3 MONTHS? 

Viewership and Conversion from Viewership to Purchase of the livestreamed product/service

87%

87%

66%

Ever watched livestream for
prodcuts/ services introduction and

demonstration

Watched in L3M

Purchased a livestreamed
product/service

76%

18



Livestreaming offers consistently strong conversion rates, regardless of verticals

n=609Which categories of product/service have you WATCHED in the livestream in the LAST 3 MONTHS? Have you PURCHASED the livestreamed product/service from each of the 
below categories in the LAST 3 MONTHS?

Conversion rate from L3M watched to L3M purchased by categories (Base: People who watched livestream in L3M)

89%

67%

L3M Watched

L3M Purchased a
livestreamed

product/service

Fashion

75%

87%

65%

Health & Beauty

75%

72%

50%

70%

78%

56%

FMCG

72%

66%

47%

Lifestyles

71%

42%

28%

Gaming

66%

40%

27%

Financial
Services

67%

21%

13%

Education

64%

Electronics & 
Appliances



Apart from promotion and pre-purchase confirmation of the products, the host should be able 
to showcase their expertise and engagement with the audience to convert them from viewer 
to customer

n=461What are the drivers for you to decide to purchase a livestreamed product/service? (Select up to 5 options)

Drivers to decide to purchase a livestreamed product/service

60%
59%

51%
45%

41%
34%

33%
31%

20%
18%

17%

Exclusive Offers (freeship, fast delivery, flash sale, etc.) & Discounts
Detailed product description

View products before purchasing
Access to expertise

Real-time engagement
Good experience in messaging with brands/ sellers
Message brand/ seller for one-on-one consultation

Inspirations & Ideas (suggestion from sellers and viewers)
Innovative format

Access to "behind the scenes"
Proximity to influencers

20
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*Note: Categories are in order of L3M purchasing rate (from highest to lowest)
How much on average did you PAY FOR AN ORDER of the livestreamed product/service from the LAST 3 MONTHS?

Livestream viewers 
have different 
budget allocation for 
each category so 
brands should offer 
products across 
price ranges to cater 
to all.
Notably, Education 
joins Fashion, 
Electronics, and 
Finance as 
categories with high 
spending potential

Average value of order by category

24% 22%

29%

18%
22%

30%

13% 13%

46%
50%

43%

27%

43%

33% 33%

57%

18% 18% 17%
22% 20% 21%

24%

15%

8% 8% 7%

17%

10% 9%
15%

10%
4% 3% 4%

15%

5%
9%

15%

4%

Fashion
(n=406)

Health &
Beauty

(n=397)

FMCG
(n=343)

Electronics &
Household
appliances

(n=305)

Lifestyles
(n=285)

Gaming
(n=168)

Financial
services
(n=163)

Education
(n=82)

< 10 USD 10-50 USD 50-100 USD 100-250 USD Above 250 USD



Livestreaming 
platforms
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Meta’s platforms hold the top 
spots in livestream viewership 
in Vietnam with Facebook being 
the most popular platform

Which platform have you watched livestream from (of any content)?

Livestreaming platforms (of any content)

88%
Watched livestream from 

Facebook

n=612

90%

77%

73%

65%

19%

Meta's platform

Short-form video's platform

Other social media's platform

Marketplace

Other livestreaming platform
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It also has the highest rate of viewership for livestreaming across all categories

Which platform have you WATCHED in a livestream for product/service introduction and demonstration from for each of the below categories in the LAST 3 MONTHS?

L3M watched platforms for livestreaming by categories

69%
64%

48%

59%61%
57%

37%

53%

68%
62%

38%

54%
61%

56%
47%

50%

60%
53%

42%
50%

60%

46% 43% 43%

62%

48% 49%

36%

60%

31%

47%

25%

Meta's platform Short-form video's platform Other social media's platform Marketplace

Health & Beauty (n=529) FMCG (n=474) Fashion (n=542) Electronics & Appliances (n=436)

Lifestyles (n=404) Gaming (n=256) Financial services (n=244) Education (n=129)



Health & Beauty, Fashion and FMCG are the top categories with highest viewership on 
Facebook

Which platform have you WATCHED  for a livestream for product/service introduction and demonstration from for each of the below categories in the LAST 3 MONTHS?

L3M watched categories on Facebook

72%

69%

55%

50%

47%

28%

28%

15%

Fashion

Health & Beauty

FMCG

Electronics & Appliances

Lifestyles

Financial services

Gaming

Education

n=493



Accessibility, ability to message brands for one-on-one consultation, interactive features and 
user-friendliness are the key factors for consumers to prefer Facebook livestream

n=540What factors of the below livestreaming platforms that you like? – [Platform]

Preference factors of Facebook

60%
57% 56% 55% 53%

50% 48%
45% 44%

37%

Accessible across
various devices

Ability to message
brand/seller for

one-on-one
consultation

Interactive features User-friendly Diverse content High-quality
streaming
experience

Proximity to
influencers/
celebrities

No advertisements
interruption

Transparency and
authenticity of

information shared

Exclusivity



Facebook livestream has proven to be useful source of reference with viewers deciding to 
make purchases in diverse categories they saw from the livestream

Did you PLACE THE ORDER for the products/ services you watched from a Facebook Livestream in the LAST 3 MONTHS?

L3M purchased categories regarding products/ services watched from livestream on Facebook

67%

66%

43%

35%

32%

21%

19%

10%

Fashion

Health & Beauty

FMCG

Electronics & Appliances

Lifestyles

Gaming

Financial services

Education

n=341



Post Purchase
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Livestreaming evolves as a new online habit. 74% buy again from the livestreaming brand at 
least once a month, with 46% increasing their spending on subsequent orders. Loyalty 
programs and product diversification are essential to capture lifetime values of the habit of 
watching livestream

n=461
How often do you repeat purchases from 
the same livestreaming brand?

Frequency of repurchase (Base: People who 
made a purchase decision after watching livestream)

n=448
How likely do you intend to repurchase 
from the same livestreaming brand in the 
future?

n=448
Compare the value of your 2nd purchase 
with the first purchase from that 
livestreaming brand?

Value of repurchase (Base: People who made 
a purchase decision after watching livestream)

71%

Intention to repurchase (Base: People who 
made a purchase decision after watching livestream)

19%

39%

16%

17%

6%

3%

Once or more than
once a week

2-3 times a month

Once a month

Less than once a month

Less than once every 3
months

I haven't repeated any
purchase 5%

8%

16%

52%

19%

Absolutely likely

Likely

Neutral

Unlikely

Absolutely unlikely

46%

48%

6%

Higher value Same value Lower value

74%



Please rank the likelihood of the method you would use to get in touch with the seller/ brand DURING the livestream. 
What factors of the below livestreaming platforms that you like? 
What are the deciding factors for you to repeat purchase with higher value from the same livestream business?

31

Messaging plays a critical role in driving connection, inquiries and post-purchase 
for Live Commerce. It is the most preferred way to connect with brands and 
leveraging the one-to-one messaging can increase repurchase intent

Preferred inquiry method
When viewers want to get in touch 

with brands during livestream

53% 

Will repurchase at higher value if 
they had good one-on-one 

consultation

57% 

Preferred Facebook Live over other 
Livestream platforms

because of the ability to message 
brands for one-on-one consultation

#1



Recommendation Livestreaming has emerged as a powerful tool for businesses to connect with their
audience and drive sales. Given the increasing popularity of livestreaming and its
effectiveness in reaching consumers, it is strongly recommended that businesses include
livestreaming as a key component of their marketing strategy.

Key considerations for successful livestreaming:
• Frequency and Timing: Align livestream schedules with your target audience's daily 

routines and preferences.
• Duration: Optimize livestream duration based on your audience's attention span and 

the complexity of your content.
• Content Diversity: Offer a variety of engaging content, including product 

demonstrations, tutorials, Q&A sessions, and behind-the-scenes glimpses.
• Customer Engagement: Prioritize building relationships through real-time interaction, 

timely responses, and personalized recommendations. 
• One-on-one messaging: Combining the host’s guidance with the brands’ 

communication channels (one-on-one messaging,etc) is important to ensure that 
customers have their concerns solved quickly.

• Drivers for viewers to consider to buy: Offer promotions and discounts that resonate 
with your audience 

• Retargeting the past customers: Conduct loyalty programs, diversify products and 
keep customers engaged through private messaging



Reach out to us

2nd Floor - Sonatus Building, 
15 Le Thanh Ton, District 1, 
Ho Chi Minh City, Vietnam

+84 28 7101 0199
decision@decisionlab.co 

www.decisionlab.co
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