BAB V

KESIMPULAN

Bab ini membahas kesimpulan dari hasil dan pembahasan penelitian, keterbatasan
penelitian dan saran untuk penelitian selanjutnya, serta implikasi manajerual menjelaskan saran

untuk perusahaan kedepannya.
5.1. Kesimpulan

Berdasarkan hasil penelitian dan pembahasan yang telah dilakukan, maka dapat
ditarik kesimpulan sebagai berikut:

1. Hasil penelitian menunjukkan bahwa daya tarik penyiar memiliki
pengaruh terhadap kenikmatan yang dirasakan oleh penonton live
streaming Npure di TikTok tidak berpengaruh (Ditolak). Yang artinya
bahwa daya tarik dari penyiar seperti penampilan yang menarik dan
pembawaan penyiar pada saat live streaming berlangsung membuat
penonton merasakan kenikmatan yang berpengaruh terhadap kurangnya
pembelian impulsif dari penonton.

2. Hasil penelitian menunjukkan bahwa dapat dipercaya penyiar memiliki
pengaruh terhadap kenikmatan yang dirasakan oleh penonton live
streaming Npure di TikTok (Diterima). Yang artinya bahwa penonton
merasakan kenikmatan nyaman dikarenakan penyiar dapat dipercaya,
jujur dan dapat diandalkan sehingga terjadilah pembelian impulsif yang
dilakukan oleh penonton.

3. Hasil penelitian menunjukkan bahwa keahlian penyiar memiliki
pengaruh terhadap kenikmatan yang dirasakan oleh penonton live
streaming Npure di TikTok (Diterima). Yang artinya bahwa dengan
adanya keahlian yang dimiliki seorang penyiar, penonton merasa bahwa
apa yang di katakana oleh penyiar memang betul jujur, sehingga
penonton pun akan melakukan pembelian secara impulsif.

4. Hasil penelitian menunjukkan bahwa manfaat produk memiliki
pengaruh terhadap manfaat yang dirasakan oleh penonton live streaming
Npure di TikTok (Ditolak). Yang artinya bahwa manfaat produk kurang
memiliki pengaruh terhadap manfaat yang dirasakan oleh penonton.
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Karena penonton kurang merasa bahwa produk ini bermanfaat bagi
penonton yang berarti penonton tidak akan membeli produk ini secara
impulsif.

. Hasil penelitian menunjukkan bahwa kenyamanan berbelanja memiliki
pengaruh terhadap manfaat yang dirasakan oleh penonton live streaming
Npure di TikTok (Diterima). Yang artinya bahwa kenyamanan
berbelanja mempengaruhi manfaat yang dirasakan oleh penonton.
Kenyamanan yang dimaksud seperti penonton bisa membeli produk
kapan saja, gampang untuk digunakan oleh pemula dan yang terpenting
pembeli tidak harus keluar rumah untuk membeli produk tersebut
sehingga terjadilah pembelian secara impulsif.

. Hasil penelitian menunjukkan bahwa harga produk memiliki pengaruh
terhadap manfaat yang dirasakan oleh penonton live streaming Npure di
TikTok (Diterima). Yang artinya bahwa produk yang ditawarkan
penyiar masih dibatas wajar dan kadang memberikan diskon pada saat
live streaming yang membuat manfaat yang dirasakan oleh penonton.

. Hasil penelitian menunjukkan bahwa manfaat yang dirasakan memiliki
pengaruh terhadap perilaku pembelian impulsif oleh penonton live
streaming Npure di TikTok (Diterima). Yang artinya bahwa manfaat
yang dirasakan oleh penonton pada saat menonton live streaming
berlangsung berujung pada pembelian impulsif yang dilakukan oleh
penonton.

. Hasil penelitian menunjukkan bahwa manfaat yang dirasakan memiliki
pengaruh terhadap kenikmatan yang di rasakan oleh penonton live
streaming Npure di TikTok (Diterima). Yang artinya bahwa manfaat
yang dirasakan oleh penonton pada saat menonton live streaming
penyiar berpengaruh terhadap kenikmatan yang dirasakan oleh
penonton.

. Hasil penelitian menunjukkan bahwa kenikmatan yang dirasakan
mempengaruhi keinginan untuk membeli secara impulsif pada live
streaming merek Npure di TikTok (Diterima). Yang artinya bahwa
kenikmatan yang dirasakan oleh penonton membuat penonton untuk

melakukan pembelian secara impulsif.
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5.2. Keterbatasan Penelitian

Berdasarkan hasil penelitian yang telah dilakukan terdapat beberapa
keterbatasan yang dapat menjadi bahan pertimbangan untuk penelitian selanjutnya.
Berikut keterbatasan untuk penelitian selanjutnya:

1. Dalam penelitian ini mengacu pada penelitian sebelumnya dengan
objek konsumen yang memiliki pengalaman berbelanja di berbagai
platform live streaming yang ada di China, akan tetapi dalam
penelitian ini objek yang digunakan hanya berfokus pada konsumen
yang menggunakan platform live streaming di TikTok dan
mengetahui merek Npure.

2. Hasil penelitian ini juga menunjukkan bahwa faktor daya tarik
penyiar yang tidak berpengaruh terhadap kenikmatan yang
dirasakan oleh penonton live streaming Npure di Tiktok. Hal ini
bertolak belakang dengan penelitian sebelumnya yang menunjukkan
bahwa daya tarik berpengaruh signifikan terhadap kenikmatan yang

dirasakan penonton.
5.3. Saran

Berdasarkan hasil penelitian yang telah dilakukan terdapat beberapa yang dapat
menjadi bahan pertimbangan untuk penelitian selanjutnya. Berikut saran untuk
penelitian selanjutnya:

1. Maka dari itu untuk penelitian selanjutnnya dapat mengacu pada jurnal
utama dengan objek konsumen yang memiliki pengalaman berbelanja
di berbagai platfrom, serta tidak hanya bertumpu pada satu platform dan
satu produk saja.

2. Hal ini, mengindikasikan bahwa perbedaan demografi objek penelitian
dapat menghasilkan hasil yang berbeda. Maka dari itu, untuk penelitian
selanjutnya dapat menggali faktor — faktor stimulus lainnya yang
berpengaruh terhadap kenikmatan yang dirasakan oleh penonton.
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5.4. Implikasi Manajerial

Berdasarkan hasil penelitian yang dilakukan, maka penulis dapat menunjukan
adanya pengaruh baik dari faktor-faktor yang mempengaruhi perilaku pembelian
secara impulsif pada perdagangan live streaming (studi pada merek Npure). Hasil
uji hipotesis menunjukkan bahwa kemudahan pembelian yang ditawarkan pada live
streaming produk Npure di TikTok menjadi faktor yang paling dipertimbangkan
konsumen saat akan melakukan pembelian terkhususnya untuk aspek unur, yang
dimana produk ini lebih konsen dengan penonton atau pembeli yang berumur 17-
45 tahun, sehingga membatasi pembeli atau penonton yang tidak didalam kriteria
umur tersebut.

Lalu semakin mudah dan ramah proses pembelian, maka semakin besar pula
kemungkinan penonton merasa senang pada saat melakukan pembelian serta
konsumen akan semakin merasakan kegunaan dari live streaming produk Npure di
TikTok yang diharapkan dapat memberikan fitur dan layanan yang mudah
digunakan penonton dalam melakukan pembelian. Tetapi, penonton juga harus
menyadari bahwa pembelian secara impulsif itu merupakan hal yang negatif. Maka
dari itu, dibutuhkannya kesadaran penonton untuk membeli barang/produk sesuai
dengan kebutuhan saja.

Kemudian hasil penelitian ini juga juga bertujuan untuk penyiar Npure sendiri
yang dapat dilihat dari penelitian ini yang menunjukkan bahwa kenikmatan yang
diberikan oleh penyiar sangat mendorong penonton untuk melakukan pembelian
secara impulsif. Maka dari itu, produk Npure diharapkan jauh lebih memberikan
nilai kegunaan yang dirasakan konsumen dengan menyediakan produk dan layanan
yang baik, serta produk Npure dapat memberikan tayangan live streaming yang

menghibur san menyenangkan penonton.
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Lampiran 1

KUISIONER PENELITIAN

Pertanyaan Filter

1.

Apakah responden berumur 17 - 45 tahun?

a. Ya

b. Tidak

Apakah Anda mengetahui merek Npure ?

a. Ya

b. Tidak

Apakah Anda pernah menonton live streaming Npure di Tiktok setidaknya 1
kali dalm kurun waktu 6 bulan terahir?

a. Ya

b. Tidak

No Pertanyaan STS|TS| N | S |ST

Daya Tarik

1 Penyiar live streaming Npure di Tiktok

membuat saya senang.

2 Penyiar live streaming Npure di Tiktok

memiliki penampilan yang menarik.

3 Penyiar live streaming Npure di Tiktok
menarik perhatian saya.

4 Menurut saya, penyiar live streaming Npure
di Tiktok ramah (misalnya sering menyapa

dan berinterksi dengan penonton)

5 Menurut saya, penyiar live streaming Npure
di Tiktok membawakan live streaming

dengan baik.

Dapat Dipercaya

1 Saya merasa penyiar live streaming Npure di
Tiktok dapat diandalkan.

2 Saya merasa bahwa penyiar live streaming
Npure di Tiktok jujur.
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3 Saya merasa bahwa penyiar live streaming
Npure di Tiktok dapat dipercaya.

4 Saya merasa bahwa penyiar live streaming
Npure di Tiktok tulus .

Keahlian

1 Saya merasa bahwa penyiar live streaming
Npure di Tiktok berpengalaman.

2 Saya merasa bahwa peyiar live streaming di
Tiktok memiliki pengetahuan yang luas
mengenai produk yang dijual.

3 Saya merasa bahwa penyiar live
streaming Npure di Tiktok memiliki
kualisifikasi untuk menjual produk Npure.

4 Saya merasa bahwa penyiar live streaming

Npure di Tiktok ahli di bidangnya.

Manfaat Produk

1 Produk yang dijual live streaming Npure di
Tiktok merupakan produk yang saya
perlukan.

2 Menurut saya, Produk Npure yang dijual
dalam live streaming Tiktok memiliki
manfaat bagi saya.

3 Produk Npure yang dijual di live streaming

Tiktok dapat memenuhi kebutuhan saya.

Kenyamanan Berbelanja

1 Live streaming produk Npure di Tiktok
menyediakan prosedur pemesanan yang
jelas.

2 Melakukan pembelian produk Npure di live
streaming Tiktok sangat mudah bagi pemula

3 Live streaming produk Npure di Tiktok

sangat nyaman digunakan.
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4 Live streaming produk Npure di Tiktok
memungkinkan saya berbelanja kapan pun
saya mau.

5 Live streaming produk Npure di Tiktok
memungkinkan saya berbelanja tanpa harus
pergi keluar rumah.

Harga Produk

1 Live streaming produk Npure di Tiktok
menawarkan produk dengan harga yang
wajar.

2 Live streaming produk Npure di Tiktok
memberikan harga diskon yang sangat
murah.

3 Harga produk Npure di live streaming
Tiktok cukup terjangkau.

Kenikmatan Yang Dirasakan

1 Berbelanja dengan live streaming Npure di
Tiktok sangat mengasyikkan bagi saya.

2 Saya sangat menikmati berbelanja lewat live
streaming Npure di Tiktok.

3 Berbelanja lewat live streaming Npure di
Tiktok sangat menarik bagi saya.

4 Saya merasa kunjungan saya ke live
streaming produk Npure di Tiktok
menyenangkan.

5 Menurut saya, berbelanja lewat live
streaming itu seru karena memang asyik.

Manfaat Yang Dirasakan

1 Dengan menggunakan live streaming Npure
di Tiktok dapat menghemat waktu
berbelanja saya, terutama dalam mencari
dan membeli produk.
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Live streaming Npure di Tiktok membantu
sayadalam membeli produk Npure yang

saya inginkan secara online.

Menggunakan live streaming Npure di
Tiktok membuat saya lebih cepat dan efektif

untuk mencari dan membeli produk Npure.

Menggunakan live streaming produk Npure
di Tiktok memudahkan saya dalam mencari
dan membeli produk Npure dibandingkan

cara pembelian online lainnya.

Menggunakan live streaming produk Npure
di  Tiktok  meningkatkan efektivitas
berbelanja saya. (produk mudah dicari,
informasi produk lengkap, ada identitas, ada
diskon,dll)

Peril

aku Pembelian Impulsif

1

Saat menonton live streaming produk Npure
di Tiktok, saya jadi ingin membeli barang

yang sebenarnya tidak saya rencanakan .

Saya beberapa kali tiba-tiba ingin membeli
barang saat menonton live streaming
produk Npure di Tiktok.

Saat menonton live streaming produk Npure
di Tiktok, saya tergoda untuk membeli

barang di luar tujuan awal belanja saya.

Ketika saya menonton live streaming produk
Npure di Tiktok, saya tiba-tiba merasa ingin

membeliproduk Npure.

Setelah menonton live streaming produk
Npure di Tiktok. Staya menghabiskan lebih

banyak uang dari yang saya rencanakan.
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Pertanyaan Demografi Responden
Jenis Kelamin
o Wanita

o Pria
Umur

o 17-24 Tahun
o 25-31 Tahun
o 32-38 Tahun
o 39-45 Tahun

Pekerjaan

o Pelajar/Mahasiswa

o Pegawai Swasta

o Ibu Rumah Tangga

o Pegawai Negeri

o Pekerja Lepas/Freelance

o Lainnya
Penghasilan

o Rp.500.000-Rp.2.000.000

o Rp.2.000.001-Rp.4.000.000
o Rp.4.000.001-Rp.6.000.000
o Lebih dari Rp.6.000.000
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Lampiran 2

KUISIONER ONLINE

NPURE

PURL DEAUTY IN HATURAL WAY

TikTok Shop

Kuisioner Penelitian Faktor-Faktor yang
Mempengaruhi Perilaku Pembelian
Impulsif pada Perdagangan Live
Streaming (Studi pada Merek Npure)

Halo!

Perkenalkan saya Fanny Sagita Siregar Mahasiswa 51 Program Studi Manajemen, Fakultas
Bisnis dan Ekonomika, Universitas Atma Jaya Yogyakarta.

Saat ini saya sedang melakukan penelitian tugas akhir yang berjudul "FAKTOR-FAKTOR
YANG MEMPENGARUHI PERILAKU PEMBELIAN IMPULSIF PADA PERDAGANGAN LIVE
STREAMING (Studi pada Merek Npure)".

Oleh karena itu, saya membutuhkan kriteria responden dalam penelitian ini, yaitu:

1. Responden berumur 17 — 45 tahun

2. Responden mengetahui merek Npure

3. Responden sekiranya pernah menonton live streaming Npure di Tiktok setidaknya 1 kali
dalam kurun waktu 6 bulan terakhir.

Saya memohon kesediaan Anda untuk mengisi kuisioner ini. Pengisian kuisioner ini
membutuhkan wakiu sekitar 5-10 menit. Keseluruhan data dari hasil pengisian kuisioner

ini akan dijamin kerahasiaannya dan hanya akan digunakan untuk kepentingan penelitian.

Apabila terdapat pertanyaan seputar kuisioner dapat menghubungi saya melalui,
email : fannysagitasiregar@gmail.com

Terima kasih banyak atas kesediaan Anda untuk mengisi kuisioner ini.
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NPURE

PURL DEAUTY IH HATURAL WAY

TikTok Shop

Kuisioner Penelitian Faktor-Faktor yang
Mempengaruhi Perilaku Pembelian
Impulsif pada Perdagangan Live
Streaming (Studi pada Merek Npure)

fannysagitasiregar@gmail.com Ganti akun &

Alarmat email Anda akan direkam saat formulir ini dikirimkan

* Menunjukkan pertanyaan yang wajib diisi

Pertanyaan ini digunakan untuk mendapatkan responden dengan kriteria yang sesuai

Apakah responden berumur 17 - 45 tahun? *

() va
() Tidak

Kembali Berikutnya Kosongkan formulir
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NPURE

FURL DEAUTY IN NATURAL WAY

TikTok Shop

Kuisioner Penelitian Faktor-Faktor yang
Mempengaruhi Perilaku Pembelian
Impulsif pada Perdagangan Live
Streaming (Studi pada Merek Npure)

fannysagitasiregar@gmail.com Ganti akun &

Alamat email Anda akan direkam szat formulir ini dikirimkan

* Menunjukkan pertanyaan yang wajib diisi

Pertanyaan ini digunakan untuk mendapatkan responden dengan kriteria yang sesuai

Apakah Anda mengetahui merek Npure? *

() va
() Tidak

Kembali Berikutnya Kosongkan formulir
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NPURE

PURLDLAUTY IN NATURAL WAY

TikTok Shop

Kuisioner Penelitian Faktor-Faktor yang
Mempengaruhi Perilaku Pembelian
Impulsif pada Perdagangan Live
Streaming (Studi pada Merek Npure)

fannysagitasiregar@gmail.com Ganti akun &

Alamat email Anda akan direkam saat formulir ini dikirimkan

* Menunjukkan pertanyaan yang wajib diisi

Pertanyaan ini digunakan untuk mendapatkan responden dengan kriteria yang sesuai

Apakah Anda pernah menonton live streaming Npure di tiktok setidaknya 1 kali ~ *
dalam kurun waktu 6 bulan terahir?

() va
() Tidak

Kembali Berikutnya Kosongkan formulir
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TikTok Shop

Kuisioner Penelitian Faktor-Faktor yang
Mempengaruhi Perilaku Pembelian
Impulsif pada Perdagangan Live
Streaming (Studi pada Merek Npure)

fannysagitasiregar@gmail.com Ganti akun iy

Alamat email Anda akan direkam saat formulir ini dikirimkan

* Menunjukkan pertanyaan yang wajib diisi

Silahkan bayangkan pengalaman Anda ketika berinteraksi dengan penyiar dalam live
streaming produk Npure di Tiktok untuk menjawab pertanyaan-pertanyaan berikut ini.

Responden dimohon untuk menjawab semua pertanyaan yang di ajukan dengan memilih
salah satu jawaban yang paling relevan dengan pendapat responden. Dengan klasifikasi
Jawaban sebagai berikut :

: Sangat Tidak Setuju
: Tidak Setuju

T Netral

: Setuju

: Sangat Setuju

ook wN =

Penyiar live streaming Mpure di Tiktok membuat saya senang. *

1 2 3 4 5

O O Sangat Setuju

Sangat Tidak Setuju O W)

Penyiar live streaming MNpure di Tiktok memiliki penampilan yang menarik. *
1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Penyiar live streaming NMpure di Tiktok menarik perhatian saya. *
1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Menurut saya, penyiar live streaming Npure di Tiktok ramah (misalnya sering *
menyapa dan berinterksi dengan penonton)

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Menurut saya, penyiar live streaming Npure di Tiktok membawakan five streaming *
dengan baik.

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutnya Kosongkan formulir
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NPURE

PURE BEAUTY I NATURAL WAY

TikTok Shop

Kuisioner Penelitian Faktor-Faktor yang
Mempengaruhi Perilaku Pembelian
Impulsif pada Perdagangan Live
Streaming (Studi pada Merek Npure)

fannysagitasiregar@gmail.com Ganti akun fey

Alamat email Anda akan direkam saat formulir ini dikirimkan

* Menunjulkkan pertanyaan yang wajib diisi

Silahkan bayangkan pengalaman Anda ketika berinteraksi dengan penyiar dalam live
streaming produk Npure di Tiktok untuk menjawab pertanyaan-pertanyaan berikut ini.

Responden dimohon untuk menjawab semua pertanyaan yang di ajukan dengan memilih
salah satu jawaban yang paling relevan dengan pendapat responden. Dengan klasifikasi
jawaban sebagai berikut :

: Sangat Tidak Setuju
: Tidak Setuju

: Netral

: Setuju

: Sangat Setuju

10 SV L

Saya merasa bahwa penyiar live streaming Npure di Tiktok dapat diandalkan. *

Sangat Tidak Setuju O O 'O O C) Sangat Setuju

Saya merasa bahwa penyiar live streaming Npure di Tiktok jujur. *
1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya merasa bahwa penyiar live streaming Npure di Tiktok dapat dipercaya. *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya merasa bahwa penyiar live streaming Npure di Tiktok tulus. *

1 2 3 4 5

Sangat Tidak Setuju O O O O o Sangat Setuju

Kembali Berikutnya Kosongkan formulir
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TikTok Shop

Kuisioner Penelitian Faktor-Faktor yang
Mempengaruhi Perilaku Pembelian
Impulsif pada Perdagangan Live
Streaming (Studi pada Merek Npure)

fanny itasireg il.com Ganti akun [y

Alamat email Anda akan direkam saat formulir ini dikirimkan

* Menunjukkan pertanyaan yang wajib diisi

Silahkan bayangkan pengalaman Anda ketika berinteraksi dengan penyiar dalam live
streaming produk Npure di Tiktok untuk menjawab pertanyaan-pertanyaan berikut ini.

Responden dimchon untuk menjawab semua pertanyaan yang di ajukan dengan memilih
salah satu jawaban yang paling relevan dengan pendapat responden. Dengan klasifikasi
jawaban sebagai berikut :

: Sangat Tidak Setuju
: Tidak Setuju

: Netral

: Setuju

: Sangat Setuju

(4 R

Saya merasa bahwa penyiar live streaming Npure di Tiktok berpengalaman. *

1 2 3 4 5
) &) ] ) &)
Sangat Tidak Setuju N - N -y - Sangat Setuju
Saya merasa bahwa penyiar live streaming Npure di Tiktok memiliki *

pengetahuan yang luas mengenai produk yang dijual.

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya merasa bahwa penyiar live streaming Npure di Tiktok memiliki kualifikasi *
untuk menjual produk Npure.

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya merasa bahwa penyiar live streaming Npure di Tiktok ahli di bidangnya. *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutnya Kosongkan formulir
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NPURE

PURE DEAUTY IN NATURAL WAY

TikTok Shop

Kuisioner Penelitian Faktor-Faktor yang
Mempengaruhi Perilaku Pembelian
Impulsif pada Perdagangan Live
Streaming (Studi pada Merek Npure)

fannysagitasiregar@gmail.com Ganti akun [

Alamat email Anda akan direkam saat formulir ini dikirimkan

* Menunjukkan pertanyaan yang wajib diisi

Silahkan bayangkan pengalaman Anda ketika berinteraksi dengan penyiar dalam live
streaming produk Npure di Tiktok untuk menjawab pertanyaan-pertanyaan berikut ini.

Responden dimohon untuk menjawab semua pertanyaan yang di ajukan dengan memilih
salah satu jawaban yang paling relevan dengan pendapat respenden. Dengan klasifikasi
jawaban sebagai berikut :

. Sangat Tidak Setuju
: Tidak Setuju

: Netral

1 Setuju

: Sangat Setuju

(SR I

Produk Npure yang dijual dalam live streaming Tiktok merupakan produk yang *
saya perlukan.

Sangat Tidak Setuju O O O O O Sangat Setuju

Menurut saya, Produk Npure yang dijual dalam live streaming Tiktok memiliki *
manfaat bagi saya.

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Produk Npure yang dijual dalam live streaming Tiktok dapat memenuhi kebutuhan *
saya.

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutnya Kosongkan formulir
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TikTok shop

Kuisioner Penelitian Faktor-Faktor yang
Mempengaruhi Perilaku Pembelian
Impulsif pada Perdagangan Live
Streaming (Studi pada Merek Npure)

fannysagitasiregar@gmail.com Ganti akun o

Alamat email Anda akan direkam saat formulir ini dikirimkan

* Menunjukkan pertanyaan yang wajib diisi

Silahkan bayangkan pengalaman Anda ketika berinteraksi dengan penyiar dalam live
streaming produk Npure di Tiktok untuk menjawab pertanyaan-pertanyaan berikut ini.

Responden dimohon untuk menjawab semua pertanyaan yang di ajukan dengan memilih
salah satu jawaban yang paling relevan dengan pendapat responden. Dengan klasifikasi
Jjawaban sebagai berikut :

: Sangat Tidak Setuju
: Tidak Setuju

: Netral

: Setuju

: Sangat Setuju

(S I ]

Live streaming produk Npure di Tiktok menyediakan prosedur pemesanan yang 2
jelas.

Sangat Tidak Setuju O C '(_" O O Sangat Setuju

Melakukan pembelian Npure di live streaming Tiktok sangat mudah bagi pemula *

hl 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Live streaming Npure di Tiktok sangat nyaman digunakan. *

1 2 3 4 5

Sangat Tidak Setuju O O O &) O Sangat Setuju

Live streaming MNpure di Tiktok memungkinkan saya berbelanja kapan pun saya *
mau.

1 2 3 4 S

Sangat Tidak Setuju O O O O O Sangat Setuju

Live streaming MNpure di Tiktok memungkinkan saya berbelanja tanpa harus pergi *
keluar rumah.

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

89



NPURE

PURE DEAUTY I NATURAL WAY

TikTok Shop

Kuisioner Penelitian Faktor-Faktor yang
Mempengaruhi Perilaku Pembelian
Impulsif pada Perdagangan Live
Streaming (Studi pada Merek Npure)

fannysagitasiregar@gmail.com Ganti akun [y

Alamat email Anda akan direkam saat formulir ini dikirimkan

* Menunjukkan pertanyaan yang wajib diisi

Silahkan bayangkan pengalaman Anda ketika berinteraksi dengan penyiar dalam live
streaming produk Mpure di Tiktok untuk menjawab pertanyaan-pertanyaan berikut ini.

Responden dimohon untuk menjawab semua pertanyaan yang di ajukan dengan memilih
salah satu jawaban yang paling relevan dengan pendapat responden. Dengan klasifikasi
jawaban sebagai berikut :

: Sangat Tidak Setuju
: Tidak Setuju

: Netral

: Setuju

: Sangat Setuju

(S, = TV

Live streaming produk Npure di Tiktok menawarkan produk dengan harga yang *
wajar.

Sangat Tidak Setuju O O O O O Sangat Setuju

Live streaming produk Npure di Tiktok memberikan harga diskon yang sangat *
murah.

Sangat Tidak Setuju O O O O O Sangat Setuju

Harga produk Npure di live streaming di Tiktok cukup terjangkau. *

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutnya Kosongkan formulir
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TikTok Shop

Kuisioner Penelitian Faktor-Faktor yang
Mempengaruhi Perilaku Pembelian
Impulsif pada Perdagangan Live
Streaming (Studi pada Merek Npure)

fannysagitasiregar@gmail.com Ganti akun Fry
Alamat email Anda akan direkam saat formulirini dikirimkan

* Menunjukkan pertanyaan yang wajib diisi

Silahkan bayangkan pengalaman Anda ketilka berinteraksi dengan penyiar dalam live
streaming produk Npure di Tiktok untuk menjawab pertanyaan-pertanyaan berikut ini.

Responden dimohon untuk menjawab semua pertanyaan yang di ajukan dengan memilih
salah satu jawaban yang paling relevan dengan pendapat responden. Dengan klasifikasi
jawaban sebagai berikut :

1 : Sangat Tidak Setuju
2 : Tidak Setuju

3 : Netral

4: Setuju

5: Ssangat Setuju

Berbelanja lewat live streaming Mpure di Tiktok sangat mengasyikkan bagi saya. *

Sangat Tidak Setuju O L @] O O Sangat Setuju

Saya sangat menikmati berbelanja lewat live streaming NMpure di Tiktok. *

Sangat Tidak Setuju o '\:J ) o Sangat Setuju

Berbelanja lewat live streaming Npure di Tiktok sangat menarik bagi saya. *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya merasa kunjungan saya ke live streaming Npure di Tiktok menyenangkan. *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Menurut saya, berbelanja lewat live streaming itu seru karena memang asyik. *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutnya Kosongkan formulir
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TikTok Shop

Kuisioner Penelitian Faktor-Faktor yang
Mempengaruhi Perilaku Pembelian
Impulsif pada Perdagangan Live
Streaming (Studi pada Merek Npure)

fannysagitasiregar@gmail.com Ganti akun fenN
Alamat email Anda akan direkam saat formulir ini dikirimkan

* Menunjukkan pertanyaan yang wajib diisi

Silahkan bayangkan pengalaman Anda ketika berinteraksi dengan penyiar dalam live
streaming produk Npure di Tiktok untuk menjawab pertanyaan-pertanyaan berikut ini.

Responden dimohon untuk menjawab semua pertanyaan yang di ajukan dengan memilih
salah satu jawaban yang paling relevan dengan pendapat responden. Dengan klasifikasi
jawaban sebagai berikut :

: Sangat Tidak Setuju
: Tidak Setuju

: Netral

1 Setuju

: Sangat Setuju

ook w N =

Dengan menggunakan live streaming Mpure di Tiktok dapat menghemat waktu =
berbelanja saya. terutama dalam mencari dan membeli produk.

1 2 2 4 5
P e -
Sangat Tidak Setuju O N O O O Sangat Setuju
Live streaming Npure di Tiktok membantu saya dalam membeli produk Npure *

yang saya inginkan secara online.
1 2 3 4 5

Sangat Tidak Setuju O Q O O Q Sangat Setuju

Menggunakan live streaming Npure di Tiktok membuat saya lebih cepat dan *
efektif untuk mencari dan membeli produk Npure.

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Menggunakan live streaming Npure di Tiktok memudahkan saya dalam mencari  *
dan membeli produk Npure dibandingkan cara pembelian online lainnya.

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Menggunakan live streaming Npure di Tiktok meningkatkan efektivitas berbelanja *
saya. (produk mudah dicari, informasi produk lengkap, ada identitas, ada
diskon,dll)

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju
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PURE DEAUTY IN NATURAL WAY

TikTok Shop

Kuisioner Penelitian Faktor-Faktor yang
Mempengaruhi Perilaku Pembelian
Impulsif pada Perdagangan Live
Streaming (Studi pada Merek Npure)

fannysagitasiregar@gmail.com Ganti akun [

Alamat email Anda akan direkam saat formulir ini dikirimkan

* Menunjukkan pertanyaan yang wajib diisi

Silahkan bayangkan pengalaman Anda ketika berinteraksi dengan penyiar dalam live
streaming produk Mpure di Tiktok untuk menjawab pertanyaan-pertanyaan berikut ini.

Responden dimohon untuk menjawab semua pertanyaan yang di ajukan dengan memilih
salah satu jawaban yang paling relevan dengan pendapat responden. Dengan klasifikasi
jawaban sebagai berikut :

: Sangat Tidak Setuju
: Tidak Setuju

: Netral

: Sefuju

: Sangat Setuju

o W =

Saat menonton live streaming Mpure di Tiktok, saya jadi ingin membeli barang *
yang sebenarnya tidak saya rencanakan .

1 2 3 4 5

Sangat Tidak Setuju O O C‘ O CD Sangat Setuju

Saya beberapa kali tiba-tiba ingin membeli barang saat menonton live streaming *
Npure di Tiktok.

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saat menonton live streaming MNpure di Tiktok, saya tergoda untuk membeli i
barang di luar tujuan awal belanja saya.

1 2 3 4 5

Sangat Tidak Setuju o O O O O Sangat Setuju

Ketika saya menonton live streaming Npure di Tiktok, saya tiba-tiba merasa ingin *
membeli produk NMpure.

1 2 3 4 5

Sangat Tidak Setuju O C) O O o Sangat Setuju

Setelah menonton live streaming MNpure di Tiktok. Saya menghabiskan lebih *
banyak uang dari yang saya rencanakan.

1 2 3 4 5

Sangat Tidak Setuju O o O O O Sangat Setuju
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HASIL KUISIONER
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Lampiran 4

HASIL PLS ALGORITHM

Tabel Outer Loading dan Average Variance Extracted

Variabel Indikator OUte(I;I(;_(;?dmg (QB/E)
Daya Tarik X1.1 0,807 0,641
X1.2 0,772
X1.3 0,835
X1.4 0,780
X1.5 0,809
Dapat Dipercaya X2.1 0,808 0,645
X2.2 0,786
X2.3 0,812
X2.4 0,806
Keahlian X3.1 0,832 0,640
X3.2 0,744
X3.3 0,802
X3.4 0,818
Manfaat Produk X4.1 0,900 0,744
X4.2 0,810
X4.3 0,875
Kenyamanan Berbelanja X5.1 0,764 0,584
X5.2 0,778
X5.3 0,789
X5.4 0,744
X5.5 0,746
Harga Produk X6.1 0,831 0,692
X6.2 0,798
X6.3 0,866
Kenikmatan yang Z1.1 0,802 0,642
Dirasakan Z1.2 0,766
Z1.3 0,825
Z1.4 0,787
Z15 0,824
Manfaat yang Dirasakan Z2.1 0,779 0,614
Z2.2 0,750
Z2.3 0,792
Z2.4 0,802
Z2.5 0,794
Perilaku Pembelian Y.l 0,821 0,715
Impulsif Y.2 0,859
Y.3 0,868
Y.4 0,845
Y.5 0,834
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Cross Loading

Kenikm

Dapat Harga _ atan Kenyam Manfaat Perilakl_J

Diperc Day_a Produ Keahli yang anan Manfaat yang Pembeli
Tarik an : Berbela | Produk | Dirasak an

aya k Dirasak . .

an nja an Impulsif
X1.1 | 0.534 0.807 0.396 0.411 0.506 0.391 0.433 0.399 0.386
X1.2 | 0.496 0.772 0.380 0.429 0.471 0.494 0.420 0.485 0.410
X1.3 | 0.549 0.835 0.441 0.431 0.554 0.438 0.473 0.485 0.489
X1.4 | 0.435 0.780 0.485 0.431 0.460 0.458 0.413 0.506 0.396
X15 | 0.479 0.809 0.460 0.446 0.465 0.429 0.411 0.506 0.407
X2.1 | 0.808 0.415 0.501 0.515 0.537 0.434 0.496 0.429 0.416
X2.2 | 0.786 0.500 0.562 0.479 0.549 0.466 0.498 0.506 0.452
X2.3 | 0.812 0.478 0.549 0.499 0.591 0.489 0.531 0.482 0.516
X2.4 | 0.806 0.595 0.551 0.542 0.666 0.514 0.561 0.580 0.532
X3.1 | 0.564 0.466 0.594 0.832 0.599 0.536 0.554 0.594 0.448
X3.2 | 0.442 0.350 0.554 0.744 0.507 0.515 0.450 0.488 0.390
X3.3 | 0.515 0.419 0.528 0.802 0.583 0.619 0.502 0.576 0.448
X3.4 | 0.506 0.466 0.637 0.818 0.641 0.636 0.540 0.609 0.502
X4.1 | 0.594 0.468 0.624 0.611 0.684 0.615 0.900 0.561 0.540
X4.2 | 0.515 0.441 0.509 0.498 0.585 0.556 0.810 0.501 0.461
X4.3 | 0.576 0.482 0.581 0.548 0.636 0.588 0.875 0.576 0.521
X5.1 | 0.479 0.465 0.556 0.569 0.602 0.764 0.545 0.615 0.511
X5.2 | 0.447 0.403 0.576 0.551 0.582 0.778 0.547 0.572 0.467
X5.3 | 0.519 0.467 0.642 0.585 0.639 0.789 0.555 0.626 0.539
X5.4 | 0.464 0.399 0.553 0.535 0.535 0.744 0.473 0.560 0.437
X5.5 | 0.359 0.362 0.488 0.520 0.512 0.746 0.476 0.572 0.370
X6.1 | 0.594 0.477 0.831 0.603 0.670 0.609 0.523 0.644 0.544
X6.2 | 0.542 0.444 0.798 0.590 0.604 0.607 0.588 0.568 0.458
X6.3 | 0.544 0.420 0.866 0.614 0.631 0.626 0.550 0.592 0.479
Y.l 0.411 0.385 0.423 0.463 0.512 0.451 0.384 0.504 0.821
Y.2 0.506 0.451 0.557 0.524 0.637 0.577 0.536 0.619 0.859
Y.3 0.479 0.445 0.492 0.467 0.593 0.547 0.497 0.597 0.868
Y.4 0.588 0.490 0.517 0.479 0.640 0.528 0.535 0.572 0.845
Y.5 0.547 0.433 0.515 0.434 0.566 0.463 0.525 0.503 0.834
Z1.1 | 0.575 0.493 0.618 0.560 0.802 0.593 0.549 0.576 0.497
Z1.2 | 0.542 0.454 0.587 0.553 0.766 0.598 0.545 0.553 0.514
Z1.3 | 0.604 0.510 0.555 0.616 0.825 0.618 0.620 0.661 0.600
Z1.4 | 0.582 0.478 0.601 0.594 0.787 0.619 0.638 0.608 0.607
Z15 | 0.634 0.528 0.702 0.603 0.824 0.590 0.595 0.682 0.579
Z2.1 | 0.400 0.448 0.557 0.483 0.545 0.615 0.407 0.779 0.460
Z2.2 | 0.499 0.465 0.500 0.521 0.593 0.609 0.471 0.750 0.563
Z2.3 | 0.491 0.444 0.623 0.614 0.629 0.636 0.490 0.792 0.553
Z2.4 | 0.586 0.509 0.600 0.623 0.675 0.583 0.599 0.802 0.586
Z2.5 | 0.464 0.453 0.553 0.532 0.569 0.579 0.507 0.794 0.424
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Fornell-Larcker Criterion

Kenikm Kenya | Manfa | Manfaat | Perilaku
Dapat h atan beli
Diperca Day_a Harga K_ea yang manan at yang Pembeli
Tarik | Produk lian ’ Berbel | Produ | Dirasak an
ya Dirasak - .
an anja k an Impulsif
Dapat 0.803
Dipercaya
Daya Tarik 0.625 0.801
Harga
Produk 0.675 0.539 0.832
Keahlian 0.635 0.535 0.724
Kenikmatan
yang 0.735 0.616 0.765 0.732
Dirasakan
Kenyamanan | , ;g6 0550 | 0.738 0.723 | 0.753
Berbelanja
Manfaat 0.653 0538 | 0.664 0.642 | 0.738 0.680
Produk
Manfaat
yang 0.627 0.593 0.725 0.712 | 0.772 0.772 0.635 .784
Dirasakan
Perilaku
Pembelian 0.601 0.523 0.595 0.562 | 0.701 0.611 0.590 0.665 0.845
Impulsif
Analisis Model Struktural
a0z ‘f\:f:\\
x4 rn?aO/
959 Daya Tarik
/uwﬂlwwl

0779 "'dvso"";}lgz"""n}mi“ (5]

NN
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Construct Reliability and Validity

. . Average
Cronbach's Cor_np(_)s_lte Cor_npc_Js_lte variance
reliability reliability
alpha (rho_a) (rho_c) extracted
- - (AVE)
Dapat Dipercaya 0.817 0.821 0.879 0.645
Daya Tarik 0.860 0.864 0.899 0.641
Harga Produk 0.777 0.780 0.871 0.692
Keahlian 0.812 0.818 0.876 0.640
Kenikmatan 0.860 0.863 0.899 0.642
yang Dirasakan
Kenyamanan 0.822 0.823 0.875 0.584
Berbelanja
Manfaat Produk 0.827 0.833 0.897 0.744
Manfaat —yang | = g5 0.845 0.888 0.614
Dirasakan
Perilaku
Pembelian 0.900 0.904 0.926 0.715
Impulsif
R-Square and Adjusted R Square
R-square R-square adjusted
Kenikmatan yang Dirasakan 0.728 0.724
Manfaat yang Dirasakan 0.655 0.650
Perilaku Pembelian Impulsif 0.529 0.526
Model Fit
Saturated model Estimated model
SRMR 0.057 0.065
d ULS 2.542 3.263
d G 1.303 1.359
Chi-square 1809.938 1839.185
NFI 0.744 0.740
Uji Hipotesis Bootstapping
Qoo | o | ot | o [ g
(O) (M) (STDEV)
Daya Tarik -> Kenikmatan | 0083 | 0,093 0,061 1,368 0,171
yang Dirasakan
Dapat Dipercaya  ->
Kenikmatan yang | 0,306 0,309 0,068 4,529 0,000
Dirasakan
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Keahlian -> Kenikmatan

: 0,232 0,227 0,070 3,306 0,001
yang Dirasakan
Manfaat ~ Produk = -> 4494 | 9113 | 0070 1,626 0,104
Manfaat yang Dirasakan
Kenyamanan Berbelanja-> 1 75 | 5470 | 0,066 7,175 0,000
Manfaat yang Dirasakan
Harga Produk -> Manfaat | 509 | 306 | 0,067 4,506 0,000
yang Dirasakan
Manfaat yang Dirasakan ->
Perilaku Pembelian | 0,306 0,302 0,096 3,195 0,001
Impulsif
Manfaat yang Dirasakan ->
Kenikmatan yang | 0,366 0,357 0,083 4,400 0,000
Dirasakan
Kenikmatan yang
Dirasakan ->  Perilaku | 0,465 0,470 0,101 4,593 0,000

Pembelian Impulsif
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Abstract: Live streaming commerce, which evolved from social commerce, has continued to flourish
mpi.ill;rnm Ih:Pm'tfszun in China. It is a new business model that allows vendors I'ndi.n:cﬂ}'
face and interact with consumers. This study focuses on the impulsive buying behavior on consumiers
in live streaming commerce. We proposed a research modeld based on the stimulus erganism response
(5-0-R) framework tn-r_'l:".l]m the reaction and behavior of consumers after certain stimuli factors. A
todal of 433 valid sample questionnaines with the shopping experience in the live streaming platform
were taken. This research adopted FLS-SEM statistical anabysis as an empirical research evaluation.
After the ﬂTIFi.‘L‘iﬂJ i!.'l.vml'ip‘l:intl,, we foumd ‘H'Iﬂ.lpﬂ\ﬂ!i\'\cl:' El'l.il.‘l}l’n'lﬂ" pmii.ﬁ\'d!.- atfects the urge o
buy impulsively. Perceived usefulness positively affects perceived enjoyment. However, perceived
usefulness does not positively affect the urge to buy impulsively. Attractiveness and expertise
puositively affect perceived enjoyment. Product weefulness and purchase convenience positively
affect perceived usefulness. We found that consumers in live streaming commerce are sasier to have

:i.mp'uL-si-.E bu}"in.g ﬂ'.n:lugh the presentation and urging of the live streames i a short Pﬂ.'.ind. In this
paper, we: build a model for impulsive buying in live streaming commerce. We verify this model
under the Chinese context. The F.inn:l'in@p of this Paper Pﬂ:ﬂ.‘idﬂ concrebe suggestions to vendors,

Keywords: impulse buying; influence marketing; live streamer; live streaming cormmerce

1. Introduction

‘With the advancement of Internet technology, online shopping has long been upgraded
from text and pichures to multimedia. Social commerce has become an indispensable part
of E-commerce. Further, under the popularity of live streaming, some vendors on social
commerce platforms began o adopt live streaming as a tool to E~commerce in China.
This has led to the emergence of a new model of social commerce called live streaming
cornmernce [1].

The 47th China Statistical Report on Internet Development [2] released by the China
Internet Network Information Center pointed out that as of December 2020, China’s
online shopping users had reached 782 million, with a wtilization rate of 79.1%. Live
streaming commerce has become a new trend of E-commerce. This new business model
began in 2015 and bloomed in 2019, Accords to CNNIC [2], live streaming commerce had
become the fastest-growing in E-commerce. Live stream users had reached 617 million
and live streaming commerce users had reached 388 million in 2020. Under the Chinese
Government’s policy of increasing the domestic consumer market, live streaming commerce
will become one of the mainstreams of E-commerce.

Live streaming commerce is carried out in real-time and highly interactive with con-
sumers. Live streamers show off the appearance, function, and any related introduction of
the product. Consumers may ask product price, shipping, and other questions. Live siream-
ers can respond based on the live content, which can affect consumers” behavior. Then
they click on an embedded link provided by the vendors o complete the purchasing [3.4].
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Abstract: Live streaming commerce, which evolved from social commerce, has continued to flourish rapidly
over the past few years in China. It is a new business model that allows vendors to directly face and interact
with consumers. This study focuses on the impulsive buying behavior on consumers in live streaming
commerce. We proposed a research model based on the stimulus organism response (S-O-R) framework to
explore the reaction and behavior of consumers after certain stimuli factors. A total of 433 valid sample
questionnaires with the shopping experience in the live streaming platform were taken. This research
adopted PLS-SEM statistical analysis as an empirical research evaluation. After the empirical investigation,
we found that perceived enjoyment positively affects the urge to buy impulsively. Perceived usefulness
positively affects perceived enjoyment. However, perceived usefulness does not positively affect the urge to
buy impulsively. Attractiveness and expertise positively affect perceived enjoyment. Product usefulness and
purchase convenience positively affect perceived usefulness. We found that consumers in live streaming
commerce are easier to have impulsive buying through the presentation and urging of the live streamerin a
short period. In this paper, we build a model for impulsive buying in live streaming commerce. We verify this
model under the Chinese context. The findings of this paper provide concrete suggestions to vendors.

Keywords: impulse buying; influence marketing; live streamer; live streaming commerce

1. Introduction

With the advancement of Internet technology, online shopping has long been upgraded from
text and pictures to multimedia. Social commerce has become an indispensable part of E-
commerce. Further, under the popularity of live streaming, some vendors on social commerce
platforms began to adopt live streaming as a tool to E-commerce in China. This has led to the
emergence of a new model of social commerce called live streaming commerce [1].

The 47th China Statistical Report on Internet Development [2] released by the China Internet
Network Information Center pointed out that as of December 2020, China’s online shopping users
had reached 782 million, with a utilization rate of 79.1%. Live streaming commerce has become a
new trend of E-commerce. This new business model began in 2015 and bloomed in 2019. Accords
to CNNIC [2], live streaming commerce had become the fastest-growing in E-commerce. Live
stream users had reached 617 million and live streaming commerce users had reached 388 million
in 2020. Under the Chinese Government’s policy of increasing the domestic consumer market, live
streaming commerce will become one of the mainstreams of E-commerce.

Live streaming commerce is carried out in real-time and highly interactive with consumers.
Live streamers show off the appearance, function, and any related introduction of the product.
Consumers may ask product price, shipping, and other questions. Live streamers can respond
based on the live content, which can affect consumers’ behavior. Then they click on an embedded
link provided by the vendors to complete the purchasing [3,4].

Information 2021, 12, 241. https://doi.org/10.3390/info12060241

https://www.mdpi.com/journal/information
Live streaming commerce can take place in three types: (1) live streaming platforms
incorporating commercial activities(e.g., TIK TOK), (2) E-commerce sites, marketplaces (e.g., T-
mall), or mobile app integrating live streaming features, and (3) social networking sites (SNSs)
that add live streaming features (e.g., Facebook Live) to facilitate selling [5]. Compared with
traditional e-commerce, live streaming commerce has significant advantages in product
presentation, time cost, shopping experience, and sales logic [6]. Live streaming commerce is not
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only an important channel for vendors, it is a new business model that allows vendors to directly
face and interact with consumers.

Researchers began to pay attention to the theoretical and practical impact of live streaming
commerce. However, the business model of live streaming commerce is just emerging. There are
only a few research papers related to live streaming commerce. We can only find similar research
topics from live streaming and social commerce. Live stream commerce was especially effective
on the millennium generation (i.e., consumers born between 1982 and 2000), who are
comfortable using social media to search for new products [7]. However, this was based on luxury
brands and for Brazilian and Italian consumers. Sun et al. [1] argued that visibility affordance,
metavoicing affordance, and guidance shopping affordance can influence consumer purchase
intention. This was to study purchase intention from the perspective of IT people. Li et al. [6]
believed that user stickiness is an important factor in the development of live streaming
commerce platforms. They found that technical factors and social factors positively affect
emotional attachment to streamers and platform attachment respectively. However, the product
factors were not considered. Liu et al. [4] suggested that live streamers’ authenticity, attitudinal
similarity, and consumer response capability enhance intimacy and consumer engagement. They
put the live streamers as a key factor. Wu et al. [8] confirmed the celebrity effects and found the
existence of lurker situations in live streaming commerce. Yin [9] argued that perceived ease of
use, situational factors, and follow others’ behavior significantly impact purchase intention.
Perceived usefulness of influence on purchase intention is lesser. Hu and Chaudhry [10] adopted
various relational bonds, affective commitment, and customer engagement to find relationships
and create consumer loyalty in live streaming commerce. They found that social and structural
bonds positively affect consumer engagement directly and indirectly via affective commitment.

Since live streaming commerce is a new social commerce model that just emerging. At
present, there are few relevant studies, and it is found from the above research that scholars
mostly believe that the main influencing factor of live streaming is the charm of live streamers. It
gave us research thought to study consumer behaviors. Is it because the perceived usefulness of
the product or the perceived enjoyment of the live streamers promotes consumers’ impulse
purchases in the live streaming commerce? We need more study to understand the behaviors of
consumers on live streaming commerce. This research adopts the S-O-R (stimulus-organism-
response) framework to study consumer behavior on live streaming commerce. Citing previous E-
commerce literature, we introduce the situation factors as a stimulus that affects customers’
cognitive and affective perceptions.

In this study, we adopt attractiveness, trustworthiness, and expertise to perceive enjoyment
(affective reaction). We adopt product usefulness, purchase convenience, and product price to
perceive usefulness (cognitive reaction). Further, we take the urge to buy impulsively as a
response to investigate the final impulse buying behavior. We adopted the uses of data sciences
analysis in digital marketing research [11], tracking and predicting consumer behavior on digital
channels. It can be used to formulate new hypotheses that need to be addressed. From the
building model, this study has been examined and investigated to provide a better understanding
of consumers’ purchasing behaviors.

In this context, the present study pursues the following two objectives:

e  We aim to study the key factors that promote consumers’ impulsive buying behavior in live
streaming commerce.

. We intend to introduce the theoretical framework and concepts of S-O-R in the research of
live streaming commerce to improve the understanding from a theoretical and a practical
overview.

The originality of this research lies in our applies the S-O-R framework in live streaming
commerce, which, to the best of our knowledge, has not been thoroughly developed. This study
contributes to establishing a stronger theoretical model from live streaming commerce. We verify
the validity of this model under the Chinese context. Then, this study provides practical guidelines
for live streamers and vendors to increase their engagement commerce with their consumers.

The remainder of this research is structured as follows. Section 2 presents the literature summary and the theoretical
framework of the study. We present the research method in
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Section 3. The results are reported in Section 4. Finally, we propose our conclusions and
recommendations in Section 5.

2. Literature Review
2.1. Live Streaming Commerce

Live streaming commerce is an advancement of e-commerce embedded with real-time social
interaction [12]. Live streaming commerce performs E-commerce activities and transactions
under a live streaming platform.

It involves a live streaming platform that includes live streaming technology and
infrastructure to provide a virtual environment that provides real-time interaction,
entertainment, social activities, and commerce. In such an environment, the live streaming space
creates a virtual space for live streamers to stream and provides viewers a channel to watch and
interact with a live streamer [13]. A live streamer usually has sizeable people to follow on some
live stream platform. Live streamers are content creators who accumulate solid followers [13,14].

In general, a typical live streaming activity for selling products involves a live streamer
demonstrating different perspectives of the products and encouraging the audience to purchase
them [5,15]. Interactivity is a key characteristic of the live streaming commerce environment,
fosters users’ active attitudes and behaviors in communications and transactions [16].

Live streaming commerce not only provides viewers with a real-time viewing experience to
obtain product information but also provides opportunities for communication and social
interaction between a live streamer and viewers [5]. Such interactions may promote the
development of users’ attachment [6].

Thus, live streaming commerce refers to the marketing behavior that the live streamer uses
computers, mobile phones, and other network terminals to promote products in live streaming,
and then provides shopping links to facilitate transactions in a short time. Live streaming
commerce not only enables consumers to experience shopping benefits but also assists in
developing virtual social relationships with live streamers during realtime interactions [10,17].
Live streaming commerce is a novel shopping environment that provides multiple stimuli to
motivate potential consumers to indulge in their shopping behaviors [1,13]. In this study, we
define that live streaming commerce as a live streamer promoting or selling products on a certain
live stream platform.

2.2. Urge to Buy Impulsively

Impulse buying is described as a sudden, unplanned, compelling, and hedonic purchasing
behavior [18,19] that lacks deliberate consideration of all available information and alternatives
[20]. Applebaum [21] proposed impulse buying that is not planned by the consumer before
entering a store, but which results in purchasing behavior from a stimulus created by the store.
Impulse buying can be characterized as a lack of rational judgment and being dominated by
emotions [22]. Impulsive buying is driven by consumers’ emotions, spontaneous behavior, or low
cognitive control, and that behavior is driven by appealing objects, which trigger impulse buying
among shoppers without considering financial and other aspects in the E-commerce era [23].
Most research in the past has focused on how
website interfaces can affect online impulse buying behavior [24,25]. There are many factors
related to shopping that will lead to impulsive buying, not just website interfaces. For example,
factors like price attributes, visual appeal, social influence, and vendor creativity result in
impulsive buying decisions [26]. Parboteeah et al. [20] found that consumers are more likely to
have impulse buying if they perceive enjoyment when interacting with the shopping environment.
E-commerce has gradually evolved into social commerce. Costumers are increasingly exposed to
information and social interactions on social media, making the influence of purchase stimuli
stronger and leading to impulse buying [27,28]. Influencer marketing becomes one of the major
streams in social commerce by introducing products to their audience [29,30]. Under this
development trend, vendors continued to study how to stimulate consumers to buy impulsively.
Therefore, live streaming commerce was born.

Impulsive buying behavior is derived from an urge. Urge to buy impulsively (UBI) is one of the types of unplanned emotion.
This means, when individuals buy products, people do not think
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exhaustively about the need for the products [31]. UBI is a leading intention of actual
consumers’ impulse buying behavior because consumers’ UBI leads to actual impulse buying [32].

From the above, this study focused on consumer urge to buy impulsively. Some researchers
had already focused on UBI in E-commerce or even in the SNS context [28,33]. However, our study
focuses on live streaming commerce with the incorporation of impulsive behavior and the
interactions between live streamers and their consumers.

2.3. 5-0-R Framework

The S-O-R models an environmental stimulus that affects an individual’s cognitive and
affective responses, which is applied to study consumers’ behavior from different retail stimuli,
which are mediated by an organism, also known as emotional reactions [34,35]. Donovan and
Rossiter [36] introduced the S-O-R framework to study an individual’s perceptions and behavior
as a response to external stimuli for retail and environmental psychology. Stimuli include factors
outside an individual’s control, which affect the internal states of organisms when exposed to
external stimuli. Organism acts as a bridge for connecting stimulus and behavior, and an organism
regulates the final behavior in response to the stimulus [37]. The response is a summary factor in
response to results for an organism’s regulation. Today, the S-O-R approach not only provides a
traditional basis for consumer behavior study but also helps to study the E-commerce shopping
experience.

We will explain the S-O-R framework in detail.

Stimulus refers to the triggers that induce individuals’ perceptions and then influence their
response [19,20]. The stimulus was defined as factors particular to a time and place of observation
that do not follow from knowledge of personal and stimulus attributes and which have a
demonstrable and systematic effect on current behavior [38]. In live streaming commerce, we
view the situation factor as a stimulus that affects customers’ cognitive and affective perceptions.
Live streaming commerce has integrated commerce, social activities, and situation factors in a
seamless way. Most live streamers have developed a reputation as a credible source that has
attracted followers. Attractiveness is a cognizable factor. Lots of followers are attracted to the
products or the brands endorsed by the live streamers [13]. Highly trustworthy influencers can
produce an effective attitude toward brand credibility and purchase intentions [39]. The perceived
trustworthiness of the influencer affects consumer engagement [40]. Trustworthiness can be
regarded as a situation factor. Expertise is a high level of skill or knowledge that can be a stimulus
for consumers. In influencer marketing, Xiang et al. [28] defined expertise as the extent to which
users on a social commerce platform are perceived that they can find members who post
instructive consumption information and are professional in some aspects. Consumers are more
likely to interact with other users who are knowledgeable about brands and products. Product
usefulness is defined as the consumers’ perception that a product or service provides a benefit
that fulfills their needs. Product usefulness can increase the market size [41]. Consumers will be
attracted by products’ usefulness and make the purchase decision rapidly to satisfy their desires
[42]. Purchase convenience means that consumers spend less time and effort in online shopping
[43]. Lin and Lo [44] found that the convenience of purchase environments markedly impacts the
consumers’ positive affect. Therefore, the more convenient the purchase interfaces, the more
likely are consumers to buy. Price attribute is one of the main reasons for participating in online
shopping [45]. Product price refers to the promotional strategy in which vendors lower the retail
cost of certain items to attract consumers. The greater the discount or the more convincing the
sales personnel and experts sound, the more likely consumers will be to purchase on impulse [46].
Consumers place orders in live streaming because they think live streaming commerce offers a
cheaper price.

The organism is an internal state of an individual which is represented by affective and cognitive states. It is also regarded as
an intermediary state between the stimulus and responses [47]. Internal individual psychological status can be divided into
cognitive reactions and affective reactions [19]. The cognitive reaction is a process of dealing with the existing information [48].
The affective reaction reflects individuals’ feelings or emotions like satisfaction and happiness [49]. Chen and Yao [50] refer to
impulsiveness as a psychological organism that directly seeks a response and indicate that the consumers with impulse buying
tendency are more likely to have
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impulse buying behaviors than others. In this study, we adopt perceived usefulness
(cognitive reaction), perceived enjoyment
(affective reaction), an urge to buy impulsively as organism variables to investigate the final
impulse buying behavior.

Response refers to the outcome of consumers’ reactions toward the impulse buying stimuli
and their internal evaluations [19]. The reaction is the response to their perceptions based on the
different situation factors [20]. In the process of impulse buying, the response has two aspects,
namely, the urge to buy impulsively and the actual impulse buying behavior [28]. Previous studies
adopted the urge to buy impulsively rather than actual impulse purchases to do the research [51-
53]. This study also adopts the urge to buy impulsively to measure individuals’ impulsivity rather
than using impulse buying behavior on live streaming commerce.

2.4. Proposed Model and Development of Hypotheses

Based on the S-O-R approach, attractiveness, trustworthiness, expertise, product usefulness,
purchase convenience, and product price will affect the urge to buy impulsively through perceived
enjoyment and perceived usefulness. All hypotheses from our model were developed and
presented as follows.

Live streamers play the role of a representative or “endorser” of the product or brand in live
streaming commerce. Bergkvist and Zhou [54] indicated that celebrity endorsements can exert
positive impacts on people’s good impression of a promoted item. This enhances the consumers’
cognitive assimilation, due to the association between a brand and an attractive streamer [13].
Therefore, this study postulates the following hypotheses:

Hypothesis 1 (H1). Attractiveness affects perceived enjoyment positively.

Lou and Yuan [29] argued that the perceived informativeness value of influencer generated
will affect costumers’ trust. Park and Lin [55] proved that the trustworthiness of influencers relates
positively to the purchase intention of the endorsed product. Thus, there is a causal relationship
between trustworthiness and affected by live streamers. This study made the following
hypothesis:

Hypothesis 2 (H2). Trustworthiness affects perceived enjoyment positively.

A social media influencer is first and foremost a content generator: one who has a status of
expertise in a specific area, who has cultivated a sizable number of captive followers by regularly
producing valuable content via social media [29]. Consumers are more likely to interact with other
users who are experts about brands and products.

Therefore, this study postulates the following hypotheses:

Hypothesis 3 (H3). Expertise affects perceived enjoyment positively.

When users perceive utilitarian value from the use of social commerce sites, for example,
users could feel that the products are good value for money, they are more likely to generate
satisfaction toward the sites [56]. Self-product fit relates positively to purchase intention [55].
Therefore, this study postulates the following hypotheses:

Hypothesis 4 (H4). Product usefulness affects perceived usefulness positively.

Purchase convenience is another important aspect of E-commerce quality. Impulse buying
behavior is affected by the convenience with which the system can be operated and purchases
can be made [50]. The more convenient the purchase interfaces, the more likely are consumers
to buy. Therefore, there is a causal relationship between purchase convenience and affected

byproducts. This study made the following hypothesis:

Hypothesis 5 (H5). Purchase convenience affects perceived usefulness positively.
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Yu et al. [57] found that the price attribute will positively affect consumer behaviors. Zhu et
al. [58] pointed out that price advantage positively influences the usefulness of cross-buying.
Consumers give positive feedback and yield to impulse buying when offered discount prices on
products [50]. Lee et al. [59] also proposed that product price attribute affects perceived
usefulness positively. Therefore, this study made the following hypothesis: Hypothesis 6 (H6).

Product price has a positive effect on affected by products.

Perceived usefulness is defined as the degree to which the consumers believe that their
shopping efficiency will be enhanced by utilizing specific ways [20]. Perceived usefulness of
product information available on E-commerce is considered an important precursor towards
costumers’ buying behavior [60,61]. Impulse buying is the purchase behavior that has not been
arranged beforehand and is driven by the intention to buy immediately. Wu et al. [62] argued that
the occurrence of impulse buying in customers is highly relative to perceived usefulness.
Therefore, this study made the following hypothesis:

Hypothesis 7 (H7). Perceived usefulness affects the urge to buy impulsively.

Holbrook and Batra [63] argued that cognition determines the effect, which results in
behavior. Development of cognition will be induced based on individual understanding of
stimulation, resulting in response for affective reactions [64]. Zhou and Feng [65] proposed that
perceived usefulness would have a positive influence on the perceived enjoyment of video
calling usage. According to prior research, the following hypothesis:

Hypothesis 8 (H8). Perceived usefulness affects perceived enjoyment positively.

Positive affect is the main driver of impulse buying behavior [22]. Shen and Khalifa [66] found
that positive effects such as pleasure and arousal have significant positive effects on the urge to
buy impulsively. Those related studies showed that perceived enjoyment may have a positive
effect on consumers’ impulse buying intention, and promote consumers to produce impulse
buying behavior. Xiang et al. [28] showed that consumers’ perceived enjoyment of a social
commerce platform positively affects their urge to buy impulsively. Therefore, we propose the
following hypothesis:

Hypothesis 9 (H9). Perceived enjoyment affects the urge to buy impulsively.

The research model is shown in Figure 1.
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Figure 1. The Live Streaming Commerce Impulse Buying Model.

3. Research Method

The hypothesis is shown in Figure 1. We adopted the partial least squares (PLS) method to
execute data analysis. The psychometric properties of the constructs (i.e., validity and reliability)
together with relationships between the constructs in the research model were examined
simultaneously [67]. Compared with the covariance-based structural equation model, PLS is
variance-based and suitable for predictive applications and theory building. There are two steps
to test the goodness of model fit. First, the measurement model was tested using a confirmatory
factor analysis (CFA) to assess the discriminant and convergent validity. Structural model analysis
was performed to test the significance of the path coefficients and validate the hypothesis of the
research hypothesis.

The questionnaire was developed in English and then translated into Mandarin for the
respondents. All measurement items were identified from previous literature with minor
modifications to fit the context of live streaming commerce. The questionnaire was designed with
a five-point Likert scale. Upon completion of the questionnaire design, five target subjects were
first asked to fill out the questionnaire, and the semantic understanding of the questionnaire
content was tested and revised to improve its readability. After that, another 15 target subjects
were invited for a pre-test to confirm the questionnaire quality and response results. Finally,
example verification was carried out.

This study conducted the questionnaire survey from 1 March to 10 March 2021. The
questionnaire adopted Tencent questionnaire platform and conducted a questionnaire survey on
WeChat. The questionnaire was put into Beijing, Shanghai, Guangzhou, and Shenzhen four major
cities in China. Only those with live streaming commerce experience could answer the
questionnaires. One WeChat ID could only fill in one questionnaire to ensure they were answered
by valid users. A total of 433 valid samples were collected.

All measurement items were identified from previous literature with minor modifications to fit the context of live streaming
commerce. The measurements of the urge to buy impulsively adopted and amended by Lee et al. [59], Chen et al. [68], Chen and
Yao [50], and Xiang et al. [28]. The measurements of perceived enjoyment adopted and amended from Parboteeah et al.
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[20], Xiang et al. [28], Parboteeah et al. [69], and Lee et al. [59]. The measurements of
perceived enjoyment adopted and amended from Parboteeah et al. [20], Xiang et al. [28],
Parboteeah et al. [69], Zhang et al. [70], and Lee et al. [59]. Other questionnaire items can be
found in Appendix A. The descriptive statistics are shown in Table 1.

Table 1. Demographic statistics (n = 433).

Characteristics Freq. Percent (%) Characteristics Freq. Percent (%)
Gender Year of Birth
Female 274 63.3 Before 1979 26 6.0
Male 159 36.7 1980~1994 98 22.6
Education After 1995 309 71.4
High school or below 57 132 Job tenure
Junior college 96 22.2 <2 253 58.4
University 234 54.0 2<&=<5 102 23.6
Graduate school or 5 10,6 c<g<10 49 113
above
Monthly Income >10 29 6.7
Frequency of
below 3000 168 38.8 i
Shopping
3000~8000 200 46.2 Several Times 317 73.2
8000~15,000 55 12.7 Once per Month 76 17.6
above 15,000 10 2.3 Once per Week 40 9.2

4. Research Results
4.1. Assessment of the Measurement Model

We adopted the partial least squares (PLS) method to execute data analysis, which allows
researchers to specify the relationships among the factors of conceptual interest and the
measures underlying each construct, and PLS does not have rigorous restrictions on variable
distributions.

This study conducted a two-step approach to conduct data analysis. First, we used
confirmation factor analysis (CFA) to assess the reliability and construct validity. Second, we used
the structural equation model analysis to empirically test the research hypothesis. We assessed
the composite reliabilities (CR) of all constructs to evaluate construct reliability. In Table 2, the
Cronbach’s alpha of all constructs is above 0.7 and exceeds the threshold values suggested by
Fornell and Larcker [71] and Hair et al. [72], indicating that the proposed model measures possess
sufficient construct reliability. Table 2 showed that the standardized factor loadings for different
measurement items are above 0.70 and AVEs for all constructs are above 0.50 (range from 0.654
to 0.852). Discriminant validity was assessed by comparing the squared root of the AVEs of each
construct with the correlations between the constructs. These suggest that the proposed model
possesses sufficient convergent validity [72]. Moreover, the results presented in Table 3
demonstrate satisfactory discriminant validity. The squared root values of the AVEs for constructs
were greater than the correlations between constructs, which means that all of the constructs
differ from each other [73]. We collected independent and dependent data from the same source
by using the same method; common method variance (CMV) was deemed a potential concern in
this study. Therefore, we adopt the Harman single factor test to test for method bias following
the guidelines of Podsakoff et al. [74], the results show that several factors have eigenvalues
greater than a and a total explained variance less than 50%, which represents there is no method
bias problem.

Table 2. Construct on reliability and validity.

Average ) ,
) ) Composite Cronbach’s
Constructs Items Loadings t-Value Variance o
Reliability Alpha
Extracted
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Attractiveness

Trustworthiness

Expertise

Product
Usefulness

Purchase
Convenience

Product Price

Perceived
Enjoyment

Perceived
Usefulness

ATT1

ATT2

ATT3

ATT4

TRU1

TRU2

TRU3

TRU4

EXP1

EXP2

EXP3

EXP4

PU1

PU2

PU3

PC1

PC2

PC3

PC4

PC5

PP1

PP2

PP3

PerEl

PerE2

PerE3

PerE4

PerE5

PerUl

PerU2

Peru3

PerU4

PerU5

0.819
0.862
0.838
0.836
0.803
0.904
0.933
0.948
0.906
0.868
0.887
0.866
0.814
0.779
0.810
0.881
0.842
0.867
0.891
0.865
0.843
0.877
0.906
0.917
0.847
0.874
0.872
0.866
0.857
0.844
0.844
0.899
0.890

0.857
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30.263

47.632

31.463

28.296

26.050

56.284

91.795

100.915

59.651

40.614

42.246

35.235

34.300

22.090

22.467

52.449

33.863

37.635

53.574

13.849

39.030

51.842

45.963

72.468

38.982

51.464

41.040

44.097

34.998

29.692

35.465

48.894

45.383

37.480

0.692

0.852

0.738

0.680

0.681

0.810

0.745

0.752

0.918

0.959

0.918

0.864

0.914

0.928

0.936

0.938

0.889

0.942

0.882

0.764

0.880

0.883

0.914

0.917



Urge to Buy 1B1 0.732 16.198 0.654 0.904 0.867

Impulsively
1B2 0.862 44.282
B3 0.872 43.862
1B4 0.813 28.532
IB5 0.754 19.975

Table 3. Discriminant validity.

ATT TRU EXP PU PC PP PerE  PerU uBlI
Attractiveness(ATT) 0.832
Trustworthiness(TRU) 0.733 0.923
Expertise(EXP) 0.682  0.763  0.859
Product Usefulness(PU) 0.596 0.583 0.579  0.825
Purchase Convenience(PC) 0.522 0.418 0.505 0.555 0.825
Product Price(PP) 0.566 0.560 0.546 0.640 0.579 0.900
Perceived Enjoyment(PerE) 0.691 0.623 0.658 0.596 0.570 J.619 0.863
Perceived Usefulness(PerU) 0.638 0.530 0.594 0.633 0.603 J.609 0.783 0.867
Urge to Buy Impulsively(UBI) 0.516 0501 0505 0.450 0424  ).410 0.662 0.563 0.809

Note: Diagonal elements (in bold) are the square root values of the average variance extracted (AVE). Off-diagonal
elements are the correlations among constructs; ATT = attractiveness; TRU = trustworthiness; EXP = expertise; PU =
product usefulness; PC = purchase convenience; PP = product price; PerE = perceived enjoyment; PerU = perceived
usefulness; UBI = urge to buy impulsively.

4.2. Analysis of the Structural Model

The study conducts SmartPLS for testing the structural model where different research
hypotheses are examined based on both magnitudes as well as the significance level of the
structural path.

The results of the structural path analysis are presented in Table 4 and Figure 2. The
structural model suggests that attractiveness (path coefficient = 0.423, p < 0.001) is positively
related to perceived enjoyment (H1 is supported). Trustworthiness (path coefficient = 0.074) is
not related to perceived enjoyment (H2 is not supported). Expertise (path coefficient =0.313, p <
0.01) is positively related to perceived enjoyment (H3 is supported). Product usefulness (path
coefficient = 0.178, p < 0.05) is positively related to perceived usefulness (H4 is supported).
Purchase convenience (path coefficient = 0.152, p < 0.05) is positively related to perceived
usefulness (H5 is supported). Product price (path coefficient = 0.068) is not related to perceived
usefulness (H6 is not supported). Perceived usefulness (path coefficient = 0.117) is not related to
the urge to buy impulsively (H7 is not supported). Perceived usefulness (path coefficient = 0.548,
p < 0.001) is positively related to perceived enjoyment (H8 is supported). Perceived enjoyment
(path coefficient = 0.570, p < 0.001) is positively related to the urge to buy impulsively (H9 is
supported).

Table 4. Test of hypothesized relationships.

Path
Coefficient t Value Result
H1: Attractiveness —> Perceived Enjoyment 0.423 5.617 *** support
H2: Trustworthiness —> Perceived Enjoyment 0.074 0.951 not support
H3: Expertise —> Perceived Enjoyment 0.313 4,139 *** support
H4: Product Usefulness —> Perceived Usefulness 0.178 2.434 % support
H5: Purchase Convenience —> Perceived Usefulness 0.152 2.403 * support
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H6: Product Price —> Perceived Usefulness 0.068 0.968 not support

H7: Perceived Usefulness —> Urge to Buy Impulsively 0.117 1.104 not support
H8: Perceived Usefulness —> Perceived Enjoyment 0.548 6.953 *** support
H9: Perceived Enjoyment —> Urge to Buy Impulsively 0.570 6.144 *** support

Note: * denotes p < 0.05; ** denotes p < 0.01; *** denotes p < 0.001.

) 0.423%%*
Attractiveness o5 617
. 7
" B Perceived
Trustworthiness oL Enjoyment
L ) t=0.951 1oy 0.570%**
) t=6.144
( . 1 031344+
Expertise =4 139
A 4 Urge to Buy
LR "
- 3;24:53 Impulsively
Product 0.178* e
Usefulness ) T=2.434
' -
Purchase 0.152* i Perceived
Convenience | t=2.403 Usefulness
'8 N
. 0,068
Product Price T=0.9€8

Figure 2. The results of the hypothesis test (*** p <0.001, ** p <0.01, * p < 0.05).

The R? value refers to the percentage with which the exogenous variables explain the
variation in the endogenous variables, which is used as an indicator of the overall predictive power
of the model. Falk and Miller [75] recommended that the value of R? for exogenous variables
should be more than 0.10 to be statistically viable. Figure 2 shows the path coefficients between
the exogenous and endogenous variables for the model of female samples, as well as the R?and
path coefficient. As shown in Figure 2, the explained variance is 54.4% for perceived enjoyment,
67.4% for perceived usefulness, and 44.3% for the urge to buy impulsively.

5. Conclusions

This study was motivated by the prosperity of live streaming commerce. We intend to
explore consumer impulse buying behavior. Through literature review on social commerce, live
streaming, and live streaming commerce, we have comprehensively organized the influence
factors on consumer behavior in live streaming commerce, including attractiveness,
trustworthiness, expertise, product usefulness, purchase convenience, and product price. By
adopting the S-O-R framework, perceived enjoyment and perceived usefulness were identified as
the consumers’ cognitive state and emotional state. The urge to buy impulsively is the response
behavior. We propose the live streaming commerce impulse buying model.

We then conducted an empirical investigation by tracking and predicting consumer behavior
on digital channels to test our hypotheses. Under the Chinese context, a total of 433 valid sample
questionnaires with the shopping experience in the live streaming platform were taken. We
adopted PLS-SEM statistical analysis as an empirical research evaluation.

5.1. Conclusions

The results of our analysis showed that perceived enjoyment positively affects the urge to
buy impulsively. Perceived usefulness positively affects perceived enjoyment. However, perceived
usefulness does not positively affect the urge to buy impulsively. Attractiveness and expertise
positively affect perceived enjoyment. Product usefulness and purchase convenience positively
affect perceived usefulness.

Live streaming commerce is still an emerging social commerce business. We tried to find similar to our research model of
related literature for comparison. Yin [9] found that perceived usefulness of influence on purchase intention was lesser. This is
similar to our finding. However,

114



he did not focus on perceived enjoyment. Cai and Wohn [12] adopted utilitarian and hedonic
motivations for live streaming commerce. They found that hedonic motivation is positively related
to celebrity-based intention and utilitarian motivation is positively related to product-based
intention. This inference is similar to our study in affective reaction and cognitive reaction.

The results of the empirical investigation show support for our proposed research model.
However, there are still several unexpected observations. Attractiveness and expertise affect
perceived enjoyment positively. The findings confirm that those factors influence the consumers’
emotional state. Product usefulness and purchase convenience affect perceived usefulness
positively. The findings confirm that those factors influence the consumers’ cognitive state.
However, the results exclude trustworthiness and product price as the stimuli factors.

Trustworthiness positively affects consumers’ value in the context of social commerce [76].
The prosperity of live streaming commerce also brings sequelae. To attract suppliers and
consumers, live streamers might release false information, including followers, online viewers,
likes, and transaction volumes. Some consumers have transaction disputes include fake goods,
quality issues, and other problems after the purchases. Those problems reduce consumer trust in
live stream commerce. Different consumers have different concerns in E-commerce. Hu and
Chaudhry [10] found that financial bonds have only an indirect effect on live streaming commerce.
This is also similar to our finding.

Perceived usefulness affects perceived enjoyment positively. Perceived enjoyment affects
the urge to buy impulsively. These verify our model. However, perceived usefulness does not
direct affect the urge to buy impulsively. In live streaming commerce, the major problem might
come from consumers’ impulse buying. Akram et al. [23] argued that impulsive buying is driven
without considering financial and other aspects in the E-commerce era. Live streaming commerce
is easier to buy impulsively through the presentation and urging of the live streamer in a short
period.

5.2. Implications for Research

The results of this study have theoretical implications for future research. First, we explain
the factors that influence the urge to buy impulsively from customers who have purchase
experience on the live streaming platform. Live streaming commerce is a new social commerce
model that just emerging. There are still few relevant studies. Currently, most scholars believe
that the main influencing factor of live streaming is the charm of live streamers [1,5,6,13,16].
Our results show that both live streamer and product-related can influence customer purchase
intention in live streaming commerce. Our study provides a theoretical basis for future studies.

Second, this study contributes a novel research model that is based on the S-O-R framework
and establishes a theoretically grounded link between perception and customer urge to buy
impulsively in the context of live streaming commerce. The results show that perceived enjoyment
positively affects the urge to buy impulsively. Perceived usefulness positively affects perceived
enjoyment. However, perceived usefulness does not positively affect the urge to buy impulsively.
Impulse buying in customers is highly relative to perceived usefulness in E-commerce [61].
Perceived usefulness would have a positive influence on the perceived enjoyment of video calling
usage [63]. Consumers’ perceived enjoyment of a social commerce platform positively affects
their urge to buy impulsively [28]. We adopt the impact of the perceived usefulness and perceived
enjoyment on the urge to buy impulsively, apply it to live streaming commerce, and form empirical
investigation to test the similarities and differences.

Third, our model explores the factors that affect perceived enjoyment and perceived
usefulness. After empirical investigation, we verify that attractiveness and expertise affect
perceived enjoyment positively. Former literature indicated that celebrity endorsements can
exert positive impacts on people’s good impression of a promoted item [54]. Consumers are more
likely to interact with other users who are experts about brands and products [29]. The findings
confirm that those factors influence the consumers’ emotional state. Product usefulness and
purchase convenience affect perceived usefulness positively. When users perceive utilitarian
value from the use of social commerce sites, they are more likely to generate satisfaction toward
the sites [56]. The more convenient the purchase interfaces, the more likely are consumers to buy
[50]. The findings confirm that those factors influence the consumers’ cognitive state. However,
the results exclude trustworthiness and product price as the stimuli factors.
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5.3. Implications for Practice

Our research is helpful for live streaming commerce vendors. Live streaming commerce is
just emerging. There are still lots of space to improve. This study has several useful findings for
vendors in practice. Perceived enjoyment positively affects the urge to buy impulsively. The
impulse buying of consumers is emotional behavior. Especially in live streaming commerce, live
streamers are the key factor. Live streamers use their charm and skills to present the product
completely in a short time, interact with consumers in real-time, and attract consumers to place
orders. Live streamers shall perform sufficiently professionally and attractive. Except for attracting
by the live streamers, consumers care about product usefulness and purchase convenience.
However, consumers are not sensitive to the product price. Those suggestions can give some help
to the vendors who want to participate in live streaming commerce.

5.4. Limitations and Future Researches

This study has its limitation. In our questionnaires, we did not limit any kind of live streaming
commerce platform for the respondents. They just answered the questionnaires by their last live
streaming commerce experience. However, different consumers might have different experiences
in the different platforms or different products. In the future, researchers can have a comparison
study, for example, different platforms, different products category, or different generations, etc.
More and more online shopping platforms are emerging in different countries. We can also
explore impulse buying among other countries or other cultures. We adopt a cross-sectional
methodology in this study. The samples are collected and analyzed in the same period. In the
future, we can adopt the actual data on a certain platform. We can use experiments and
econometric models to analyze the actual causality. Adopting big data and Al, there might be
found some really interesting and helpful findings.
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Appendix A

Attractive [55,77,78]

ATT1—The live streamer gives me a good feeling.
ATT2—The live streamer is attractive.

ATT3—The live streamer catches my attention.

ATT4—I feel the live streamer is friendly.

ATT5—I feel the live streamer is likable.

Trustworthiness [55,78,79]

TRU1—I feel the live streamer is dependable. TRU2—I feel
the live streamer is honest.

TRU3—I feel the live streamer is trustworthy.

TRU4—I feel the live streamer is sincere.

Expertise [67,78,79]

EXP1—I feel the live streamer is experienced.

EXP2—I feel the live streamer is knowledgeable.

EXP3—I feel the live streamer is qualified.

EXP4—I| feel the live streamer is skilled.

Product Usefulness [42,55,80]

PU1—The product in live streaming commerce is necessary.

116



PU2—The product in live streaming commerce is beneficial.

PU3—The product in live streaming commerce fulfills a need.

Purchase Convenience [59,81,82]

PC1—Live streaming commerce provides procedures for ordering.

PC2—A first-time buyer can purchase from live streaming commerce without much help.

PC3—Live streaming commerce is very convenient to use.

PC4—Live streaming commerce allows me to make a purchase whenever | want. PC5—Live

streaming commerce allows me to make shopping without going out.

Product Price [59,83]

PP1—Live streaming commerce offers products at reasonable prices.

PP2—Discounted prices are very cheap on live streaming commerce.

PP3—The price of products on live streaming commerce is economical.

Perceived Enjoyment [20,28,59,69]

PerE1—Shopping with live streaming commerce was exciting.

PerE2—Shopping with live streaming commerce was enjoyable.

PerE3—Shopping with live streaming commerce was interesting.

PerE4—I found my visit to live streaming commerce was fun.

PerE5—Shopping with live streaming commerce was fun for its own sake.

Perceived Usefulness [20,28,59,69,70]

PerUl—Using live streaming commerce can save shopping time in searching and buying
products.

PerU2—Live streaming commerce helps me buy what | want online.

PerU3—Using live streaming commerce can increase my shopping productivity in searching
and buying products.

PerU4—Using live streaming commerce can enable me to have a better search and purchase
of products than using other online ways.

PerU5—Using live streaming commerce can increase my shopping effectiveness.

Urge to Buy Impulsively [28,50,59,67]

UBI1—When watching live streaming commerce, | had a desire to buy items that did not
pertain to my original shopping goals.

UBI2—I experienced several sudden urges to buy things when doing shopping on live
streaming commerce.

UBI3—While watching live streaming commerce, | was inclined to purchase items outside
my original shopping goal.

UBI4—When | do the shopping on live streaming commerce, | felt a sudden urge to buy
something.

UBI5—I ended up spending more money than | originally set out to spend.
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