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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.
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Introduction

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.
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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
app]ic; ble to the parties involved in live streaming mqupfing services

This d]cument does not cover information technology (IT) requirements, specifically exdluding:
— information security, cybersecurity, and privacy protection;
— cofling of audio, picture, multimedia, and hypermedia information;

— IT[service management and IT governance.

2 Normative references

There are no normative references in this document.

3 Tdrms and definitions
For thg purposes of this document, the followingterms and definitions apply.
ISO andl IEC maintain terminology databases-for use in standardization at the following addresses:

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

— IEC Electropedia: available athttps://www.electropedia.org/

3.1
live streaming
way/channel that uses network technology or streaming media technology to broadcasf| the streamed
video qver the internetiin real-time without first being recorded and stored

3.2
live streaming'marketing
activity or mede of marketing products, including goods and services, to reach consumerg or businesses
by usinjg.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-borderflive streaming marketing
activity of mgrketing products of one country or jurisdiction with the consumers or businesses in
another counfry or jurisdiction through or by the means of live streaming marketing {3.2), yith or
without the h¢lp of international logistics or overseas warehouses

3.8
multi-chann¢gl network agency
MCN agency
organization that recruits and cultivates the live streaming host (3.4) and the live streaming mprketer
(3.6), and proyides them with a series of services for marketing preparation and promotion

3.9

audience
person or groyip of persons who enters the live room (3.5), watches live streaming marketing (3.2), and is
interested in ¢r is likely to buy products

4 General principles

4.1 General

In order to pr¢vide an efficient live streaming marketing service, the following five principles shpuld be
abided by parties involved in live streaniing marketing services.

4.2 Credibility

The service pfocess of live streaming marketing established by and marketing information ekposed
within live stifeaming marKeting platforms should be real and credible.

4.3 Compliance

All activities

and“actions involved in live streaming marketing should consider the releva
applicable legtslati ecti i i

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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4.6 Customization

Services for live streaming marketing should be customized by fully considering and meeting the needs
and demands of the live streaming marketing participants.

5 Service process

5.1 Account creation and operation

5.1.1

General

Live st
the aug

5.1.2

The pr
During

a) ad

lience to create and operate accounts to conduct or participate in live streaming’'m

Account creation

bcess of account creation should be defined and provide clear instfiuctions for aca
the process of account creation, the live streaming marketing platforms should:

here to the principle of necessity to collect applicants’ registration information;

b) inflorm the account creators and clearly detail the terms of.sérvice in the website befo

thy
c) est

d) pr
crd

5.1.3

The p
replace
increaj

a) da
b) da

e final information;
ablish a robust mechanism for the registration afid response to the registration q

pvide feedback functions and relevant contact information in the website in cas
bators encounter problems.

Account operation

focess of account operation .should be defined and provide clear instructi
ments and edits on the profile photo, name, gender, region. Accounts can be
ed in activity through:

ly check-in;

ly video production and promotion;

c) in

Live s

owner
live st
incenti

eractions witlhrother accounts, including Like, Comment, Forward, etc., within the

eaming.marketing platforms should display and update the relevant informati
ony their pages, including the number of online days, the positive rating, and {
eaming marketing events. Live streaming marketing platforms should set up

reaming marketing platforms should allow live streaming marketers, live streamling hosts, and

arketing.

ount creators.

re they submit

ickly;

e the account

ns, including
operated and

platform.

bn on account
he number of
forresponding

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) the title of the specific live streaming marketing event;

b) the duration of the specific live streaming marketing event;

c) therelevant keywords and hashtags (#) of the specific live streaming marketing event;

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

© IS0 2023 - All rights reserved
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e) the screen orientation during live streaming marketing, including landscape and portrait;
f) the selection of live streaming software, obtaining the corresponding push URL.

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

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 marketmg platforms automatlcally generate 1nformat10n llnk and page showing
upcoming live mitted
and Verlfled he 1nf0rmat10n is allowed to be modified afterward but before the beginnifig| of live

is available for the account created to enter anytime to set live streaming mafrketing

environment while unavailable for other accounts.

5.3 Warm-up and promotion of live streaming marketing

To facilitate the promotion of live streaming marketing events, live stre@ming marketing pldtforms
should develop systems and corresponding pages to display all upceming live streaming marketing
events and contain a search engine by indicating account names, dates, hashtags (#), keyworgs, and
titles to let acqounts get relevant marketing event outcomes.

Live streaming marketing platforms should proactively *push live streaming marketing| event
information t¢ other accounts based on accounts’ activity.

The live room propaganda link and page are allowed™to be copied, shared and clicked within the
platform and in other social media sites for further promoting.

Live streaming marketing platforms should provide external marketing and promotion channpels for
accounts to warm up the events and target more audiences.

5.4 Live streaming marketing in progress

Live streaming marketing starts-when the audience are permitted to enter the live room by dlicking
given propaganda links and pages-at the scheduled time.

The live roon] displayed t@.the audience should be attractive and give easy access to the furlctions.
When live stfeaming marketing is in progress, the live room should clearly display the following
relevant information:

a) the accoupt ifformation created by the live streaming host or the live streaming marketer;

b) views in the Tive room;

c) productimages and necessary information;
d) thelink to the order and payment portal;

e) chatbox and emoji.

NOTE The link to the order and payment portal is the link intended to point to the page containing detailed
product information and the payment portal.

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.

4 © IS0 2023 - All rights reserved
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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
payment institutions.

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

5.5 Live streaming marketing completed

non-financial

ji work during

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 1

ve streaming

marketing statistical data.

Live sfreaming marketing platforms should protect the ownership of the video-of |
marketing team and do not disclose or edit the video for other purposes.

Live stfeaming marketing platforms should cooperate with third parties to establish a lo

ve streaming

bistics storage

servicg mechanism to provide supply chain solutions brought by the sales\of live streamling marketing

and update logistics and acceptance of products in real-time, and provide after-sale s
with cpmplaints from the audience. For cross-border live streaming marketing, cross-b
storage service is needed.

5.6 Accountlogout

Live stfeaming marketing platforms should establish ait.exit mechanism to deal with the
the acdounts and have clear instructions for them.

Live sfreaming marketing platforms should allow live streaming marketers, live str

ervice to deal
brder logistics

requests from

Paming hosts,

and th¢ audience to permanently log out of their accounts on a voluntary basis and del¢te the related

informlation and data generated.

Live sfreaming marketing platforms ‘should settle account balances and account as
accounts during the exit process.

sets with the

Live sfreaming marketing platforms should compel accounts that fail to comply with the terms of

serviceg or that violate the marketing code of conduct to exit.

6 Operation management of live streaming marketing participants

6.1 Live stréaming host

During live streaming marketing, the live streaming host, including the influencer, shouI]l:
a) provide reat and effective identity certificates and other usefut and necessary information when

creating an account within live streaming marketing platforms;
b) meet the applicable age-related restrictions and other requirements;

c) receive training on live streaming marketing and obtain necessary certificate of c
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;

ompetence, or

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 p
marketed;

© IS0 2023 - All rights reserved
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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 C(I)rresponding business licenses which can be easily found within live streamingma
platforms}

b) possess e
of the live
reality (V

NOTE
interact w

c) establish

protection, complaint and dispute handling, emergency management, etc;

d) develop a
and publi

e) develop a

necessary;

f) be capabl
unusual t

g) play a po
scrutiny.

6.3 Live st1
The live strea
a) receive tr

b) possess té

hough technical and service ability of the software and hardware to ensure the 3
streaming marketing, including the technical ability to realize green;screen and
R) live streaming, and promote eco-friendly delivery;

Virtual reality (VR) is the use of computer modelling and simulation that enables a p¢
th an artificial three-dimensional (3-D) visual or other sensory efi¥ironment.

effective mechanisms related to entry and exit procedures, information s

catalogue of restricted and prohibited goods and-services for live streaming ma
Fize it within live streaming marketing platforms;

hd publicize relevant management rules ofilive streaming marketing and update

)

e of monitoring the live rooms andthé deeds and words of live streaming hosts, det
raffic in live rooms, and shut down'live rooms in case of an emergency;

itive role in live streamingimarketing, be aware of the relevant laws and accept

reaming marketer
ming marketefshould:
hining onlive streaming marketing and have adequate marketing experience;

chni¢al'equipment and staff for live marketing services;

keting

uccess
virtual

rson to

pcurity

rketing

them if

ect the

public

¢) fulfil the

ompetence 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.
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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 marketlng platform operators, conduct consumer

t f ------- a1l ara-a-a-la. adaaeads 2 AL
Sa IS a-uuu SUTVCyS ohive .)Ll CattmiTg llUJLD 2 PT Uuu\.\.a Ho¥Faer LU TIITpTove SeFVIEes:

The MLN agency should protect and avoid disclosure of business secrets and men<ptiblic business
informfation.

7 Review and assessment

The liye streaming marketing platform should establish an efficiepfsmechanism to review all live
streanling marketing actions and activities, including but not limitéd to:

a) aufhenticity of information during account creation and registration;

b) appropriateness of deeds and words, dresses of live“streaming hosts during lfve streaming
mgrketing events;

c) orglerliness and the appropriate manner of interaction in live rooms;
d) authenticity and quality of the services provided by other cooperated third parties;

e) anj other necessary processes that may,impact the quality and success of live streamling marketing
services.

The live streaming marketing platform should establish an efficient mechanism to assesd the quality of
live stifeaming marketing action§ and activities.

8 Cantinuous imprevement

8.1 Service evaluation

The live streaming marketing platform should provide online service evaluation collectign channels for
live stijeaming'marketing participants. The evaluation contents should include, but is nof be limited to,
the fol1owing:

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.

Table A.1 — Competence for the live streaming marketer

Domain Tasks Responsibilities
A.1 Product s¢lection A.1.1 Product trend and conver- |A.1.1.1 Conduct market tesearch to clgssify
sion rate analysis products, collect and analyse productidata.

A.1.1.2 Track prodiict development trgnds,
predict produet changes, anticipate
hot-selling products, and create hot-sglling
products:

A.1.13 Summarize the reasons for chgng-
es in product conversion rates, forecasgt
product conversion rates, and calculate and
improve product conversion rates.

A.1.2 Product quality and price” |A.1.2.1 Perform analysis of product chfar-
analysis acteristics, master the parameter require-
ments related to products, and establish
quality control requirements of produlcts.

A.1.2.2 Learn about the relevant standards
of products and analyse product qualify.

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

A.1.3"Competitive analysis A.1.3.1 Learn about the types of compgptitive
products, collect and analyse competitor in-
formation, and develop competitor anplysis

reports.

A.1.3.2 Track competitor information pnd
optimize competitor analysis reports.

A.1.3.3 Compare competitors with selgct-
d Y Y lot das ok
\>v 8 lJl UUuUuLLlS A ivurIiiiuIiactc Pl uducltlt oa es

strategies.
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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 in

formation

about product selling points, refine key sell-

ing points of the product.

A.2.1.2 Write sales copy based
uct selling points.

A.2.1.3 Provide suggestions fo

on the prod-

r product opti-

mization and recommendations for product
sales strategies based on the product selling

noints
T

A.2.2 Script planning

A.2.2.1 Collect script matexial
theme of live streaming marke
and optimize the themelof live
marketing.

A.2.2.2 Create live'streaming j
ing outlines:and copies.

A.2.2.3 Optimize the live stred
keting process based on the li
scriptiand develop contingenc
expected events during the liv

5 based on the
ting, propose
streaming

cripts, includ-

ming mar-

ye streaming
y plans for un-
e streaming.

A.2.3 Scene planning

A.2.3.1 Create a live streaming
related to the theme of live stn
marketing, plan interactive sc
streaming marketing.

A.2.3.2 Make appropriate use
on the features of the product
marketing scenes based on th
selling points.

A.2.3.3 Incorporate the produ
streaming marketing scenes.

r atmosphere
eaming
enes for live

bf props based
and create
e product

Ct into the live

© 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 Trafficincrease

A.3.2.1 Be able to release live streaming pre-

views, conduct live marketing preheafiing,
and guide fans in the live room ta!promote.

A.3.2.2 Learn about the channels for ip-
crease traffic in live streaming markefing
and choose appropriategnethods baseld on
the situation.

A.3.3 Product operation

A.3.3.1 Establish dbasic information da-
tabase for live streaming products, foﬂlow
up the shooting of the product according to
the shooting'specifications, follow up the
description of the product detail page]and
ensure.the accuracy of the descriptior]s of
product detail pages, including price and
categories.

A.3.3.2 Collect feedback and demands|from
fans regarding products, predict prodpct
sales trends, and manage the onboardjing
and delisting of live streaming produdts.

A.3.3.3 Conduct regular product knowledge
training.

A.3.4 Event promotion

A.3.4.1 Prepare operational plans for live
streaming marketing events, establish an
operational system for them, including
themes, topics, and trends.

A.3.4.2 Plan and organize live streaming
marketing events, implement plans of{live
streaming marketing events, and adjufst and
optimize them based on market dynamnics.

A.3.4.3 Carry out pre and post-event promo-
tion activities for live streaming markieting
events, including the design of promotjional
materials suich as offline pasters onlime

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)

Domain

Tasks

Responsibilities

A.4.2 Fan data analysis

A.4.2.1 Collect and analyse data on fans' be-
haviours during the live streaming market-
ing and other indicators, e.g. fans increase
data, fans stay time, interaction data, and
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 rate.

A.4.2.3 Develop fan data analy
and provide recommendation
streaming marketing activitie
tion.

sis reports
5 for live
S optimiza-

A5 Far engagement and
management

A.5.1 Fan engagement develop-
ment

A.5.1.1 Organize-and impleme
enhance fan engagement.

A.5.1.2 Evaluate the effectiven
engagement and develop plan
fan satisfaction and loyalty.

nt activities to

ess of fan
for improve

A.5.2 Fan management

A5.2.1 Effectively communic3
track their activity.

A.5.2.2 Classify and cultivate f
term.

te with fans,

ans in the long

A.6 Customer service

A.6.1 Product sales service

A.6.1.1 Familiarize with price,
other basic information of pro
able to solve the problems of t

A.6.1.2 Know about product rg
exchange service process, to e
smooth completion of return 3
service.

A.6.1.3 Introduce product disd
exchange and other preferenti

and promotional activities to §isers accurate-

ly, which can help users enjoy
information and participate in
activities.

features and
ducts, and be
he audience.

turn and
nsure the
nd exchange

ounts, points
al information

preferential
promotional

A.6.2 Complaints and feedback
handling

A.6.2.1 Familiarize with the ¢
plaint and feedback handling
promptly address complaints

A.6.2.2 Conduct user feedbacK
faction surveys, collectand a

stomer com-
rocess and
hnd feedback.

and satis-

alyse user

feedback information, develop user evalu-
ation reports, and provide suggestions for

improving customer service.
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