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The Trust Monetization Path of E-commerce Streamers from the
Perspective of Social Capital Theory: A Comparative Study Based on
Chinese and Overseas Dual Cases

Jielan Liu' Meng Lin'
(‘Guangzhou Institute of Science and Technology, Guangzhou, Guangdong, China, 510540)

Abstract: Drawing on social capital theory, this study investigates the core question of how e-commerce streamers
convert fan trust into commercial returns, addressing the lack of a unified theoretical framework and a China
—overseas comparative perspective in existing research. Employing a dual-case comparative approach, the
study selects "Xiaoyangge" from China and "Kylie Jenner" from the United States as typical cases, and
constructs a three-dimensional analytical framework of "trust—network—norm." Integrating various platform
data, it conducts an in-depth comparison of the two streamers' social capital accumulation and trust
monetization mechanisms. The findings reveal that the commercial monetization of e-commerce streamers is
essentially a process of social capital transformation, following a three-dimensional synergistic logic. The
Chinese model is centered on emotional trust, strong-tie networks, and emotional reciprocity norms, whereas
the overseas model is centered on cognitive trust, weak-tie networks, and identity reciprocity norms.
Branding transformation serves as a critical pathway for achieving long-term social capital accumulation.
The innovation of this study lies in proposing four conditional theoretical propositions —for instance, "the
stronger the platform's interactivity, the more pronounced the effect of emotional trust on immediate sales
conversion" — thereby elevating descriptive generalization to explanatory theoretical judgment. It is
recommended that content creators cultivate a long-term operational mindset, that e-commerce enterprises
incorporate streamers' social capital into brand asset management, and that universities integrate relevant

theories into e-commerce talent training programs.

Keywords: Social Capital; E-commerce Streamer; Trust Monetization; Live-streaming E-commerce; Case Study;

China-overseas Comparison
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