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From Streaming to Direct Buying: Customers’ Impulsive Buying Behaviour in TikTok
Live-Streaming Commerce

ABSTRACT

The rapid evolution of e-commerce and the integration of social media platforms have
significantly altered consumer behavior, especially with the rise of livestream shopping. This
study investigates impulsive buying behavior in the context of TikTok Live-Streaming
Commerce in Indonesia. It explores how external stimuli such as variety of selection,
attractiveness, and price attributes influence impulsive buying behaviors, mediated by
utilitarian and hedonic values.

A quantitative research methodology was employed, using surveys distributed to
TikTok livestream shopping users in Indonesia. Data were collected from 316 TikTok users
who have engaged in live-stream shopping. The data was gathered through online
questionnaires and analyzed using SPSS software to perform descriptive statistics, factor
analysis, reliability tests, and regression analyses.

The findings reveal that a wide variety of selection enhances impulsive buying behavior in
the dynamic environment of TikTok live streams which is believed to be due to the
stimulating nature of the platform. Attractiveness and price attributes significantly increase
impulsive buying behavior, with both utilitarian and hedonic values partially mediating these
relationships. The study highlights that strategic pricing tactics also play a critical role in
driving impulsive purchases.

This study extends the application of the Stimulus-Organism-Response (S-O-R)
framework to the context of live streaming, demonstrating the significant roles of utilitarian
and hedonic values in mediating the effects of external stimuli on impulsive buying behavior.
The research provides insights for marketers and e-commerce platforms aiming to enhance
consumer engagement and drive sales through optimized live streaming platform, specifically
TikTok live streaming. Additionally, the study underscores the need for responsible
marketing practices to mitigate the potential negative impacts of impulsive buying on
consumers, promoting a balanced approach to digital commerce.

KEYWORDS: impulsive buying behavior, live-streaming commerce, TikTok, S-O-R model,
consumer behavior, Indonesia, hedonic value, utilitarian value
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1. Introduction

The rapid growth of e-commerce and the emergence of social media platforms have
transformed the landscape of consumer behavior. One particularly interesting phenomenon is
the rise of live-streaming, where an interactive virtual way of allowing brands and influencers
to engage directly with consumers in real time. As e-commerce continues to evolve and social
media platforms enhance their live-streaming capabilities, it is crucial for businesses to
understand and adapt to these changing consumer behaviors (Keenan, 2023, para. 13).
Moreover, a previous study conducted by Song et al. (2022, p. 11) found that by embracing
live streaming as part of marketing and sales strategies, brands can create immersive,
personalized experiences that resonate with consumers and drive business growth.

The emergence of Taobao Live in China in 2016 marked the beginning of a new way
of selling through live-stream shopping (McKinsey, 2023, para. 1) and allowing viewers to
watch live-streaming and shop simultaneously. The COVID-19 pandemic became a turning
point for its rapid development globally, especially in South East Asia (SEA). In 2023, the
growth of livestream shopping in SEA reached US$20 billion. Among them, Indonesia holds
the largest livestream shopping market in the region, showing an estimated Gross
Merchandise Value (GMV) of up to US$8 billion (Momentum, 2023, para. 4). This
emergence calls for attention to the changing consumer behavior in Indonesia, and the role of
live-stream shopping in shaping this behavior.

E-commerce has been booming in Indonesia, supported by widespread internet access
and an increasing general population's comfort level with digital transactions. A survey by
Ipsos SEA Study (2022, para. 2) also shows that the live-stream shopping market in Indonesia
is growing, with 78% of consumers claiming to be aware of live-stream shopping, 71% have
watched live-stream shopping, and 56% of them have purchased this feature. Social media
such as TikTok, Instagram, and Facebook are starting to develop into social commerce by
launching live-stream shopping features. Livestream shopping is revolutionizing traditional
retail experiences by providing a more engaging and immersive way for consumers to
discover and purchase products online.

One of the newest live-stream shopping players i TikTok, which entered Indonesia in
September 2017. TikTok, the popular short-video sharing platform, has embraced this trend,
enabling users to participate in livestreams and potentially making impulsive purchases.
According to the 2023 World Population Review data on TikTok's active users, Indonesia has

99.1 million active TikTok users, making it the country with the second-largest number of



active TikTok users in the world (Dzulfaroh, 2023, para. 3). TikTok has tapped into this trend
by offering an accessible platform combining entertainment and online shopping. In less than
one year, live stream shopping on TikTok has succeeded in increasing the transaction value
(GMV) of TikTok Shop by up to 411% and increasing the number of TikTok orders by up to
564.1% from the previous period (Katadata, 2023, para. 9). The transaction behavior of
TikTok users is in line with the information presented in the TikTok What's Next Report
2022, where as many as 67% of TikTok users said that TikTok encouraged them to shop even
when they didn't want to shop. The success of this model in Indonesia is part of a broader
digital transformation in Sout East Asia, where platforms like TikTok adapt to local markets
through strategic live-streaming operations. This extensive user base provides a fertile ground
for the growth of TikTok's live-stream shopping feature, TikTok Shop, which was released in
2021 (Business Insider, 2023, para. 2). Other than Indonesia, TikTok Shop is currently
available in some other Southeast Asian countries, including Thailand, Malaysia, Singapore,
Vietnam, and the Philippines. It is also expanding to the United States and the United
Kingdom. The feature is not yet available in all countries, but it is expected to launch in more
countries in the future.

In Indonesia, several e-commerce platforms, such as Shopee and Tokopedia, also
offer live-streaming services to engage consumers and drive sales. Shopee named its
livestreaming service as Shopee Live, while Tokopedia as Tokopedia Play. These platforms
allow sellers to interact with buyers in real-time, showcasing products and answering
questions during live sessions. However, while these services have grown in popularity, they
can’t provide the seamless integration of social media engagement and e-commerce

functionalities that TikTok provides.
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Figure 1.1 : TikTok Live Competitors, Shopee Live (right) and Tokpedia Play (left)

TikTok Shop leverages advanced technical infrastructure to provide a seamless, live-
stream shopping experience. The platform integrates live video streaming with e-commerce
functionalities, allowing users to watch live product demonstrations and make real-time
purchases. The platform allows sellers to showcase their products through live videos, where
viewers can interact, ask questions, and make purchases without leaving the stream. TikTok
Shop livestreaming includes several key components that enhance the shopping experience.
Businesses and brands can upload their product catalogs, which include images, descriptions,
pricing, and inventory information, to create a virtual storefront within TikTok. This feature
allows users to browse a wide range of products, access detailed information, and make
purchases without leaving the app, thus creating a convenient and efficient shopping
experience. Shoppers have access to an extensive selection of items, from fashion and beauty
products to electronics and lifestyle goods, all at their fingertips. By providing such a wide
variety of options, TikTok Shop live streaming caters to the diverse interests and needs of its

users, making it a convenient one-stop destination for shopping across different categories.
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Figure 1.2: TikTok in-app purchase process until payment process during live session

Moreover, TikTok Shop facilitates in-app purchases, enabling users to complete
transactions without being redirected to external websites. This in-app checkout process is
designed to be user-friendly, reducing friction and increasing the likelihood of purchase
completion. The app's user-friendly interface features easily accessible purchase buttons and
real-time comment sections where potential buyers can engage directly with hosts, further
driving impulsive buying behavior. Moreover, these live events frequently highlight
promotions, flash sales, and special discounts in order to instill a feeling of immediacy and

prompt spur-of-the-moment buying decisions.
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Figure 1.3 : TikTok Live flash sale with remaining time display (in green box)

TikTok has tailored its live-stream shopping experience to cater to the preferences and
cultural context of the Indonesian market. The platform has partnered with local brands and
influencers, creating a localized shopping experience that resonates with Indonesian
consumers. TikTok has unique characteristics that enable it to have a strong media
penetration power (Dzulfaroh, 2023, para. 13). As a result, TikTok is often used as a source
of information and news by Indonesian society (Dzulfaroh, 2023, para. 14), and the strategic
adaptation has contributed to the rapid growth and success of TikTok Shop in Indonesia. This
convenience factor contributes to the appeal and success of TikTok Shop livestreaming as a
modern and innovative approach to e-commerce and live selling.

Changes in consumer shopping patterns, which currently use social commerce live
streaming, have opened opportunities for consumers to make impulsive purchases online.
According to a report co-published by TikTok and the Boston Consulting Group, 81% of
APAC consumers are influenced by entertaining content when making purchase decisions
(TikTok for Business, 2023, para. 5). This highlights the significant impact of content-driven
commerce, or "shoppertainment", in shaping consumer behaviors in the region. Several
researchers have proven that the internet does support impulsive buying. Many online
consumers impulsive purchase studies (Floh & Madlberger, 2013, p. 427; Jeffrey & Hodge,
2007, p. 369; Parboteeah et al., 2009, p. 75) indicate that over half of all purchases made
online are the result of impulsive decisions (Kimiagari & Malafe, 2021, p. 1). Liu et al. (2013,

p. 830) also found that online impulsive buying behavior is higher than offline store
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purchases. Furthermore, the incorporation of limited-time promotions, flash sales, and
exclusive deals during these livestreaming events has heightened the sense of urgency and
immediacy, prompting consumers to make spontaneous purchasing decisions (Feng et al.,
2024, p.12). The convenience of seamless purchasing capabilities within the TikTok platform
has facilitated frictionless transactions, which may enable consumers to act on their
impulsiveness and make quick purchases while watching the live stream.

This research aims to understand the phenomenon of impulsive buying that consumers
feel when using the live-stream shopping feature. Despite the growing popularity of live-
stream shopping, there still needs to be more understanding of the factors that influences
impulsive buyings. The existing literature has more studies on general online shopping
behaviors, leaving a gap in understanding the uniqueness of new platforms like TikTok live
streaming. To understand the factors that influence the impulsive to buy products on TikTok
live stream shopping, this research uses the Stimulus-Organism-Response model, which
studies how external and internal stimuli factors can influence consumers' value and
ultimately create impulsive buying as a response.

Therefore, to achieve the research objectives, the following research questions must
be answered by this study:

How do external factors or stimuli influence impulsive buying behaviour when using Tiktok

Livestreaming?

1.1 Societal Relevance
From a societal perspective, this thesis addresses the trend of livestream shopping,

which has implications for consumer behavior, marketing strategies, and economic
transactions. Additionally, this research contributes to consumer education by highlighting
the factors that trigger impulsive purchases during livestreams, helping consumers become
more aware of their shopping behaviors in these interactive environments. By exploring how
various stimuli in live streaming environments affect impulsive buying, this study offers
valuable insights for marketers and e-commerce platforms aiming to optimize their strategies
to enhance consumer engagement and sales. The findings could inform how platforms can
design more effective livestreaming features that balance consumer enjoyment with informed
purchasing decisions, potentially reducing regretful impulsive buys. Moreover, it empowers
entrepreneurs and content creators to leverage their influence and reach a broader audience,

fostering economic opportunities and entrepreneurship.
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Additionally, this research contributes to consumer education by highlighting the
factors that trigger impulsive purchases during livestreams, helping consumers become more
aware of their shopping behaviors in these interactive environments. However, on the other
side, the potential for impulsive buying raises concerns about overconsumption and financial
implications for consumers, highlighting the need for responsible marketing practices and

consumer education.

1.2 Scientific Relevance
Existing literature has explored the Stimulus-Organism-Response (S-O-R) theory,

which suggests that external stimuli can influence an individual's emotional reactions and
subsequent responses, including purchasing decisions. However, the unique nature of live-
streaming e-commerce presents a novel context that warrants further investigation. Although
numerous previous studies have used social commerce as their research object, most have
focused on the TaoBao platform (Sun et al., 2019, p. 5). As a research gap, the TikTok
platform is rarely used in live shopping context studies. Moreover, the importance of the live-
streaming e-commerce context remains largely unexplored. This study aims to bridge this gap
by applying the S-O-R model to the TikTok live-stream shopping environment, providing
new insights into the factors influencing impulsive buying behavior in this rapidly growing e-
commerce segment. This study seeks to fill this gap by providing an analysis of the factors
influencing impulsive buying behavior in Indonesia, thereby contributing to a more balanced

and globally relevant understanding of the phenomenon.

1.3 Chapter outline
This research is outlined as follows. Chapter 2 provides a comprehensive literature

review, discussing impulsive buying behavior, the S-O-R model, and various stimuli
influencing impulsive buying through utilitarian and hedonic values in this context. Chapter
three details the methodology used in the study, including the research design, measurement,
and operationalization of theoretical concepts, as well as data collection methods and steps
taken to ensure validity and reliability. Chapter four presents the statistical results, including
descriptive statistics and hypothesis testing, followed by a detailed analysis of the findings.
Chapter five reflects on the results, interpreting them in the context of existing literature and
theoretical frameworks, discussing the implications, acknowledging the limitations, and

providing recommendations for future research.
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2. Theoretical Framework

This chapter explores the theoretical basis of impulsive buying behavior within the
context of live-streaming on platforms like TikTok. It begins with an overview of the
Stimulus-Organism-Response (S-O-R) theory, which serves as the foundation for
understanding how external stimuli influence consumer responses through internal processes.
The chapter systematically examines various external factors affecting impulsive buying
behavior, including the variety of selection, attractiveness of the platform, and price
attributes. It then investigates the mediating roles of hedonic and utilitarian values in these

relationships, providing a framework for the research hypotheses.

2.1 Stimulus-Organism-Response (S-O-R) Theory

Stimulus-Organism-Response (SOR) is a model that explains how the physical
environment as a stimulus can influence a person's response, which is mediated by the
organism or the individual's emotional reaction (Mehrabian & Russell, 1974 cited in Chan et
al., 2017, p. 207). The SOR model suggests that changes in how people act or what they buy
(in business setting) are influenced by the effectiveness of the external factors they encounter.
In simpler terms, it means that the way a person reacts or decides to purchase something is
largely affected by the kind of experiences or influences they are exposed to.

The S-O-R framework in the field of environmental psychology firstly developed by
Mehrabian and Russell (1974) was then widely adopted to understand the impact of the
environment on consumer responses, from brick and mortar to online retail (Fiore & Kim,
2007, p. 424). SOR theory is a psychological framework that seeks to explain and understand
human behavior in response to various stimuli. The SOR framework has been widely applied
in various disciplines, including marketing, consumer behavior, environmental psychology,
and stress research. In the field of marketing and consumer behavior, the SOR theory has
been instrumental in understanding how consumers respond to different marketing stimuli
(Peng & Kim, 2014, p. 161). In environmental psychology, the SOR theory has been used to
study how individuals respond to various environmental stimuli, such as noise, crowding, and
natural landscapes. Researchers have applied the SOR framework to investigate how these
stimuli influence people's emotional and behavioral responses, as well as their overall well-
being.

In the context of live streaming, the SOR framework is also useful to understand how

viewers respond to the stimuli presented in the live stream. The stimuli in this context include
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the content being streamed and the overall experience of the live stream. Viewers perceive
and interpret these stimuli, eliciting emotional and cognitive responses. Lee and Chen (2021,
p. 1) investigated impulsive buying behaviors in live-streaming commerce using the SOR
framework. Their study demonstrated that the immediacy and interactive nature of live
streaming platforms significantly influence consumers' purchasing decisions. The real-time
interaction between hosts and viewers creates an engaging shopping environment and can
impact the viewers' engagement with the live stream, their likelihood of interacting with the
streamer or other viewers, and their final reaction towards the livestreaming such as
(impulsive) purchasing.

Therefore, the environmental psychology paradigm with the SOR framework in this
research was used for three reasons (Parboteeah et al., 2009, p. 64). First, it can provide a
theoretical understanding of the influence of external/environmental stimuli in an online
context such as situational stimuli, live streaming stimuli, and marketing stimuli. Second, it
can understand the role of mediation reactions to stimuli influencing online impulsive buying.
Third, the S-O-R framework is often used as a basis in research on online impulsive buying
(Chan et al., 2017, p. 207). It frames impulsive buying as a response resulting from exposure
to stimuli rather than just a personality trait. Thus, the SOR framework can help identify the
factors that influence these responses (Kim et al., 2018, p. 71).

2.2 Impulsive Buying Behavior in the context of live-streaming and external factors

The research and definition of Impulse buying can be dated back decades before the
rise of Tiktok. In the field of Consumer Research, it was defined as a purchase that is not
planned but arises in response to certain stimuli (Rook, 1987, p. 191). Unlike planned
purchases, which often involve the use of a shopping list and careful pre-purchase
consideration, impulse purchases occur spontaneously and without prior planning. These
spontaneous decisions are typically triggered by various situational factors and stimuli
encountered by the consumer at the point of sale or during the shopping experience (Fataron,
2019, p. 58).

Impulse buying behavior has been proven to be influenced by a range of external
stimuli such as store layout, product displays, promotional offers, and sensory elements like
music and lighting. These factors can create an enticing shopping environment that

encourages spontaneous purchases.
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In the digital age, the phenomenon of impulse buying has expanded to online
shopping platforms. The convenience of online shopping, combined with sophisticated
marketing techniques such as personalized recommendations and flash sales, further enhances
the likelihood of impulse purchases. The immediacy and ease of online transactions, coupled
with the anonymity and lack of social presence, can reduce consumers' cognitive control and
increase impulsivity (LaRose, 2001, p. 11).

Zhao et al. (2021, p. 1667) conducted a meta-analysis focusing on online impulsive
buying and its correlation with economic development levels. The study emphasized the role
of website stimuli, such as ease of navigation, attractive layouts, and promotional offers, in
influencing online impulsive buying behavior across different economic development levels.
This research extends the existing literature on impulsive buying to the online context by
showing how economic factors can shape consumer behavior in digital environments.

Additionally, Dawson and Kim (2010, p. 240) studied external cues of impulsive
buying online. They emphasized the importance of website stimuli such as personalized
recommendations and visually appealing product displays in triggering impulsive purchases.
Internal triggers, including mood, emotions, and personality traits, also play a crucial role.
Consumers in a positive mood or experiencing excitement are more likely to make impulsive

purchases as they seek to prolong their positive emotional state.

2.2.1 The Impact of Variation of Selection on Impulsive Buying Behaviour

Situational stimuli are the first external stimuli that the current study examines. They
are social or environmental factors related to a particular product/service or consumption
occasion that influence consumers' purchasing responses. Although situational stimuli have
been studied extensively in the context of offline impulsive buying, few studies have explored
situational stimuli in the context of online and livestreaming impulsive buying. Chan et al.
(2017, p. 9) found that the variety of selection was a significant factor. When customers are
faced with many choices, they tend to make a more in-depth assessment of the products and
are less likely to buy impulsively (Park et al., 2012, p. 1585).

While a diverse array of products can attract customers by offering more choices, it
can also lead to decision paralysis, where the abundance of options overwhelms the
consumer, prompting a more deliberate and less impulsive decision-making process. This

phenomenon is known as the "paradox of choice," which suggests that too many options can
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lead to increased cognitive load and decision fatigue, reducing the likelihood of impulsive
purchases (Iyengar & Lepper, 2006, p. 997).

Moreover, the context of the online shopping environment plays a crucial role. In
physical stores, consumers may feel pressured by their surroundings and other shoppers to
make quicker decisions. In contrast, the online environment allows consumers more time and
freedom to explore different options without external pressures, further contributing to more
deliberate decision-making processes (Dholakia, 2000, p. 961). This is particularly relevant in
livestreaming, where consumers can take the time to ask questions and get immediate
responses from hosts, leading to more informed and less impulsive decisions.

Additionally, a study by Diehl and Poynor (2010, p. 321) examined the effects of
assortment size on consumer decision-making and found that larger assortments can lead to
more thoughtful, less impulsive choices. This is because larger assortments increase the
cognitive load on consumers, causing them to slow down and consider their options more
carefully (Diehl & Poynor, 2010, p. 315). Similarly, Mogilner et al. (2008, p. 210) observed
that consumers faced with extensive choices are likely to experience decision fatigue, leading
to more deliberate decision-making rather than impulsive actions. Therefore, the following
hypothesis is:

H1: Variety of Selection has a negative influence on impulsive buying behaviours.

2.2.2 The Impact of Attractiveness on Impulsive Buying Behaviour

Attractiveness relates to the visual elements and ease of navigation that enhance the
overall user experience of a shopping platform. Both visual appeal and ease of navigation are
critical components of attractiveness, contributing to the usability and overall effectiveness of
live-streaming shopping platforms. The visual appeal of a shopping platform plays a crucial
role in enhancing the user experience and influencing consumer behaviors. Previous research
has demonstrated that well-designed online shopping environments can have a significant
impact on consumer behavior (Wells et al., 2011, p. 47). Attractive website designs, which
include appealing visual elements such as color schemes, typography, and imagery, have
been shown to encourage shoppers to engage in impulse buying (Zhang et al., 2022, p. 9).
Visual elements not only attract attention but also create a sense of enjoyment and pleasure,
which can lead to increased impulsive buying behavior (Zheng et al., 2019, p. 157).

Ease of navigation is another essential aspect of attractiveness that enhances the

usability of a shopping platform. A user-friendly navigation system allows consumers to find
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products effortlessly and complete their purchases quickly, reducing frustration and
improving satisfaction (Wells et al., 2011, p. 39). Previous study by Kimiagari and Malafe
(2021, p. 6) have shown that when users find it easy to navigate through a website, they are
more likely to make impulsive purchases. Efficient navigation structures, such as clear
menus, search functions, and intuitive layouts, contribute significantly to the overall
attractiveness of the platform.

The visual presentation and ease of navigation together create a seamless and
enjoyable shopping journey, which enhances the likelihood of impulsive purchases.

Therefore, the following hypotheses is:

H?2: Attractiveness has a positive influence on online impulsive buying behaviour.

2.2.3 The Impact of Price Attributes on Impulsive Buying Behaviour

Marketing stimuli are stimuli provided by marketers or sellers to persuade consumers
to make purchases (Chan et al., 2017, p. 210). The price attribute is one of the most common
and influential marketing stimuli in both offline and online shopping environments (Zhang et
al., 2021, p. 8). In the online shopping environment, consumers heavily rely on price
information when making purchase decisions, especially since they cannot physically
examine products before buying. The research by Park et al. (2012, p. 1588) revealed that
price attributions had a significant positive direct impact on impulsive buying. When
consumers perceive prices as attractive or favorable, they are more likely to engage in
impulsive buying, even in the absence of physical product examination (Park et al., 2012, p.
1586).

Studies have shown that various pricing strategies can enhance the attractiveness of
prices and stimulate impulsive purchases. For instance, discounted prices, promotional offers,
and price bundling are common tactics that create a perception of value, encouraging
consumers to make quick purchasing decisions without thorough deliberation (Peck &
Childers, 2006, p. 770). Such pricing strategies exploit the consumer's desire for deals and
savings, making them more prone to impulsive buying.

Further research by Jones et al. (2003, p. 504) highlighted the role of price discounts
and perceived value in impulsive buying behavior. They found that consumers are more
likely to make impulsive purchases when they perceive the price as a good deal or when there
is a significant discount, which lowers the psychological barriers to buying (Jones et al.,

2003, p. 504). This finding is supported by subsequent studies, such as those by Wu et al.
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(2016, p. 99), which demonstrated that flash sales and time-limited discounts increase the
urgency to purchase, thus driving impulsive buying behavior.

The impact of price attributes on impulsive buying is also influenced by individual
consumer characteristics. Consumers with high levels of price sensitivity are more likely to
respond to price-based promotions and engage in impulsive purchases when they perceive the
prices to be favorable (Lichtenstein et al., 1993, p. 237). Furthermore, consumers who
frequently shop online and are accustomed to comparing prices across different platforms
may exhibit stronger impulsive buying tendencies when they encounter attractive price offers
(Kukar-Kinney et al., 2009, p. 273).

Overall, the evidence suggests that price attributes play a crucial role in driving
impulsive buying behavior in online shopping environments. Attractive pricing strategies and
the effective presentation of price information can significantly influence consumers'
purchasing decisions, leading to increased impulsivity.

Therefore, the hypothesis is:

H3: Price attributes have a positive influence on impulsive buying behavior.

2.3 The Organism of impulsive buying: Perceived Hedonic and Utilitarian Value as
Mediators

As discussed in Section 2.2, external stimuli significantly impact impulsive buying
behaviors, which could be the same context for live-streaming shopping settings. According
to the SOR model, the organism between these observable parameters should be an internal
factor that is triggered by stimuli and subsequently motivates the response. In this context,
values, specifically hedonic and utilitarian, will be discussed as the response.

Hedonic values, driven by the desire for pleasure, novelty, and social interactions,
stimulate impulsive purchases by creating an emotional bond with the shopping experience
(Evangelin et al., 2021, p. 252). Conversely, utilitarian values, driven by practical benefits,
result in more rational and deliberate evaluations (Seo & Lee, 2008, p. 492). This
differentiation allows for a deeper understanding of the internal processes of organism that
mediate the relationship between external stimuli and impulsive buying behavior.

Research conducted by Wongkitrungrueng and Assarut (2020, p. 551) supports that
emotional engagement in live streaming drives impulsive buying by enhancing consumers'
emotional responses and reducing their cognitive control. Their study highlights the

significant role of consumers' emotions, spontaneous behaviors, and low cognitive control in
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driving impulsive purchases, providing valuable insights into the emotional and
psychological drivers of impulsive purchase decisions. Furthermore, previous studies indicate
significant relationships between utilitarian and hedonic values and online impulsive buying
behaviors (Kim & Eastin, 2011, p. 71; Zhang et al., 2022, p. 8).

Therefore, it is suggested that these two types of values, hedonic and utilitarian, can
effectively mediate the impact of external stimuli on impulsive buying behaviors. This

research aims to explore if this is true in Indonesia's TikTok live-streaming shopping context.

2.3.1 How Values Mediate the Relationship Between Variety of Selection and Impulsive
Buying Behaviour

Study have shown that when customers are faced with a variety of selections, they
may engage in a more rational and deliberate evaluation process to assess the utilitarian
benefits of each option (Roehm & Roehm, 2005, p. 330). Moreover, when customers are
presented with a wide array of choices, they tend to engage in a more rational and deliberate
evaluation process to assess the utilitarian benefits of each option (Williams et al., 2017, p.
369). The presence of utilitarian value as a mediator suggests that when consumers perceive
high utilitarian value in the available options, the negative influence of the variety of
selection on impulsive buying is likely to be stronger. This is because practical benefits
become a more significant factor in the decision-making process. This leads to the following
hypothesis:

H4: Utilitarian value mediates the effect of variety of selection on impulsive buying

behaviors.

Moe (2003, p. 31) indicates that a wide selection can enhance hedonic shopping value
by providing consumers with a sense of exploration and entertainment. When consumers
encounter a variety of selections, they may be drawn into the experience not just to make a
purchase but to enjoy the process itself. This hedonic aspect of shopping can serve as a
mediator in the relationship between variety of selection and impulsive buying behavior. The
pleasure derived from browsing a wide array of options can lead to impulsive purchases
(Zhang et al., 2018, p. 525), as the enjoyable experience may trigger the desire for immediate
gratification through buying. This leads to the following hypothesis:

H5: Hedonic value mediates the effect of variety of selection on impulsive buying

behavior.
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2.3.2 How Values Mediate the Relationship Between Attractiveness and Impulsive Buying
Behaviour

The attractiveness of a platform enhances the consumer’s utilitarian value by making
the shopping experience more efficient and straightforward, thereby encouraging impulsive
buying (Gao et al., 2023, p. 6). For instance, an attractive and well-designed website can
facilitate easier navigation and product discovery, leading to a perception of greater utility
and, consequently, a higher likelihood of impulsive purchases (Xu et al., 2020, p. 145).
Moreove, study done by Bak et al. (2022, p. 10) showcase that attractive and visual aesthetic
stimulation, such as an appealing user interface, significantly impacts impulse buying
patterns. This suggests that the practical benefits derived from an attractive online shopping
environment can serve as a critical pathway through which attractiveness influences
impulsive buying behavior. This leads to the following hypothesis:

H6: Utilitarian value mediates the influence of attractiveness on online impulsive

buying behavior.

The attractiveness of a platform can significantly enhance hedonic value by providing
a visually appealing and enjoyable shopping experience (Kimiagari & Asadi Malafe, 2021, p.
6). This enhancement in hedonic value can stimulate consumers' emotional responses and
lead to impulsive buying (Verhagen & van Dolen, 2011, p. 321). Moreover, based on Joseph
and Balqgiah (2022, p. 3) the simplicity of navigating the application, combined with the
effortless access to information and interaction with sellers, making the process enjoyable and
satisfying for consumers. For example, an attractive presentation of products can evoke
positive emotions and a sense of enjoyment, making consumers more inclined to make
unplanned purchases driven by these emotional responses. This leads to the following
hypothesis:

H7: Hedonic value mediates the influence of attractiveness on online impulsive

buying behavior.

2.3.3 How Values Mediate the Relationship Between Price Attributes and Impulsive Buying
Behaviour
Utilitarian value mediates the influence of price attributes on online impulsive buying

behaviors by providing a rational basis for the impulsive decision-making process (Gao et al.,
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2023, p. 14). Consumers are more likely to engage in impulsive buying when they perceive
that the price attributes enhance the practical benefits and economic efficiency of the
purchase. This mediation effect underscores the importance of strategically leveraging price
attributes to enhance perceived utilitarian value and stimulate impulsive buying in the online
shopping context. This leads to the following hypothesis:

HS: Utilitarian value mediates the influence of price attributes on online impulsive

buying behavior.

Furthermore, Park et al. (2012, p. 1588) found that price discounts and promotions
increased the perceived hedonic value of shopping, which subsequently led to higher
impulsive buying. Specifically, price discounts and favorable price attributes can enhance the
hedonic value of shopping by providing consumers with a sense of excitement, achievement,
and enjoyment. This heightened hedonic value, in turn, increases the likelihood of impulsive
purchases as consumers are driven by the desire to experience pleasure and gratification
(Ozen and Engizek, 2014, p. 8; Park and Forney, 2011, p. 33). This leads to the following
hypothesis:

HY9: Hedonic value mediates the influence of price attributes on online impulsive

buying behavior.
The proposed research framework model is shown in Figure 2.1. This model

illustrates a conceptual framework for understanding impulsive purchasing behaviours within

a TikTok livestreaming consumer context.
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Figure 2.1: Research Framework Model

Variety of Selection
Utilitarian Value
y
R Impulsive Buying
Attractiveness > Behaviour
Hedonic Value /

Price Attributes

Stimuli Organism Response
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3. Method

3.1 Justification of Research Method
To address the research questions effectively, a quantitative research methodology

was employed, which is well-suited for examining the relationships between variables
through the collection and analysis of numerical data. Creswell (1994, p. 32) defines
quantitative methodologies as systematic investigations that employ statistical techniques to
evaluate hypotheses and understand phenomena. This approach was selected to provide a
structured and objective means of analyzing the data collected.

In this study, structured questionnaires were utilized as the primary tool for data
collection. These questionnaires incorporated various types of questions, including multiple-
choice, dichotomous, and Likert-scale formats (Malhotra, 2010, p. 264). The structured
nature of the questions ensured that the data collected were consistent and comparable across
all respondents, which is essential for conducting robust statistical analyses.

The decision to use surveys was driven by several key advantages. First, surveys
allow for the efficient collection of data from a large and diverse sample, enhancing the
generalizability of the findings. This is particularly important in understanding consumer
behavior patterns across a broad demographic. Second, surveys can capture a wide array of
information, including demographic details, attitudes, preferences, and behaviors, providing a
comprehensive dataset for analysis.

The representativeness and reliability of survey data are critical for ensuring that the
findings can be generalized to the broader population. In this context, the large sample size
achieved through the survey method contributed to the robustness of the results. This
methodological choice is particularly pertinent given the study's focus on TikTok live-stream
shopping behaviors in Indonesia, where understanding diverse consumer profiles is essential.

Additionally, the quantitative approach facilitated the objective measurement and
statistical testing of hypotheses. This method enabled the exploration of relationships between
variables such as variety of selection, attractiveness, price attributes, and impulsive buying
behavior. By employing statistical software (SPSS version 27), the study was able to conduct
detailed analyses, including descriptive statistics, factor analysis, reliability testing, and
regression analyses.

Furthermore, the structured and systematic nature of quantitative research ensures that

the findings are not influenced by researcher bias, thus enhancing the validity of the results.
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This is particularly important in social sciences research, where subjective interpretations can
often skew data.

In summary, the adoption of a quantitative research methodology was justified by its
ability to provide a comprehensive, objective, and systematic analysis of numerical data. This
approach enabled the effective exploration of relationships between various consumer
behavior variables, thereby validating theoretical propositions within the specific context of

Indonesia's social media commerce landscape.

3.2 Operationalization
This section introduced the scales that were used to construct the questionnaire. To

answer the research questions and verify the hypotheses, a standard questionnaire survey
method was developed according to previous research. Multiple items were given for each
variable in the hypotheses based on past research that had shown validity and reliability. The
questionnaire in this study used several types of question formats, multiple choice, and a 1-6
Likert scale where one indicated "strongly disagree", two indicated "disagree", three indicated
"somewhat disagree", four indicated "somewhat agree”, five indicated “agree”, and six
indicated “strongly agree".

Variety of Selection. The variety of choices available to consumers, referred to as
"Variety of Selection", was measured in this study using the scale established by Park et al.
(2012, p. 1586). This scale consists of four items assessed on a 6-point Likert scale. Example
items include: "The shopping pages deal with a variety of fashion items" and "The shopping
pages have a wide assortment of products with different prices". This scale captures the
essence of variety of selection as discussed in Chapter 2 by assessing the breadth and depth of
product offerings available to consumers. This scale has been used in exploring consumer
behavior and product assortment perceptions (Park et al., 2012, p. 1586).

Attractiveness. The visual appeal of the shopping environment, referred to as
"Attractiveness", was measured using the scale developed by Wells et al. (2011). This scale
consists of four items assessed on a 6-point Likert scale. Example items include: "The layout
of the shopping pages is attractive" and "The shopping pages display a visually pleasing
design". This scale aligns with the conceptualization of attractiveness in Chapter 2 by
focusing on the aesthetic qualities of the online shopping interface. This scale was used to
examine the influence of visual appeal and ease of navigation on consumer engagement and

purchase intentions (Wells et al., 2011, p. 39).
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Price Attribute. The perceived value and fairness of product pricing, referred to as
"Price Attribute", was measured using items adapted from Park et al. (2012, p. 1586). This
scale consists of three items assessed on a 6-point Likert scale. Example items include: "The
shopping pages carry products with reasonable prices" and "Discounted prices are very cheap
in the shopping pages". This scale captures the essence of Price Attribute by measuring
consumers' perceptions of price fairness and attractiveness, which are crucial for impulsive
buying as discussed in Chapter 2.

Hedonic Value. The enjoyment and pleasure derived from the shopping experience,
referred to as "Hedonic Value", was measured using the scale developed by Park et al. (2012,
p. 1586). This scale consists of four items assessed on a 6-point Likert scale. Example items
include: "During my browsing, I can forget my issues and feel relaxed" and "I gain enough
pleasure from browsing to get a time out". This scale captures the essence of Hedonic Value
as it evaluates the emotional and enjoyable aspects of the shopping experience, aligning with
the S-O-R framework's focus on internal emotional responses.

Utilitarian Value. The functional and practical benefits of the shopping experience,
referred to as "Utilitarian Value", was measured using the scale developed by Park et al.
(2012, p. 1586). This scale consists of five items assessed on a 5-point Likert scale. Example
items include: "I search to purchase better products in terms of quality or price" and "I browse
to collect information concerning products". This scale captures Utilitarian Value by
measuring when consumers perceive high practical benefits from shopping.

Impulsive Buying Behavior. The tendency to make unplanned, immediate purchases,
referred to as "Impulsive Buying Behavior", was measured using items adapted from Park et
al. (2012, 1586). This scale consists of four items assessed on a 6-point Likert scale. Example
items include: "I buy items on a whim" and "When I find something I like, I purchase it
immediately". This scale captures Impulsive Buying Behavior by measuring the spontaneous
and unplanned nature of purchases.

For all scales, the items were adapted to the context of TikTok Live for this research.
The original items were developed for general online shopping contexts, but they were
modified to specifically reference TikTok Live shopping experiences for the purposes of this
study.

The last part of the survey contained demographic questions, such as about the
participants' ages, genders, etc. Once the participants had answered all the questions, they

were shown a message of appreciation, marking the end of their participation in the survey.
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3.3 Population, Sampling Criteria, and Sampling

This research specifically targeted TikTok live stream shopping users in Indonesia
who had previously engaged in live stream shopping and made purchases on the platform.
The study used a non-probability sampling method, which was suitable given the specific
focus and drawbacks of the research. Non-probability sampling was selected because it
allowed for targeted respondents who fit the necessary criteria, ensuring that the sample was
relevant to the research question.

Respondents were required to meet several key criteria to participate in the study.
Firstly, they needed to be domiciled in Indonesia to ensure the geographic relevance of the
data. Secondly, they had to be active users of TikTok, they have purchased a product live
stream shopping at least once, which was essential to capture accurate and meaningful
insights into their shopping behaviors on the platform. Lastly, respondents needed to be 18
years old or older to provide informed consent and to ensure compliance with ethical research
standards.

Primary data were collected directly from respondents through online questionnaires,
which were distributed using the Qualtrics application. This method was chosen for its
efficiency and ability to reach a wide audience in quickly time manner. To ensure a broad and
representative sample, the questionnaires were disseminated across multiple social media
platforms, including Twitter, Instagram, and Facebook, as well as through digital messaging
applications like WhatsApp. These platforms were selected to maximize the survey's reach
and effectiveness.

Distributing the survey on platforms other than TikTok had several advantages.
Platforms like WhatsApp, Twitter, and Facebook have a broader demographic reach,
encompassing users of various age groups, which aligns with the study's aim to obtain a
representative sample of the population. Furthermore, content on Twitter and Facebook tends
to have greater visibility compared to TikTok's low spand. This decision also was also due to
avoiding potential biases associated with TikTok's unique content algorithm and user

engagement patterns, which could affect the sample representation.

3.4 Data Collection
Data collection was carried out in three stages, namely the wording test stage, the pre-

test stage, and finally the main-test stage. During the wording test stage, feedback was
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gathered from five respondents on whether the choice of words in the questionnaire was easy
to understand. This was a crucial step to ensure the clarity and comprehensibility of the
questionnaire. Furthermore, data collection for the pre-test was carried out on 30 respondents
and then subjected to validity and reliability tests. This step was important to ensure the
questionnaire was valid and reliable before it was distributed to the larger sample. Finally,
main-test data collection was carried out on individuals who met the criteria required in this
research.

Moreover, to ensure that the data collected was relevant and accurate, three filter
questions were included at the beginning of the survey: "How old are you?", "Have you
purchased a product from TikTok Live Streaming?", and "Do you currently live in
Indonesia?" These filter questions were used to exclude respondents who did not meet the
necessary criteria for the study, such as those who were under 18 years old, had never
purchased from TikTok Live Streaming, or were not residing in Indonesia.

Because the most commonly used language in Indonesia is Bahasa Indonesia, the
questionnaire needed to be translated into Bahasa Indonesia with back-to-back translation.
This process ensured that the questions were culturally relevant and understandable to the
respondents, maintaining the validity and reliability of the data collected. The translated
version of the questionnaire is included in the appendix.

Finally, the questionnaire was then distributed from 11 April 2024 until 25 April
2024. The distribution of the questionnaire was stoped once the sample number reached 428

respondents.

3.5 Data Analysis

The analysis of the collected data was conducted using SPSS version 27 software. The
procedure began with data cleansing and screening to ensure the dataset's integrity and
quality. Utilizing SPSS for data cleaning is crucial as it helps detect errors such as out-of-
range values, which could distort the results of the analysis.

The data cleaning process comprised several essential steps. Initially, the data were
filtered based on the completeness of responses. Incomplete responses or those directed to the
end of the questionnaire through the filtering questions were excluded from the dataset. This
step was critical to ensure that only valid and comprehensive responses were included in the

final dataset. Additionally, responses from the pre-test stage were eliminated to maintain the
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integrity and focus of the main study. After this initial cleaning, the number of respondents
was reduced from 428 to 316, ensuring a robust and accurate dataset for further analysis.

Once the initial cleaning was completed, the dataset was prepared for analysis. This
preparation ensured that the dataset was clean and ready for detailed analysis, thereby
minimizing the risk of errors and enhancing the validity of the study's findings.

Descriptive statistics were then applied to provide a comprehensive overview of the
sample's characteristics, including measures such as mean and standard deviation. To ensure
the validity of the chosen and modified scales, a confirmatory factor analysis was conducted
on the survey items related to each scale. This analysis helped verify the constructs' validity
and ensure they accurately reflected the underlying theoretical concepts.

Reliability was assessed using Cronbach's alpha, which measures the internal
consistency of each scale. High Cronbach's alpha values indicated that the scales were
reliable and that the items within each scale were consistently measuring the same construct.

The core of the hypothesis testing involved linear regression analysis. This statistical
technique allowed for examining the relationships between an independent variable (such as
variety of selection, attractiveness, perceived price attribute, hedonic value, or utilitarian
value) and the dependent variable (impulsive buying behavior). Linear regression analysis
enabled the assessment of the impact of each predictor individually on the outcome variable,
providing valuable insights into the factors influencing impulsive buying behavior.

By following this comprehensive data analysis procedure, the study was able to derive
meaningful and robust findings, contributing to the understanding of consumer behavior in

the context of TikTok live stream shopping in Indonesia.

3.6 Ethical Consideration

Ethical considerations were conducted in this study to protect participants and
ensuring that this research meets ethical standards. Participants needed to be 18 years or
older, this requirement was set to ensure that participants are legally adults and capable in
providing informed consent without the need for guardian approval. Participants were also
informed before starting the survey that the survey would take approximately 10-15 minutes.
Any of the participants’ information would remain confidential and entirely anonymous. The
data collected will not be shared with third parties and will be used solely for this thesis
study.
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Participation was entirely voluntary, with no right or wrong answers, encouraging
honest responses. Participants were informed that they could withdraw from the study at any
time without any consequences. Participants acknowledged that they had read the

introduction, understood the study's purpose, and consented to participate.
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4. Result

The data that was collected was analyzed with SPSS version 27. Started by a
descriptive analysis of the sample. Additionally, factor analyses and reliability tests were
performed on the pre-existing variables. Finally, to address the research question, the results
of all statistical analyses conducted using SPSS are thoroughly explained in the following
sections.Finally, the results of the analysis will be discussed, which test the hypotheses of this

study.

4.1 Sample description

After data cleaning, the sample for this study consists of 316 respondents,
representing various demographic and socioeconomic backgrounds. The gender distribution
among the respondents is as follows: 78 respondents (24.7%) identified as male, 236
respondents (74.7%) identified as female, and 2 respondents (0.6%) chose not to disclose
their gender.

The respondents’ ages range from 18 to 61 years old. The mean age of the participants
was 28.97 years (SD = 8.21). The most represented age group is 25 years old, with 42
respondents (13.3%). This is followed by 26 years old with 27 respondents (8.5%), 24 years
old with 23 respondents (7.3%), and 23 years old with 17 respondents (5.4%). The least
represented ages are 45, 56, and 61 years old, each with only 1 respondent (0.3%). The age
distribution shows that a significant portion of the respondents is in their mid-20s,
highlighting a younger demographic engaged in TikTok live streaming purchases.

The respondents come from different provinces across Indonesia, showcasing a
diverse geographic representation. The largest group of respondents is from DKI Jakarta, with
117 individuals (37.0%). This is followed by respondents from West Java (57 respondents,
18.0%), Central Java (38 respondents, 12.0%), and Banten (34 respondents, 10.8%). Other
provinces represented include East Java (24 respondents, 7.6%), South Sulawesi (10
respondents, 3.2%), and the Special Region of Yogyakarta (8 respondents, 2.5%). Smaller
groups of respondents come from various other provinces, each contributing less than 2% to
the total sample.

In terms of educational background, the majority of respondents hold a Bachelor's
degree or equivalent (S1/D4/Setara), accounting for 187 individuals (59.2%). High school
graduates (SMA) make up the second-largest group with 102 respondents (32.3%). Other

educational qualifications include Master’s degree (S2) with 17 respondents (5.4%), and a
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small number of respondents with Doctorate (S3), junior high school (SMP), or other
educational levels.

The respondents also reported their spending on TikTok livestreaming purchases. The
majority spend between 100,000 and 200,000 IDR per purchase, representing 142
respondents (44.9%). This is followed by 70 respondents (22.2%) who spend less than
100,000 IDR, 61 respondents (19.3%) who spend between 200,000 and 300,000 IDR, and 43
respondents (13.6%) who spend more than 300,000 IDR per purchase.

Lastly, the time spent on TikTok per day was also recorded. 98 respondents (31.0%)
spend less than 1 hour per day on TikTok, another 98 respondents (31.0%) spend between 1
and 2 hours, 68 respondents (21.5%) spend between 2 and 3 hours, and 52 respondents
(16.5%) spend more than 3 hours per day on the platform.

4.2 Factor Analysis and Reliability

To confirm the factor analysis, a posteriori check evaluation was performed. Three
criteria had to be met: first, more than one-third of the correlations needed to be greater than
.30; second, the KMO value had to be .60 or above; and third, Bartlett’s test of Sphericity had
to be significant (p <.05). All these conditions were satisfied for the scales in this research,
thereby validating the factor analysis.

Moreover, to ensure the reliability of the measured variable, an empirical analysis was
performed using Cronbach's a coefficient to evaluate internal consistency reliability.
Generally, it is suggested that Cronbach's a coefficient should be 0.6 or higher to confirm

reliability. This standard was also utilized in this research.

4.2.1 Factor Analysis and Reliability of Variety of Selection

The 4 items which were Likert-scale based were entered into factor analysis using
Principal Components extraction. The KMO value was 0.79, and Bartlett’s test of Sphericity
was significant with 2 (N =316, 6) = 566.78, p < .001. The resultant model explained
68.8% of the variance in the variety of selection. The factor loadings of the four items are
presented in the table below. Moreover, in measuring the reliability, Cronbach’s alpha was
.84. This analysis confirms that the measurement scale of variety of selection is internally

consistent, reliable, and valid.
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Table 4.1. Factor loadings, explained variance and reliability for the scale Variety of Selection

(N =316)
Item Variety of Selection
Tiktok Live Streaming sells various types of goods .857
Tiktok Live Streaming has a variety of products at .863
different prices.
Tiktok Live Streaming sells goods from various brands. .881
Tiktok Live Streaming sells the latest products. 704
R 68.7%
Eigenvalue 275
Cronbach’s o .84

4.2.2 Factor Analysis and Reliability of Attractiveness

The 4 items which were Likert-scale based were entered into factor analysis using

Principal Components extraction. The KMO value was 0.74, and Bartlett’s test of Sphericity

was significant with 2 (N =316, 6) = 886.72, p < .001. The resultant model explained

76.7% of the variance in Attractiveness. The factor loadings of the four items are presented in

the table below. Moreover, in measuring the reliability, Cronbach’s alpha was 0.90. This

analysis confirms that the measurement scale of Attractiveness is internally consistent,

reliable, and valid.
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Table 4.2. Factor loadings, explained variance and reliability for the scale Attractiveness (N =
316)

Item Attractiveness

Navigating in Tiktok Livestreaming for product .880
purchased is easy for me.

Tiktok Livestreaming provides concise and clear .873
navigation menus / icons to purchase my product.

Tiktok Livestreaming are visually pleasing. 877
The layout of Tiktok Livestreaming is attractive. .873
® 76.7%
Eigenvalue 307
Cronbach’s o 90

4.2.3 Factor Analysis and Reliability of Price Attributes

The 3 items that were Likert-scale based were entered into factor analysis using
Principal Components extraction. The KMO value was 0.72, and Bartlett’s test of Sphericity
was significant with 2 (N =316, 3) = 526.48, p < .001. The resultant model explained
80.5% of the variance in price attributes. The factor loadings of the three items are presented
in the table below. Moreover, in measuring the reliability, Cronbach’s alpha was 0.88. This
analysis confirms that the measurement scale of Price Attributes is internally consistent,

reliable, and valid.
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Table 4.3. Factor loadings, explained variance and reliability for the scale Price Attributes

(N=316)

Item Price Attributes
Tiktok Live Streaming carries products with .858
reasonable prices.

Discounted prices are very cheap in TikTok .907
Livestreaming
The price of products in Tiktok Livestreaming 925
platform is economical.

2
R 80.5%
Eigenvalue 241
Cronbach’s o .88

4.2.4 Factor Analysis and Reliability of Utilitarian Value

The 5 items which were Likert-scale based were entered into factor analysis using

Principal Components extraction. The KMO value was 0.82, and Bartlett’s test of Sphericity

was significant with 2 (N =316, 10) = 603.55, p < .001. The resultant model explained

61.5% of the variance in utilitarian value. The factor loadings of the five items are presented

in the table below. Moreover, in measuring the reliability, Cronbach’s alpha was 0.84. This

analysis confirms that the measurement scale of Utilitarian Value is internally consistent,

reliable, and valid.
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Table 4.4. Factor loadings, explained variance and reliability for the scale Utilitarian Value

(N =316)

Item Utilitarian Value

I watch Tiktok Live Streaming to buy things that are 792
better in price or quality.

I watched Tiktok Live Streaming to gather information .800
about the product.
I watch TikTok Live Streaming to compare items. 769
I watch TikTok Live Streaming to get as much added .760
value as possible.
I watch Tiktok Live Streaming for efficient online 798
shopping.

2
R 61.5%
Eigenvalue 3.07
Cronbach’s o .84

4.2.5 Factor Analysis and Reliability of Hedonic Value

The 4 items which were Likert-scale based were entered into factor analysis using
Principal Components extraction. The KMO value was 0.78, and Bartlett’s test of Sphericity
was significant with 2 (N =316, 6) = 581.25, p < .001. The resultant model explained
68.4% of the variance in hedonic value. The factor loadings of the four items are presented in
the table below. Moreover, in measuring the reliability, Cronbach’s alpha was 0.84. This
analysis confirms that the measurement scale of Hedonic Value is internally consistent,

reliable, and valid.
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Table 4.5. Factor loadings, explained variance and reliability for the scale Hedonic Value (N

= 316)

Item Hedonic Value

When watching Tiktok Live Streaming I can forget about .849
my problems and feel relaxed.

While watching Tiktok Live Streaming I feel very .849
excited.

I gain enough pleasure from Tiktok Livestreaming to get  .847
a time out.

I browse items on Tiktok Live Streaming just for fun. .689
R 68.4%
Eigenvalue 274
Cronbach’s o .84

4.2.6 Factor Analysis and Reliability of Impulsive Buying Behaviour

The 4 items which were Likert-scale based were entered into factor analysis using

Principal Components extraction. The KMO value was 0.81, and Bartlett’s test of Sphericity

was significant with 2 (N =316, 6) = 662.37, p < .001. The resultant model explained

72.1% of the variance in impulsive buying behavior. The factor loadings of the four items are

presented in the table below. Moreover, in measuring the reliability, Cronbach’s alpha was

0.87. This analysis confirms that the measurement scale of Impulsive Buying Behaviour is

internally consistent, reliable, and valid.
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Table 4.6. Factor loadings, explained variance and reliability for the scale Impulsive Buying

Behaviour (N =316)

Item Impulsive Buying Behaviour
I buy items on a whim on TikTok Livestreaming. .886

During Tiktok Livestreaming, I buy products without a 911

lot of thinking.

I tend to buy things I have no desire to buy during Tiktok .775
Livestreaming.

When I find something I like on TikTok Live Streaming, .819
I purchase it immediately.

R 72.1%
Eigenvalue 289
Cronbach’s o. .87

4.3 The direct effect of external factors on Impulsive Buying Behavior

4.3.1 The Impact of Variety of Selection on Impulsive Buying Behavior

To test H1, a simple linear regression analysis was conducted to test Variety of
Selection (DV) on Impulsive Buying Behavior (IV). The model was found to be significant, F
(1,314)=11.33, p <.001. This regression test was useful for predicting Impulsive Buying
Behaviour, as 3.5% of the variance in Impulsive Buying Behaviour could be explained by
Variety of Selection (R*> = .03). Variety of Selection had a positive significant influence on
Impulsive Buying Behaviour (p = .19, t (314) = 3.37, p <.001). Therefore, based on these

results, H1 was rejected.

4.3.2 The Impact of Attractiveness on Impulsive Buying Behavior

To test the hypothesis a simple linear regression analysis was conducted
Attractiveness (DV) on Impulsive Buying Behavior (IV). The model was found to be
significant, #'(1, 314) =42.31, p < .001. This regression test was useful for predicting
Impulsive Buying Behaviour, as 11.9% of the variance in Impulsive Buying Behaviour could
be explained by Attractiveness (R* = .12). Attractiveness had a positive significant influence
on Impulsive Buying Behaviour (p = .34, ¢t (314) = 6.51, p <.001,). Based on these results, the
hypothesis that Attractiveness would predict Impulsive Buying Behaviour was accepted.

Therefore, based on these results, the H2 was accepted.
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4.3.3 The Impact of Price Attributes on Impulsive Buying Behavior

To test the hypothesis between Price Attributes (DV) and Impulsive Buying Behaviour
(IV), a simple linear regression analysis was conducted. The model was found to be
significant, /" (1, 314) = 33.35, p <.001 This regression test was useful for predicting
Impulsive Buying Behaviour, as 9.6% of the variance in Impulsive Buying Behaviour could
be explained by Price Attributes (R* = .07). Price Attributes had a positive significant
influence on Impulsive Buying Behaviour (B =.31, ¢t (314) = 5.78, p <.001,). Therefore, based

on these results, the H3 was accepted.

4.4 Mediating Effect of Value
4.4.1 Mediating Effect of Utilitarian Value on Variety of Selection to Impulsive Buying

Behavior

The first model examines the impact of the independent variable, Variety of Selection,
on the mediator, Utilitarian Value. Results indicated that the Variety of Selection significantly
predicted the Utilitarian Value (R* = .21), with an F' (1, 314) = 82.35, p <.001. The
coefficients for this model showed that the Variety of Selection was = .46, ¢ (314) =9.08, p
<.001.

The second model evaluates the effect of the independent variable, Variety of
Selection, on the dependent variable, Impulsive Buying Behaviour. This model was already
discussed and analyzed in previous section 4.3.1.

The third model incorporates the independent and mediator variables to predict the
dependent variable. The results indicated that the model was significant (R* = .12) with an F
(2,313)=21.00, p <.001. The coefficients for this model showed the Variety of Selection
was  =.04, ¢t (313) = .65, p = .517, and the Utilitarian Value was B = .33, ¢ (313)=5.44,p <

.001. The summary of these results is shown in Figure 4.1 below.
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Figure 4.1: Summary of Direct and Indirect Causality of Hypothesis 4

Utilitarian
« Value
/ \\
a= 46* y N b=.33%
/
/ L}
Variety of . Impulsive Buying Variety of . Impulsive Buying

Selection Behavior Selection . Behavior

c=.19% ¢’=ns

The results indicate that Variety of Selection significantly predicts the Utilitarian
Value and the Impulsive Buying Behaviour when analyzed separately. However, when both
predictors (Variety of Selection and Utilitarian Value) are included in the model predicting
Impulsive Buying Behaviour, the effect of Variety of Selection is no longer significant (p =
.517). In contrast, the Utilitarian Value remains a significant predictor (p <.001). Given that
the direct effect of Variety of Selection on Impulsive Buying Behaviour becomes non-
significant when the mediator is included, this indicates full mediation. Thus, the variety of
selection influences impulsive buying behaviour indirectly through utilitarian values,

demonstrating a full mediation effect. H4 was accepted.

4.4.2 Mediating Effect of Hedonic Value on Variety of Selection to Impulsive Buying
Behavior

The first model examines the impact of the independent variable, Variety of Selection,
on the mediator, Hedonic Value. Results indicated that the Variety of Selection significantly
predicted the Hedonic Value (R* = .06), with an F' (1, 314) = 20.88, p <.001. The coefficients
for this model showed the Variety of Selection was = .25, (314) =4.57, p <.001.

The second model evaluates the effect of the independent variable, Variety of
Selection, on the dependent variable, Impulsive Buying Behaviour. This model also showed a
significant prediction as analyzed in previous section 4.3.1.

The third model incorporates both the independent variable and the mediator to
predict the dependent variable. The results indicated that the model was significant R?=.30)
with an F' (2, 313) = 68.31, p <.001. The coefficients for this model showed the Variety of
Selection was = .05, t=1.09, p = .278, and the Hedonic Value p =.54,¢(313) =11.00, p <

.001. The summary of these results is shown in Figure 4.2 below.
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Figure 4.2: Summary of Direct and Indirect Causality of Hypothesis 5
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The results indicate that Variety of Selection significantly predicts both the Hedonic
Value and the Impulsive Buying Behaviour when analyzed separately. However, when both
predictors (Variety of Selection and Hedonic Value) are included in the model predicting
Impulsive Buying Behaviour, the effect of Variety of Selection is no longer significant (p =
.278), whereas the Hedonic Value remains a significant predictor (p < .001). This suggests
that the Hedonic Value mediates the relationship between Variety of Selection and Impulsive
Buying Behaviour. The mediation effect is confirmed by the reduction in the significance of
the Variety of Selection when the mediator is included. Given that the direct effect of Variety
of Selection on Impulsive Buying Behaviour becomes non-significant when the mediator is
included, this indicates full mediation. Thus, the Variety of Selection influences impulsive
Buying Behaviour indirectly through the Hedonic Value, demonstrating a full mediation

effect. HS was accepted.

4.4.3 Mediating Effect of Utilitarian Value on Attractiveness to Impulsive Buying Behavior

The first model examines the impact of the independent variable, Attractiveness, on
the mediator, Utilitarian Value. Results indicated that the A#tractiveness significantly
predicted the Utilitarian Value (R?= .38), with an F (1, 314) =193.12, p <.001. The
coefficients for this model showed that the Attractiveness was p = .62, ¢t (314) =13.90, p <
.001.

The second model evaluates the effect of the independent variable, Attractiveness, on
the dependent variable, Impulsive Buying Behaviour. This model also showed a significant
prediction as analyzed in previous section 4.3.2.

The third model incorporates both the independent variable and the mediator to

predict the dependent variable. The results indicated that the model was significant (R? = .15),
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with an F' (2, 313) =26.73, p <.001. The coefficients for this model showed the
Attractiveness was = .22, t=3.25, p <.001, and the Utilitarian Value was B = .21, ¢t (313) =
3.15, p = .002. The summary of these results is shown in Figure 4.3 below.

Figure 4.3: Summary of Direct and Indirect Causality of Hypothesis 6
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The results indicate that Attractiveness significantly predicts both the Utilitarian
Value and the Impulsive Buying Behaviour when analyzed separately. However, when both
predictors (Attractiveness and Utilitarian Value) are included in the model predicting
Impulsive Buying Behaviour, the effect of Attractiveness is reduced but remains significant (p
<.001), whereas the Utilitarian Value also remains a significant predictor (p = .002). This
suggests that the Utilitarian Value partially mediates the relationship between Attractiveness
and Impulsive Buying Behaviour. The mediation effect is confirmed by the reduction in the
significance of the Attractiveness when the mediator is included. Given that the direct effect
of Attractiveness on Impulsive Buying Behaviour remains significant but reduced when the
mediator is included, this indicates partial mediation. Thus, the Attractiveness influences
Impulsive Buying Behaviour both directly and indirectly through the Utilitarian Value,

demonstrating a partial mediation effect. H6 was accepted.

4.4.4 Mediating Effect of Hedonic Value on Attractiveness to Impulsive Buying Behavior
The mediation effect was analyzed using a series of regression analyses. The first
model examines the impact of the independent variable, Attractiveness, on the mediator,

Hedonic Value. Results indicated that the Attractiveness significantly predicted the Hedonic
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Value (R* = .22), with an F' (1, 314) = 90.88, p <.000. The coefficients for this model showed
that the Attractiveness was = .47, ¢t (314) = 9.53, p <.001.

The second model evaluates the effect of the independent variable, Attractiveness, on
the dependent variable, Impulsive Buying Behaviour. This model was already discussed and
analyzed in previous section 4.3.2.

The third model incorporates the independent and mediator variables to predict the
dependent variable. The results indicated that the model was significant (R?=.31), with an F
(2,313)=70.46, p <.000. The coefficients for this model showed the Attractiveness was p =
A1, ¢ (313) =2.05, p = .042, and the Hedonic Value was 3 =.50,¢(313) =9.33, p <.001. The

summary of these results is shown in Figure 4.4 below.
Figure 4.4 Summary of Direct and Indirect Causality of Hypothesis 7
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The results indicate that Attractiveness significantly predicts both the Hedonic Value
and the Impulsive Buying Behaviour when analyzed separately. However, when both
predictors (Attractiveness and Hedonic Value) are included in the model predicting Impulsive
Buying Behaviour, the effect of Attractiveness is reduced but remains significant (p = .042),
whereas the Hedonic Value also remains a significant predictor (p < .001). This suggests that
the Hedonic Value partially mediates the relationship between Attractiveness and Impulsive
Buying Behaviour. The mediation effect is confirmed by the reduction in the significance of
the Attractiveness when the mediator is included. Given that the direct effect of Attractiveness
on Impulsive Buying Behaviour remains significant but reduced when the mediator is
included, this indicates partial mediation. Thus, Attractiveness, directly and indirectly,
influences Impulsive Buying Behavior through the Hedonic Value, demonstrating a partial

mediation effect. H7 was accepted.
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4.4.5 Mediating Effect of Utilitarian Value on Price Attributes to Impulsive Buying Behavior

The first model examines the impact of the independent variable, Price Attributes, on
the mediator, Utilitarian Value. Results indicated that the Price Attributes significantly
predicted the Utilitarian Value (R? = .20), with an F' (1, 314) =76.42, p <.001. The
coefficients for this model showed that Price Attributes was = .44, t=8.74, p <.001.

The second model evaluates the effect of the independent variable, Price Attributes,
on the dependent variable, Impulsive Buying Behaviour. This model was already discussed
and analyzed in previous section 4.4.3.

The third model incorporates the independent and mediator variables to predict the
dependent variable. The results indicated that the model was significant (R?=.15), with an
F(2,313)=27.26, p <.001. The coefficients for this model showed the Price Attributes was
B=.20,1=3.39, p <.001, and the Utilitarian Value was = .26, t (313) =4.39, p < .001. The

summary of these results is shown in Figure 4.5 below.

Figure 4.5: Summary of Direct and Indirect Causality of Hypothesis 8
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When analyzed separately, the results indicate that Price Attributes significantly
predict both the Utilitarian Value and the Impulsive Buying Behaviour. However, when both
predictors (Price Attributes and Utilitarian Value) are included in the model predicting the
Impulsive Buying Behaviour, the effect of Price Attributes is reduced but remains significant
(p < .001), whereas the Utilitarian Value also remains a significant predictor (p < .001). This
suggests that the Utilitarian Value partially mediates the relationship between Price
Attributes and Impulsive Buying Behaviour. The mediation effect is confirmed by the
reduction in the significance of the Price Attributes when the mediator is included. Given that

the direct effect of Price Attributes on impulsive Buying Behaviour remains significant but
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reduced when the mediator is included, this indicates partial mediation. Thus, the Price
Attributes influence impulsive Buying Behaviour both directly and indirectly through the

Utilitarian Value, demonstrating a partial mediation effect. H8 was accepted.

4.4.6 Mediating Effect of Hedonic Value on Price Attributes to Impulsive Buying Behavior

The first model examines the impact of the independent variable, Price Attributes, on
the mediator, Hedonic Value. Results indicated that Price Attributes significantly predicted
Hedonic Value (R?= .12), with an F' (1, 314) =41.48, p <.001. The coefficients for this
model showed that the Price Attributes was = .34, ¢ (314) = 6.44, p <.001.

The second model evaluates the effect of the independent variable, Price Attributes,
on the dependent variable, Impulsive Buying Behaviour. This model was already discussed
and analyzed in previous section 4.3.3.

The third model incorporates the independent and mediator variables to predict the
dependent variable. The results indicated that the model was significant (R? = .32), with an F
(2,313)=73.04, p <.001. The coefficients for this model showed the Price Attributes was 3
=.14,1¢(313) =2.79, p = .006, and the Hedonic Value was 3 = .50, ¢ (313) = 10.10, p < .001.

The summary of these results is shown in Figure 4.6 below.

Figure 4.6 : Summary of Direct and Indirect Causality of Hypothesis 9
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The results indicate that Price Attributes significantly predict both the Hedonic Value
and the Impulsive Buying Behaviour when analyzed separately. However, when both
predictors (Price Attributes and Hedonic Value) are included in the model predicting
Impulsive Buying, the effect of Price Attributes is reduced but remains significant (p =.006),
whereas the Hedonic Value also remains a significant predictor (p < .001). This suggests that
the Hedonic Value partially mediates the relationship between Price Attributes and Impulsive

Buying. The mediation effect is confirmed by the reduction in the significance of the Price
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Attributes when the mediator is included. Given that the direct effect of Price Attributes on
Impulsive Buying remains significant but reduced when the mediator is included, this
indicates partial mediation. Thus, the Price Attributes directly and indirectly influence
Impulsive Buying through the Hedonic Value, demonstrating a partial mediation effect. H9

was accepted.

4.5 Summary of Statistical Results
This section provides an overview of the statistical outcomes from the hypotheses

tested in this study. Each hypothesis was evaluated using regression analysis to understand
the direct and indirect effects of various factors on impulsive buying behavior. The results are

systematically summarized in the Table 4.7 below.
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Table 4.7: Summary of Hypothesis Result

Buying Behaviour

Hypothesis Hypothesis Result
HI: Variety of Selection has a negative influence on Impulsive )
. . Rejected
Buying Behaviour
H2: Attractiveness has a positive influence on Impulsive
Accepted
Buying Behaviour
H3: Price Attributes have a positive influence on Impulsive
Accepted

H4: Utilitarian Value mediates the effect of Variety of

Selection on Impulsive Buying Behaviour

Accepted (Full Mediation)

H5: Hedonic Value mediates the effect of Variety of Selection

on Impulsive Buying Behaviour

Accepted (Full Mediation)

Hé6: Utilitarian Value mediates the effect of Attractiveness on

Impulsive Buying Behaviour

Accepted (Partial Mediation)

H7: Hedonic Value mediates the effect of Attractiveness on

Impulsive Buying Behaviour

Accepted (Partial Mediation)

HS: Utilitarian Value mediates the effect of Price Attributes on

Impulsive Buying Behaviour

Accepted (Partial Mediation)

HO9: Hedonic Value mediates the effect of Price Attributes on

Impulsive Buying Behaviour

Accepted (Partial Mediation)

46



5. Conclusion and Discussion

5.1 Summary of the main findings contextualized in Indonesian’s Tiktok
This study aimed to understand the factors influencing impulsive buying behavior in

the context of TikTok live-stream shopping in Indonesia, focusing on factors such as the
attractiveness, price attributes, and variety of selection in live-stream shopping. Utilizing the
Stimulus-Organism-Response (SOR) framework, the research investigated how these stimuli
impact consumers through utilitarian and hedonic values, ultimately affecting their impulsive
purchase decisions. Through performing statistical analysis, this study confirmed that
attractiveness and price attributes significantly increase impulsive buying behavior, while
variety of selection impacts it indirectly through utilitarian and hedonic values. The key

findings are discussed as follows.

5.1.1 Variety of Selection

Firstly, this study has revealed some surprising findings which the initial hypothesis
that variety of selection would negatively influence impulsive buying behavior was based on
studies suggesting that a wide range of options might lead consumers to make more
deliberate, less impulsive choices. For instance, as discussed by Park et al. (2012, p. 45)
indicated that an extensive variety could encourage a more thoughtful evaluation process,
reducing impulsive purchases. However, in the context of TikTok live streaming, this study
found that variety of selection does not deter impulsive buying.

When utilitarian and hedonic values were introduced as mediators, they fully
explained the relationship between the variety of selection and impulsive buying behavior.
This indicates that the practical benefits (utilitarian value) and the enjoyment (hedonic value)
derived from a wide selection of products are the real drivers of impulsive buying. Utilitarian
value refers to the convenience and functional benefits consumers perceive from having a
broad range of options, such as finding exactly what they need or discovering a better deal.
Hedonic value, on the other hand, pertains to the pleasure and excitement of exploring diverse
products in a lively and entertaining setting.

Once these mediating effects are considered, the direct influence of variety of
selection on impulsive buying is no longer significant, demonstrating full mediation. The
availability of multiple options during live streams directly leads to more impulsive purchases
due to the excitement and dynamic presentation of options available to consumers. It

provides a sense of exploration and enjoyment, ultimately leading to impulsive purchases.
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This finding is consistent with previous, highlighting the stimulating effect of a wide
selection on impulsive buying by enhancing the shopping experience and providing a sense of

exploration and enjoyment.

5.1.2 Attractiveness and Price Attributes

Attractiveness and price attributes also play crucial roles in influencing impulsive
buying behavior in the context of TikTok live streaming. The study found that in Indonesian
context, both attractiveness and price attributes positively influence impulsive buying
behavior directly. Moreover, the study highlighted the partial mediation effects of utilitarian
and hedonic values, which further explained these relationships.

The results of this study reveal distinct outcomes when analyzing the mediation paths
of attractiveness and price attributes compared to the variety of selection. The findings
demonstrated that attractiveness and price attributes significantly predict both utilitarian and
hedonic values, as well as impulsive buying behavior, when analyzed separately. However,
when these predictors were included in the model together, the effects of attractiveness and
price attributes on impulsive buying behavior were reduced but remained significant,
indicating partial mediation by utilitarian and hedonic values. This contrasts with the variety
of selection, where the mediation effect showed full mediation by utilitarian and hedonic
values, indicating that its direct influence on impulsive buying behavior becomes non-
significant when the mediators are included.

In the context of TikTok live streaming, the visual appeal and user-friendly navigation
of the app significantly enhance the practical benefits perceived by consumers. The ease with
which users can discover, evaluate, and purchase products is facilitated by the platform’s
appealing design, making the shopping process more convenient, simplified, and enjoyable.
Therefore, the ease of use translates into increased utilitarian value, as consumers perceive
the platform as more useful and efficient (Davis, 1989, p. 334), thereby encouraging
impulsive purchases (Chen & Yao, 2021, p. 1257). Meanwhile, the hedonic value comes from
the pleasure and excitement of engaging with an appealing and easy-to-navigate interface.
These combined benefits lead to increased impulsive purchases, as consumers are both
practically and emotionally satisfied. The straightforward navigation and intuitive interface
reduce the cognitive effort required to complete a purchase, thereby increasing the utilitarian

value perceived by users (Davis, 1989, 323). This ease of use translates into increased
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utilitarian value because users can quickly and efficiently achieve their shopping goals with
minimal hassle, thus reinforcing the practical benefits of the platform.

Moreover, TikTok Livestreaming stands out as the only social commerce platform in
Indonesia that combines social media and e-commerce within a single application. This
integration allows users to experience an end-to-end purchase journey without needing to
switch applications during transactions. Therefore, while the direct impact of attractiveness
drives impulsive buying, the added convenience and enjoyment provided by the attractive and
user-friendly interface also play crucial roles.

Strategic pricing tactics such as discounts, flash sales, and exclusive offers in TikTok
Livestreaming not only enhance the perceived economic benefits but also create a sense of
urgency and excitement. The utilitarian value is derived from the financial advantages
perceived by consumers, such as getting a good deal or saving money, which directly
encourages impulsive purchases. Consumers feel compelled to take advantage of these
limited-time offers, perceiving them as smart financial decisions. Additionally, the hedonic
value is amplified by the excitement and pleasure of finding bargains during live stream
events, which adds an emotional layer to the shopping experience. The dynamic presentation
of these offers by influencers creates a thrilling shopping atmosphere, enhancing both the
perceived practical benefits and the emotional satisfaction. Consequently, while the direct
impact of attractive pricing remains strong, the combined utilitarian and hedonic benefits

associated with these price attributes further drive impulsive buying behavior.

5.2 Theoretical Implications

This study extends the application of the S-O-R theory, originally developed by
Mehrabian and Russell (1974). This research extends the application of the S-O-R framework
to the live streaming context, highlighting the significant roles of utilitarian and hedonic
values in mediating the effects of external stimuli on impulsive buying behavior. By
demonstrating how stimuli (variety of selection, attractiveness, and price attributes) affect
internal states (utilitarian and hedonic values), which in turn influence impulsive buying
behavior, this study confirms the relevance of the S-O-R framework in understanding
consumer responses in dynamic and interactive online environments. The real-time and
interactive nature of TikTok live streaming offers a unique setting for examining these
processes, thereby enriching the theoretical foundations of consumer behavior research in

digital contexts and more specifically, live streaming platform.
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The dynamic and engaging nature of live streams can transform the decision-making
process, making it more about the enjoyment and excitement of the experience rather than a
purely rational evaluation of choices. These results can be attributed to the nature of live
streaming, which often includes interactive elements such as real-time comments, influencer
endorsements, and limited-time offers that create a sense of urgency and excitement. This
environment fosters a heightened state of arousal and engagement, leading consumers to
make quicker, more impulsive decisions driven by emotional gratification.

The study underscores the critical role of attractiveness in influencing consumer
behavior. In this study, the attractiveness of the TikTok platform, characterized by user-
friendly navigation and visually appealing layouts, significantly enhances both utilitarian and
hedonic values. It aligns with Zhang et al. (2022, p. 4) that visual attractiveness has a positive
influence on utilitarian and hedonic. This dual enhancement leads to increased impulsive
buying behavior, indicating that an attractive interface can make the shopping process more
enjoyable and efficient. This finding supports and extends the work of previous studies that
emphasized the importance of visual appeal in online shopping environments (Chan et al.,
2017, p. 9). In line with Wells et al. (2011, p. 37), who claimed that a well-designed interface
increases the likelihood of impulsive purchases, our study confirms that attractiveness not
only draws consumers in but also makes their shopping experience smoother and more
pleasurable, thereby increasing the likelihood of impulsive purchases. The integration of
social media and e-commerce in TikTok’s live streaming also plays a pivotal role in this
dynamic, offering an uninterrupted and engaging shopping journey.

This study shows an understanding of how price attributes affect consumer behavior,
emphasizing the need to consider both practical and emotional benefits in pricing strategies.
The utilitarian value, derived from the financial advantages perceived by consumers, such as
getting a good deal or saving money, directly encourages impulsive purchases. Meanwhile,
the hedonic value, derived by the excitement and pleasure of finding bargains during TikTok
livestreaming, adds an emotional layer to the shopping experience. These results support the
findings of Kimiagari and Malafe (2021, p. 12), which stated price attributes directly predict
impulsive buying behavior, with this effect being mediated through both utilitarian and
hedonic value. This may be due to impulsive buyers often make unplanned purchases without
a predetermined budget for the desired item, making price a crucial factor in their decision-

making process.
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5.3 Managerial and Practical Implications

Contrary to previous research (Park et al., 2012, p. 1587), a wide variety of selection
on live streaming platforms like TikTok can enhance impulsive buying behavior. Marketers
should ensure a diverse range of products is available during live streams to capture the
interest of a broader audience. However, it is also essential to present these options in an
organized and engaging manner to prevent decision paralysis. Utilizing categories, filters, and
personalized recommendations can help manage the variety and guide consumers towards
making impulsive purchases. This approach can enhance consumer engagement and
satisfaction, ultimately boosting sales.

Furthermore, this study shows the critical role of attractiveness in influencing
consumer behavior. Managers and platform developers should focus on creating attractive
visually appealing and user-friendly interfaces. This includes investing in high-quality
graphics, intuitive navigation, and engaging layouts. An attractive platform not only draws in
consumers but also enhances their shopping experience, making it more enjoyable and
efficient. This, in turn, can lead to increased impulsive purchases.

In terms of price attributes significantly impact impulsive buying behavior, mediated
by both utilitarian and hedonic values. Managers should implement strategic pricing tactics
such as discounts, flash sales, and exclusive offers during live streams to create a sense of
urgency and excitement. Highlighting the economic benefits and limited-time nature of these
offers can trigger impulsive purchases. Clearly displaying price comparisons and savings can
enhance the perceived value of the products being sold. Managers should ensure that
consumers are aware of the discounts they are receiving by highlighting the original price
alongside the discounted price during the live stream. This strategy not only emphasizes the
economic benefits but also enhances the excitement and pleasure associated with finding a
good deal, thereby increasing the likelihood of impulsive purchases. Additionally, clearly
displaying price comparisons and savings can enhance perceived value and drive sales.

However, the potential for impulsive buying raises concerns about overconsumption
and financial implications for consumers, highlighting the need for responsible marketing
practices and consumer education. This research contributes to consumer education by
highlighting the factors that trigger impulsive purchases during live streams, helping
consumers become more aware of their shopping behaviors in these interactive environments.
By understanding the triggers of impulsive buying, businesses can design live streaming

features that balance consumer enjoyment with informed purchasing decisions, potentially
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reducing regretful impulsive buys. This approach fosters a healthier consumer marketplace

and supports sustainable business practices.

5.4 Limitations and Future Research

The study's sample is limited to TikTok live-stream shopping users in Indonesia who
have watched TikTok live stream shopping. This may limit the generalizability of the
findings to other product categories or geographical regions. Future research should consider
a more diverse sample to enhance the generalizability of the results.

The study employs a cross-sectional design, capturing data at a single point in time.
This approach does not account for potential changes in consumer behavior over time.
Longitudinal studies are needed to examine how impulsive buying behavior evolves with
ongoing exposure to live-stream shopping and to identify potential long-term effects.
Additionally, the use of self-reported data through questionnaires may introduce response
biases, such as social desirability bias or recall bias. Future studies could incorporate
objective measures, such as actual purchase data from TikTok Shop, to validate self-reported
behaviors and enhance data accuracy.

Moreover, the study examines variety of selection, attractiveness, and price attributes
as stimuli influencing impulsive buying behavior. However, other potential factors, such as
social influence, live-stream host characteristics, and consumer personality traits, were not
included. Future research should explore these additional factors to gain a holistic view of the
determinants of impulsive buying in live-stream shopping contexts.

Building on the findings and addressing the limitations, several avenues for future
research are proposed. Future studies should investigate impulsive buying behavior across a
wider range of product categories and in different cultural and geographical contexts. This
will help to understand how cultural differences and product types influence consumer
responses to live-stream shopping.

Comparative studies across different live-stream shopping platforms would create
insights into the the unique features and strategies that drive impulsive buying behavior on
each platform. Understanding these differences can guide platform-specific marketing
strategies and feature development. Future research should expand the scope of potential
moderators, such as consumer mood or situational factors during the live stream, could
provide deeper insights into the conditions under which impulsive buying is most likely to

occur.
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Investigating the long-term impact of impulsive buying behavior on consumer well-
being, including financial health and emotional satisfaction, is essential. Understanding these
effects can inform responsible marketing practices and support the development of consumer
protection guidelines. As live-stream shopping technology evolves, future research should
explore how emerging technologies (e.g., augmented reality, artificial intelligence) influence
consumer behavior. These innovations may introduce new dynamics in the live-stream

shopping experience, affecting impulsive buying tendencies.
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V2. TikTok Livestreaming (Eng Version)

Open Dear participant,

Thank you for your interest in participating in this research study. To participate in this
survey, you need to be 18 years or older and have previously purchased product through
TikTok Live Streaming.

My name is Sufya Nabila and I am currently writing my thesis for my Master's Media and
Business at the Erasmus University Rotterdam. The purpose of this study is to gain insight in
your purchasing behavior on TikTok Livestreaming platform. Filling out this survey will
roughly take 10-15 minutes.

The information gathered will remain confidential and entirely anonymous. Therefore, the
data will not be shared with third parties and solely used for this thesis study. Your
participation is completely voluntary, there are no right or wrong answers. Please take your
time to honestly answer each question.

If you have any questions regarding this study, please feel free to email 702157sn@eur.nl.

By selecting "I agree" below, you acknowledge that you have read this introduction,
understand the study's purpose, and consent to participate.

lagree (1)

I disagree (2)
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Q1 How old are you?

V¥ <18 years old (1) ... > 80 years old (65)

Q2 Have you purchased a product from TikTok Live Streaming?
Yes [1)

No 2)

Q5 Do you currently live in Indonesia?

Yes (1)

No 2)
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Variety of Selection In the following pages I will ask your opinion and purchase behaviour in
TikTok Live Streaming. Please follow the prompts below to choose the option that is
consistent with your idea on the right side of each question.

gti:gnfz Disagree SDO;::V:::t Somewhat Agree (5) Strongly
(1g) (2) [3g) Agree (4) B Agree (6)

Tiktak Live
Streaming
sells
various

types of
goods (1)

Tiktek Live
Streaming
has a
variety of
products at
different
prices. (2)
Tiktak, Live
Streaming
sells goods

product
various

brands. (3)

Tiktals Live

Streaming
sells the

latest
products.

(4)
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Price Attributes The following is a question about your opinion on product price in TikTok
Live Streaming compare to other online live-streaming shopping platforms.

Tiltak Live
Streaming
carries

products with
reasonable

prices. (1)

Discounted
prices are
very cheap in
TikTok
Livestreaming

(2)

The price of
products in
Tiktek
Livestreaming
platform is
economical.

(3)

Strongly
Disagree

(1)

Disagree

(2)

Somewhat
Disagree

(3)

Somewhat
Agree (4)

Agree (5)

Strongly
Agree (6)
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Attractiveness The following is a question about your opinion onTikTok Live Streaming's
platform attractiveness.

ls)ti:gnfz Disagree SDO;E:“:::t Somewhat Agree (5) Strongly
( lg] (2) (3g) Agree (4) g Agree (6)

Navigating in
Tiktak
Livestreaming
for product
purchased is
easy for me.

(1)
Tiktak
Livestreaming
provides
concise and
clear
navigation
menus / icons
to purchase
my product.

(2)
Tiktak
Livestreaming
are visually
pleasing. (3)

The layout of
Tiktak

Livestreaming
is attractive.

(4)
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Utilitarian Value The following is a question is to assess your Utilitarian Value on TikTok

Live Streaming.
Strongly
Disagree

(1)

[ watch
Tiktok Live
Streaming

to buy
things that
are better
in price or
quality. (1)

I watched
Tiktok Live
Streaming
to gather
information
about the
product. (2)

[ watch
TikTok Live
Streaming
to compare
items. (3)

I watch
TikTok Live
Streaming
to get as
much
added
value as
possible.

(4)

I watch
Tiktok Live
Streaming
for efficient
online
shopping.
(5)

Disagree

(2)

Somewhat
Disagree

(3)

Somewhat
Agree (4)

Agree (5)

Strongly
Agree (6)
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Hedonic Value The following is a question is to assess your Hedonic Value on TikTok Live

Streaming.

Strongly
Disagree

(1)

When
watching
Tiktok Live
Streaming I
can forget
about my
problems and
feel relaxed.

(1)

While
watching
Tiktok Live
Streaming I
feel very
excited. (2)

[ gain enough
pleasure from
Tiktok
Livestreaming
to get a time
out. (3)

I browse
items on
Tiktok Live
Streaming
just for fun.

(4)

Disagree

(2)

Somewhat
Disagree

(3)

Somewhat
Agree (4)

Agree (5)

Strongly
Agree (6)
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Impulsive Buying The following is a question is to assess your Impulse Buying on TikTok

Live Streaming.
Strongly
Disagree

(1)

I buy items on
a whim on
TikTok
Livestreaming.

(1)
During Tiktok

Livestreaming,
I buy products
without a lot
of thinking.
(2)

I tend to buy
things I have
no desire to

buy during

Livestreaming.

(3)

When I find
something [
like on TikTok
Live
Streaming, |
purchase it
immediately.

(4)

Disagree

(2)

Somewhat
Disagree

(3)

Somewhat
Agree (4)

Agree
(5)

Strongly
Agree (6)
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Gender What is your gender?

Male (1)
Eemale (2)

Prefer not to say (3)

Live In which province do you currently live?

¥ Aceh (1) ... Southwest Papua (38)

Education Your highest education background is..
Junior High Schaal (1)
Senior High Schaal (2)
Bachelor’s degree (3)
Master’s degree (4)
BhD (5)

Qthers (6)

Purchase How much is your average amount of expenditure per purchase in Tiktok
Livestreaming?

< 100000 (1)
100.000 - 200000 (2)
200.000 - 300,000 (3)

> 300000 (4)
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V1. TikTok Livestreaming (Bahasa
Version)

Open Terima kasih atas minat Anda untuk berpartisipasi dalam penelitian ini. Untuk
berpartisipasi dalam survei ini, Anda harus berusia 18 tahun atau lebih dan pernah membeli
produk melalui TikTok Live Streaming.

Nama saya Sufya Nabila dan saat ini saya sedang menulis tesis untuk S2 Media dan Bisnis di
Erasmus University Rotterdam. Tujuan dari penelitian ini adalah untuk menilai perilaku

pembelian di platform TikTok Livestreaming. Mepgisi sutyel ini akan memakan, wakiun
sekifar 10-15 menif.

Inferast yang dikuopulkan akan.rahavia dan sepeouhnyg anonin, Qleh katena iy, data
tidak akan.dibagikan kepada pihak ketiga dan hapya digunakan vutuk, studi tesis i
Partisipasi Anda sepenuhnya sukarela, tidak ada jawaban yang benar atau salah. Silahkan
luangkan waktu Anda untuk menjawab setiap pertanyaan dengan jujur.

Jika Anda memiliki pertanyaan mengenai penelitian ini, jangan ragu untuk mengirim email |
ke 702157sn@eur.nl. Dengan memilih "Saya setuju" di bawah ini, Anda telah membaca
pengantar ini, memahami tujuan studi, dan setuju untuk berpartisipasi.

Saya sepyuL1)

Saya tjidak setun=2)

74



Age Filter Berapakah umur Anda?

V¥ di bawah 18 tahup.(1) ... > 80 years old (65)

Purchase Filter Apakah Anda pernah membeli produk dari TikTok Live Streaming?
Ya{1)

TidakL3)

Indonesia Filter Apakah Anda saat ini tinggal di Indonesia?

Ya{1)

TidakL2)
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Variety of Selection Di halaman berikut saya akan menanyakan pendapat dan perilaku
pembelian Anda di TikTok Shop Live Streaming. Silakan ikuti petunjuk di bawah ini untuk
memilih opsi yang sesuai.
Sangat Tidal Agak, Agal
Syt O B SO Bt

Sangat

Setuin(8)

TikTok Live
Streaming
WRRMAL
 bechagal
isnis\bavane.
(1)
TikTok Live
Streaming
iliki

beragowm
produk
dengan
bargayang
bervaviasi
(2)

TikTok Live
Streaming

wenxediakan,
herhagai
mexsk (3)
TikTok Live
Streaming

meiuak
produk
terhaxn, (4)



Price Attributes Berikut pertanyaan mengenai pendapat Anda mengenai harga produk di
TikTok Live Streaming dibandingkan dengan platformlive streaming lainnya.

Sangat . Agak
: Tidak, h Agak . Sangat
Tidak, : Tidak, : Seuuu (5) ;
Sepwu (1) FHUR(2) o3y Swn() Sebun (6)
Produk.di

TikTok
Livestreaming
Jiiuahd
barga yang

o

1

Harga diskon.
di TikTok
Livestreaming
lahib
tRRIaDgkaN
(2)
Harga produl,
di TikTok
Livestreaming

lehib,
ekonamis, (3)



Attractiveness Berikut pertanyaan mengenai pendapat Anda terhadap daya tarik platform
TikTok Live Streaming.

Naxigasidi
TikTok
Livestreaming
wdabndalam
uTuLTa
breduk (1)

TikTok
Livestreaming

meRyediakan

menu/ikon
Davigasiyang
inlas untuk,
membheli
RLRAUK saxa
(2)

Platform
Tiktak
Livestreaming
RRRAKIK
SLLAKA, Visual.
(3)

Online
layout/tata

lesak TikTok

Livestreaming

menavik. (4)

Sangat
Tidak,
Sebuin (1)

Tidak,
Seun (2)

Hgak
Tidak,
Setwun (3)

dgak
Setun (4)

Sewuu (5)

Sangat
Seuun (6)
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Utilitarian Value Berikut ini adalah pertanyaan untuk menilai Nilai Utilitarian Anda di
TikTok Live Streaming.

Saya meRonton,
TikTok Live
Streaming ypguk,
merpbel produk
yang ki
harga.atan,
kualitas yang
Ighih baik (1)
Saya meRonton,
TikTok Live
Streaming yptuk,
RRAgURPULKD
inf .
preduk yang
(2)

Saya meRonton.

TikTok Live

Streaming yptuk,
marbandingkan
preduk: (3)

Saya meRonton,
TikTok Live
Streaming ypguk,
mendapatkan
vilal tambkak
sehanyaka
bavyaknyz, (4)
Saya meRonton.
Tiktak Live
Streaming yptuk,
belanja online
yang efisign, (5)

Sangat
Tidak
Setuin(1)

Tidak,
Setun (2)

Agak
Tidak,
Setun (3)

dgak
Setun (4)

Setuin (5)

Sangat
Setrin,(6)
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Hedonic Value Berikut pertanyaan untuk menilai Nilai Hedonis Anda di Live Streaming
TikTok.

Saat
MELROHLOD,
TikTok Live

Streaming
sayabisa,
RRIRAKAR,
RAsAIah SR
dan mexAsa,
satak (1)
SaaL
MERODLOD
TikTok Live
Streaming
AR MRRASA

$RRADE. (2)

Saya gukup
mati

TIVIINEVIIN
TikTok
Livestreaming

ika sedang.
oy

Saya
MERe L
produk di
TikTok Live
Streaming
bapya uptuk,
bersenans:
SERADE. (4)

Sangat
Tidak,
Sevuu (1)

Tidak,
Seluin (2)

dgak
Tidak,
Setuu (3)

Hgak
Setuu (4)

Seluin (5)

Sangat
Seuun (6)
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Impulsive Buying Berikut ini adalah pertanyaan untuk menilai Pembelian Impuls Anda di

TikTok Livestreaming
Sangat . Agak
i Tidak A dgak . Sangat
Tidak, . Tidak ; Setuin,(5) .
Setug (1) SERUL(2) o) Setin(4) Setun (6)

Saya pernab
nembhal,
DATRVESRRAKA,
spovtandi
TikTok
Livestreaming.

(1)

saat,

MERODLR
TikTok

Livestreaming,
SAYA petnab,
memhali
produk tanpa.
banyak
berpikix, (2)

Saya perpab,
nmbhal
produk yang
sehetulnya
tidak saxa,
butubkan di
TikTok
Livestreaming.

(6)

Ketika saya
MeReTkan,
sesuaby yang
saya sukaidi
TikTok
Livestreaming,
SAYA petnab,
langsing.
mamhalinga
(5)



Gender Jenis kelamin Anda
Bria—{1)
Berempuan (2)

Mamilib.uptuk.tidak mengatakan-3)

Place of Living Di provinsi manakah Anda tinggal?

¥ Aceh (1) ... Southwest Papua (38)

Education Latar belakang pendidikan tertinggi anda adalah..
SMP (1)
SMA_(2)
§1/D4/SetaraL3)
S2(7)
S3(5)

Lainnya_(6)

Purchase Berapa jumlah rata-rata pengeluaran Anda per pembelian di TikTok Livestreaming?
< 100000 (1)
100.000 - 200,000 _(2)
200.000 - 300.000 (3)

> 300000 (4)
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