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Foreword

ISO (the International Organization for Standardization) is a worldwide federation of national standards
bodies (ISO member bodies). The work of preparing International Standards is normally carried out
through ISO technical committees. Each member body interested in a subject for which a technical
committee has been established has the right to be represented on that committee. International
organizations, governmental and non-governmental, in liaison with ISO, also take part in the work.
ISO collaborates closely with the International Electrotechnical Commission (IEC) on all matters of
electrotechnical standardization.

The procedures used to develop this document and those intended for its further maintenance are
described in the ISO/IEC Directives, Part 1. In particular, the different approval criteria needed for the
different types of ISO documents should be noted. This document was drafted in accordance with the
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The digital economy continues to prosper, and marketing continues to shift from traditional to digital.
Digital marketing is an important complement to traditional marketing communication such as
television, radio, and print advertising. With its excellent ability to target the right consumer groups
and the possibility to interact with them, digital marketing is developing as an integral part of today’s
marketing communication. Live streaming marketing, a very popular tool that companies use to
achieve digital marketing goals, has evolved from a trendy phenomenon into a full-blown marketing
strategy used by brands and businesses in nearly every industry. Estimates show that around 91 million
subscribers will utilize live streaming by 2024.

This document aims to meet the growing consumer demand, help companies use live streaming as a
tool to facilitate online business, as well as provide suggestions for companies to collect or
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Guidelines for live streaming marketing service

1 Scope

This document provides guidelines for the service process and operations management of live streaming
host, live streaming marketing platform, live streaming marketer, and multi-channel network agency
(MCN agency) in the process of carrying out live streaming marketing services. This document is
applicable to the parties involved in live streaming marketing services.

Thls docur\'\nhf dnnc not coVer information fn(‘hnnlngy (IT) rnquirnmnntc, cpnf‘i{:ir‘a”.I excludlng

— informfation security, cybersecurity, and privacy protection;
— coding|of audio, picture, multimedia, and hypermedia information;

— IT seryice management and IT governance.

2 Normative references

There are o normative references in this document.

3 Terms and definitions
For the purjposes of this document, the followingiterms and definitions apply.
ISO and [E( maintain terminology databasesfor use in standardization at the following addresses:

— ISO Online browsing platform: available at https://www.iso.org/obp

— IEC Eldctropedia: available at https://www.electropedia.org/

3.1
live strearming
way/channgl that uses network technology or streaming media technology to broadcast the streamed
video over fhe internet in real-time without first being recorded and stored

3.2
live strearhing marketing
activity or piQde of marketing products, including goods and services, to reach consumners or businesses
by using live streaming (3.1) as a kind of digital channel

3.3

live streaming marketing platform

network information system that provides participants with necessary functions to facilitate and
promote live streaming marketing (3.2)

3.4

live streaming host

person or character issued from Al with marketing skills that conducts live streaming marketing (3.2)
on the live streaming marketing platform (3.3) through an internet-enabled device

Note 1 to entry: The device can include a smartphone or tablet, or portable device with similar information
technology functions.

Note 2 to entry: Artificial intelligence (Al) is the ability of a digital computer or computer-controlled robot to
perform tasks commonly associated with intelligent beings.

©1S0 2023 - All rights reserved 1
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3.5

live room

online or virtual room, available within a certain period, for the live streaming host (3.4) to interact
with and market to the audience

3.6

live streaming marketer

person or group of persons with assigned responsibility, including product selection, planning and
preparation, promotion, and customer service to successfully promote and complete live streaming
marketing (3.2)

3.7

cross-border live streaming marketing
activity of marketing products of one country or jurisdiction with the consumers or businesses in
another country ¢r jurisdiction through or by the means of live streaming marketing (3.2), with or
without the help of international logistics or overseas warehouses

3.8
multi-channel nefwork agency
MCN agency
organization that recruits and cultivates the live streaming host (3.4) and-the live streaming marketer
(3.6), and provide$ them with a series of services for marketing preparation and promotion

3.9

audience
person or group of persons who enters the live room (3.5), watches live streaming marketing (3.2), and is
interested in or is |ikely to buy products

4 General principles

4.1 General

In order to provide¢ an efficient live streaming marketing service, the following five principlgs should be
abided by parties {nvolved in live streaming marketing services.

4.2 Credibility

The service process of live streaming marketing established by and marketing informatipn exposed
within live streamling marketing platforms should be real and credible.

4.3 Compliance

All activities and actions involved in live streaming marketing should consider the relevant and
applicable legislation and laws, and be aware of the protection of intellectual property rights.

4.4 Integration

The whole service process should be integrated and established to ensure the realization and quality of
the live streaming marketing service.

4.5 Capability

Live streaming marketing platforms should have the capability to provide services to make sure the
live streaming marketing can be conducted smoothly and successfully.

2 © IS0 2023 - All rights reserved
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Services for live streaming marketing should be customized by fully considering and meeting the needs

and deman

ds of the live streaming marketing participants.

5 Service process

5.1 Account creation and operation

5.1.1 General

Live streaming marketing platforms should allow live streaming marketers, live streaming hosts, and

the audien

5.1.2 Acf
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During the

a)
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rount creation

s of account creation should be defined and provide clear instructions fo
process of account creation, the live streaming marketing platforms shou

to the principle of necessity to collect applicants’ registration informatio

the account creators and clearly detail the terms ofservice in the website
hl information;

5h a robust mechanism for the registration and response to the registrati

b feedback functions and relevant contact information in the website ir
s encounter problems.

fount operation

s of account operation-. Should be defined and provide clear instr
ts and edits on the profile photo, name, gender, region. Accounts can
h activity through:

heck-in;
deo production and promotion;

tions with other accounts, including Like, Comment, Forward, etc., within

g marketing.

[ account creators.
|d:
h:

)

before they submit

bn quickly;

| case the account

uctions, including
be operated and

the platform.

hing marketing platforms should display and update the relevant info

owners on

their pages, including the number of online days, the positive rating,

ation on account

r
Jrr]ld the number of

live streaming marketing events. Live streaming marketing platforms should set up corresponding
incentive mechanisms to increase account activity and participation.

5.2 Live

room created

The live room is created by an account owned by a live streaming host or live streaming marketer before
they conduct live streaming marketing. The necessary information when scheduling a live streaming
marketing event includes but is not limited to:

a)
b)
‘)
d)

©1S0 2023 -

the title of the specific live streaming marketing event;

the duration of the specific live streaming marketing event;

the cover and descriptions of the specific live streaming marketing event;
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e)
f)

For cross-border live streaming marketing, the virtual room when created should have such tools as for
setting language and region.

the screen orientation during live streaming marketing, including landscape and portrait;

the selection of live streaming software, obtaining the corresponding push URL.

If the live streaming host is in fact a digital character, it should be driven by real people and pass identity
verification, and it should report to the live streaming marketing platform and get permission before
carrying out live streaming events.

Live streaming marketing platforms automatically generate information link and page showing
upcoming live streaming marketing events after the information for creating a live room is submitted
and verified. The information is allowed to be modified afterward but before the beginning of live

streaming market

The live room is 4
environment whil

5.3 Warm-up 3

PR 1.1 -
Iy CVCIILS 1T PIopustUl Uy dll dCCUUILIL.

ivailable for the account created to enter anytime to set live streaming
e unavailable for other accounts.

Ind promotion of live streaming marketing

To facilitate the promotion of live streaming marketing events, live streaming marketing

should develop sy
events and contai

stems and corresponding pages to display all upceming live streaming
h a search engine by indicating account names, dates, hashtags (#), key

titles to let accou

Live streaming
information to ot

The live room pr
platform and in ot

Live streaming m
accounts to warm

5.4 Live strear

Live streaming m
given propaganda

The live room dis
When live strean
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s get relevant marketing event outcomes.

arketing platforms should proactively ‘push live streaming marke
er accounts based on accounts’ activity.

ppaganda link and page are allowedto be copied, shared and clicked
her social media sites for further promoting.

hrketing platforms should provide external marketing and promotion c
up the events and target more audiences.

ning marketing inprogress

hrketing startsgwhen the audience are permitted to enter the live room
links and pagesat the scheduled time.

played to\the audience should be attractive and give easy access to the
ling marKeting is in progress, the live room should clearly display th
on.:

marketing

r platforms
marketing
words, and

ting event

within the

hannels for

by clicking

functions.
e following

ormation created by the 1ive streaming nost or the 1iVe streaming marke

product images and necessary information;

order and payment portal;

a) theaccountin

b) views in the live room;
c)

d) thelinkto the

e) chatbox and emoji.
NOTE

product information and the payment portal.

LET;

The link to the order and payment portal is the link intended to point to the page containing detailed

Live streaming hosts market the goods and services as intended and in the script, interact with the
audience to build trust, tell the audience to buy the products by clicking the “Buy Now” button, and pay
for them to finish the marketing.
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An online payment system for the audience should be established by live streaming marketing
platforms. An electronic payment service should be provided by banks or qualified non-financial
payment institutions.

Live streaming marketing platforms should make sure the function of chat box and emoji work during
the process and are available for live streaming hosts and audience to use for interaction.

5.5 Live streaming marketing completed

Live streaming marketing is ended when all activities and actions of the live streaming marketing
have been completed and the live room is closed. Live streaming marketing platforms should provide
recording and replay services after the live room is closed and generate related live streaming

marketing statistical data.

Live streallning marketing platforms should protect the ownership of the video

marketing

feam and do not disclose or edit the video for other purposes.

Live streanming marketing platforms should cooperate with third parties to establish

service me
and update
with comp
storage ser

5.6 Acca

Chanism to provide supply chain solutions brought by the sales of live str

logistics and acceptance of products in real-time, and provide after-sd
aints from the audience. For cross-border live streaming.marketing, cro
vice is needed.

unt logout

Live streanming marketing platforms should establish atiexit mechanism to deal with

the accoun

's and have clear instructions for them.

Live streaming marketing platforms should allow live streaming marketers, live

and the au
informatio

lience to permanently log out of théir accounts on a voluntary basis and
h and data generated.

of live streaming

a logistics storage
eaming marketing
ile service to deal
5s-border logistics

the requests from

streaming hosts,
delete the related

Live streaming marketing platforms-should settle account balances and account assets with the

accounts d

Live strear

iring the exit process.

ning marketing platforms should compel accounts that fail to comply

service or fhat violate the marketing code of conduct to exit.

6 Operation management of live streaming marketing participant

6.1 Live

stréaming host

with the terms of

i

During liv

a)

streaming nmarketing; the tive streaming host; inctuding the inftuercer; st

creating an account within live streaming marketing platforms;

ould:

provide real and effective identity certificates and other useful and necessary information when

b) meet the applicable age-related restrictions and other requirements;

c) receive training on live streaming marketing and obtain necessary certificate of competence, or
other supporting materials to prove adequate marketing experience;

d) dress appropriately, if they appear in the live room;

e) create a good marketing and interactive atmosphere in the live room;

f) make sure the marketing words and deeds delivered and shown are decent, proper, and suitable;

g) not sell fake and inferior products and be responsible for the quality of the products being
marketed;

© IS0 2023 - All rights reserved 5
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h) be aware of or sensitive to the differences in religion, culture, and customs of the consumers, for
cross-border live streaming marketing;

i) ensure the smooth progress of the live streaming marketing and complete it within the planned
time;

j) identify and consider the relevant and applicable legislation and laws, and intellectual property
rights when using a digital character to perform live streaming marketing.

6.2 Live streaming marketing platform
During live streaming marketing, the live streaming marketing platform should:

a) provide corresponding business licenses which can be easily found within live streaming marketing
platforms;

b) possess enough technical and service ability of the software and hardware to ensuire the success
of the live str¢gaming marketing, including the technical ability to realize green'screen pnd virtual
reality (VR) liye streaming, and promote eco-friendly delivery;

NOTE Virtpal reality (VR) is the use of computer modelling and simulation that enables|a person to
interact with an artificial three-dimensional (3-D) visual or other sensory eavironment.

c) establish effdctive mechanisms related to entry and exit procedures, informatidn security
protection, complaint and dispute handling, emergency management, etc;

d) develop a catdlogue of restricted and prohibited goods and)Services for live streaming marketing
and publicize |t within live streaming marketing platforms;

e) develop and publicize relevant management rules of live streaming marketing and update them if
necessary;

f) be capable of fnonitoring the live rooms andthe deeds and words of live streaming hostg, detect the
unusual traffif in live rooms, and shut dowirlive rooms in case of an emergency;

g) play a positive role in live streaming'\marketing, be aware of the relevant laws and adcept public
scrutiny.

6.3 Live strearhing marketer
The live streaming marketef:should:

a) receive training on-live streaming marketing and have adequate marketing experience;

b) possess technjcal*equipment and staff for live marketing services;

c) fulfil the competence listed in Annex A.

6.4 MCN agency

The MCN agency should have corresponding business licenses to get into the live streaming marketing
industry.

The MCN agency should establish a standard system to recruit, train and cultivate live streaming hosts
and live streaming marketers to provide high-quality live streaming marketing.

When providing supply chain services, the MCN agency should establish supply chain management to
coordinate and manage production, inventory, logistics, sales, and other processes to ensure the quality
and efficiency of supply chain services.

6 © IS0 2023 - All rights reserved
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The MCN agency should establish a qualified mechanism when providing quality assurance service for
live streaming marketer, including product selection, product approval, marketing, end marketing and
report the product quality transparently.

The MCN agency should establish marketing and promoting plans and implement the plans for live
streaming marketer in the process of warm-up and promotion of live streaming marketing.

The MCN agency should be responsible for live streaming studio construction, and offer a professional
studio set-up custom based on products marketed, including a studio space, production equipment,
studio design, construction crew.

The MCN agency should cooperate with live streaming marketing platform operators, conduct consumer
satisfaction surveys on live streaming hosts and products in order to improve services.

The MCN ggency—should—protectamd—avoid—disclosure—of busimess—secrets—amdtmn-public business
informatiof.
7 Review and assessment

The live sffreaming marketing platform should establish an efficient ‘mechanism [to review all live
streaming marketing actions and activities, including but not limited\to:

a) authenfticity of information during account creation and registration;

b) approfriateness of deeds and words, dresses of livé streaming hosts durihg live streaming
marketing events;

c) orderliness and the appropriate manner of interaetion in live rooms;
d) authenticity and quality of the services proyided by other cooperated third parties;

e) any other necessary processes that may,impact the quality and success of live streaming marketing
servicgs.

The live stijleaming marketing platfoym should establish an efficient mechanism to agsess the quality of
live streamling marketing actions‘and activities.

8 Contihuous improvement

8.1 Serviice evaluation

The live stifeaming marketing platform should provide online service evaluation coll¢ction channels for
live streanfihg“marketing participants. The evaluation contents should include, but if not be limited to,
the following:

a) live streaming marketing service processes;
b) services provided by live streaming marketing platforms and cooperated third parties;
c) any other necessary evaluation contents of accounts.

The live streaming marketing platform should provide effective channels for complaints and appeals to
account owners and the live streaming marketing teams.

8.2 Service improvement

The live streaming marketing platform should regularly collect evaluation information from live
streaming marketers and establish an effective solution mechanism for dealing with the issues that are
raised.

©1S0 2023 - All rights reserved 7
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Annex A

(informative)

Competence for the live streaming marketer

According to the different processes and stages of live streaming marketing, the competence for the
live streaming marketer is classified into six domains with specific responsibilities that are outlined in

Table A.1.

Iable A.1 — Lompetence 1or the live streaming marketer

Domain

Tasks

Responsibilities

A.1 Product selectiion

A.1.1 Product trend and conver-
sion rate analysis

A.1.1.1 Conduct marketjeséarch fo classify
products, collect and analyse profluct data.

A.1.1.2 Track product development trends,
predict productchanges, anticipdte
hot-selling products, and create hot-selling
products¢

A.1.13Summarize the reasons for chang-
es in product conversion rates, fofecast
product conversion rates, and calrulate and
improve product conversion rates.

A.1.2 Product quality and price
analysis

A.1.2.1 Perform analysis of produlct char-
acteristics, master the parameter require-
ments related to products, and establish
quality control requirements of products.

A.1.2.2 Learn about the relevant §tandards
of products and analyse product quality.

A.1.2.3 Perform analysis of product costs,
identify factors that influence pricing, and
determine product prices.

A.1.3 €Cempetitive analysis

A.1.3.1 Learn about the types of competitive
products, collect and analyse con]petitor in-
formation, and develop competitqr analysis

reports.

A.1.3.2 Track competitor informafion and
optimize competitor analysis repprts.

A.1.3.3 Compare competitors with select-
ed products and formulate product sales
strategies.

© IS0 2023 - All rights reserved
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Table A.1 (continued)

Domain

Tasks

Responsibilities

A.2 Planning and prepa-
ration

A.2.1 Refinement of product
selling points

A.2.1.1 Collect and organize information
about product selling points, refine key sell-
ing points of the product.

A.2.1.2 Write sales copy based on the prod-
uct selling points.

A.2.1.3 Provide suggestions for product opti-
mization and recommendations for product
sales strategies based on the product selling
points.

A.2.2 Script planning

A.2.2.1 Collect script materials based on the

theme of live streaming njarketing, propose
and optimize the theme-of live streaming
marketing.

A.2.2.2 Create live'streanjing scripts, includ-
ing outlines and copies.

A.2.2.3 Optimize the live ftreaming mar-
keting process based on the live streaming
scripband develop contingency plans for un-
expected events during the live streaming.

A.2.3 Scene planning

A.2.3.1 Create a live strea|ming atmosphere
related to the theme of lie streaming
marketing, plan interactiye scenes for live
streaming marketing.

A.2.3.2 Make appropriate

use of props based

on the features of the product and create

marketing scenes based g
selling points.

n the product

A.2.3.3 Incorporate the product into the live
streaming marketing scefes.

© IS0 2023 - All rights reserved
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Table A.1 (continued)

Domain

Tasks

Responsibilities

A.3 Promotion and oper-
ation

A.3.1 Live streaming marketing
platforms selection and use

A.3.1.1 Be able to use various functions of
common live streaming marketing platforms
proficiently and be able to use auxiliary soft-
ware of live streaming marketing platforms
proficiently.

A.3.1.2 Select suitable live streaming mar-
keting platforms and schedule live stream-
ing marketing activities.

A.3.2 Traffic increase

A.3.2.1 Be able to release live streaming pre-

views, conduct live marketing preheating,
and gniﬂn fansinthe live roomt promote_

A.3.2.2 Learn about the channels|for in-

crease traffic in live streaming mprketing
and choose appropriatemethods based on
the situation.

A.3.3 Product operation

A.3.3.1 Establish a basic information da-
tabase for live streaming products, follow
up the shootihg of the product ac¢ording to
the shooting'specifications, follow up the
description of the product detail page, and
ensure the accuracy of the descriptions of
product detail pages, including piice and
¢ategories.

A.3.3.2 Collect feedback and demands from
fans regarding products, predict product
sales trends, and manage the onbparding
and delisting of live streaming prpducts.

A.3.3.3 Conduct regular product knowledge
training.

A.3.4 Event promotion

A.3.4.1 Prepare operational pland for live
streaming marketing events, estgblish an
operational system for them, incliiding

themes, topics, and trends.

A.3.4.2 Plan and organize live strgaming
marketing events, implement plans of live
streaming marketing events, and|adjust and
optimize them based on market dynamics.

A.3.4.3 Carry out pre and post-evgnt promo-
tion activities for live streaming fnarketing

events, including the design of promotional
materials such as offline posters, online
promotion copywriting.

A.4 Data analysis

A.4.1 Product data analysis

A.4.1.1 Collect browsing data of products
during the live streaming and analyse prod-
uct conversion rates.

A.4.1.2 Collect product return and exchange
data and analyse the reasons for returns and
exchanges.

A.4.1.3 Develop product data analysis re-
ports and provide recommendations for live
streaming marketing activities optimiza-
tion.
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Table A.1 (continued)

IWA 41:2023(E)

Domain

Tasks

Responsibilities

A.4.2 Fan data analysis

A.4.2.1 Collect and analys
haviours during the live s

ing and other indicators, e.g. fans increase

data, fans stay time, inter

repeated entries in the live room.

A.4.2.2 Collect and analyse data on fans’
live streaming transactions, e.g. product
click-through exposure rate, click-through

payment rate, and return

A.4.2.3 Develop fan data analysis reports
<

e data on fans' be-
treaming market-

action data, and

rate.

Glld Pl \v A% ;d\, I'CCUIITITICIIU
streaming marketing.dcti
tion.

tions for live
vities optimiza-

A5 Fan engagement and
management

A.5.1 Fan engagement develop-
ment

A.5.1.1 Organize and imp
enhance fan ehgagement.

A.5.1.2 Eyaluate the effec
engageinent and develop
fan satisfaction and loyal

ement activities to

tiveness of fan
plans for improve

y.

A.5.2 Fan management

AL5.2.1 Effectively commuynicate with fans,

track their activity.

A.5.2.2 Classify and cultiy
term.

rate fans in the long

A.6 Custonmper service

A.6.1 Product sales service

A.6.1.1 Familiarize with p
other basic information o
able to solve the problem

A.6.1.2 Know about prodt
exchange service process
smooth completion of ret
service.

A.6.1.3 Introduce product
exchange and other prefe
and promotional activitie
ly, which can help users e
information and particip4
activities.

rice, features and
f products, and be
b of the audience.

Ict return and
to ensure the
irn and exchange

discounts, points
rential information
s to users accurate-
hjoy preferential
Ite in promotional

A.6.2 Complaints and feedback
handling

A.6.2.1 Familiarize with t
plaint and feedback hand

he customer com-
ing process and

promptly address complalints and feedback.

A.6.2.2 Conduct user feed

faction surveys, collect and analyse user
feedback information, develop user evalu-
ation reports, and provide suggestions for

improving customer serv

back and satis-

ice.
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