5.1

BAB YV
PENUTUP
Kesimpulan

Penelitian ini bertujuan untuk menganalisis pengaruh faktor-faktor dalam

Theory of Planned Behavior (TPB) terhadap niat dan perilaku pembelian impulsif

konsumen dalam konteks live streaming TikTok, khususnya pada Generasi Z di

Yogyakarta. Berdasarkan hasil analisis SEM-PLS terhadap 119 responden, diperoleh

beberapa kesimpulan sebagai berikut:

1.

Sikap pembelian impulsif berpengaruh positif dan signifikan terhadap niat
pembelian impulsif. Hal ini menunjukkan bahwa semakin positif sikap
konsumen terhadap perilaku belanja impulsif selama menonton TikTok live
streaming, maka semakin tinggi pula niat mereka untuk melakukan pembelian
secara impulsif.

Norma subjektif pembelian impulsif juga memiliki pengaruh positif dan
signifikan terhadap niat pembelian impulsif. Tekanan sosial, seperti pendapat
teman, keluarga, atau influencer, terbukti mampu mendorong konsumen untuk
berniat melakukan pembelian impulsif selama sesi /ive streaming berlangsung.
Kontrol perilaku yang dirasakan pembelian impulsif berpengaruh positif dan
signifikan terhadap niat pembelian impulsif. Semakin besar keyakinan individu
atas kemampuannya dalam mengontrol perilaku pembelian, semakin kuat pula

keinginannya untuk melakukan pembelian secara impulsif.
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4. Niat pembelian impulsif memiliki pengaruh positif dan signifikan terhadap

5.2

perilaku pembelian impulsif. Hasil ini menunjukkan bahwa niat yang kuat
terbukti dapat menjadi tindakan nyata saat konsumen menonton sesi /ive
streaming.

Implikasi Manajerial

Berdasarkan hasil penelitian yang telah dilakukan, terdapat beberapa implikasi

manajerial yang dapat dijadikan pedoman bagi pelaku usaha, khususnya pemilik bisnis

dan pemasar digital yang memanfaatkan fitur live streaming TikTok untuk mendorong

pembelian impulsif:

1.

Hasil uji hipotesis menunjukkan bahwa sikap pembelian impulsif memiliki
kontribusi terhadap pembentukan niat pembelian. Oleh karena itu, perusahaan
perlu membangun persepsi bahwa belanja impulsif melalui TikTok /ive bukan
hanya mudah dan praktis, tetapi juga menyenangkan dan menguntungkan. Hal
ini dapat dicapai dengan cara menampilkan tayangan yang menarik, interaktif,
dan didukung oleh host yang komunikatif serta kreatif dalam membawakan
siaran.

Norma subjektif pembelian impulsif juga berperan dalam mempengaruhi niat
konsumen. Artinya, pengaruh dari orang-orang di sekitar seperti teman,
keluarga, dan influencer menjadi faktor pendorong pembelian. Maka dari itu,
perusahaan dapat memperkuat faktor social proof seperti komentar penonton

secara real-time, fitur “yang lain juga membeli,” serta kolaborasi dengan micro-
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5.3

influencer untuk memperkuat efek psikologis dari norma sosial selama siaran

langsung berlangsung.

. Penelitian juga mengungkap bahwa kontrol perilaku yang dirasakan pembelian

impulsif merupakan faktor yang paling berpengaruh terhadap niat pembelian
impulsif. Semakin tinggi persepsi konsumen bahwa mereka mampu
mengontrol dan menjalankan pembelian dengan mudah, maka semakin kuat
pula keinginan mereka untuk melakukan pembelian secara impulsif. Oleh
karena itu, manajer pemasaran perlu memastikan bahwa seluruh proses
transaksi di TikTok /ive mulai dari pemilihan produk, proses checkout, hingga
metode pembayaran dirancang sepraktis mungkin terhadap pengguna.

Selain itu, niat pembelian impulsif terbukti berpengaruh signifikan terhadap
perilaku pembelian impulsif, yang berarti bahwa niat yang terbentuk dalam diri
konsumen dapat dengan mudah berubah menjadi tindakan nyata selama sesi
live berlangsung. Untuk itu, strategi promosi selama [live streaming perlu
memberikan penawarkan diskon terbatas waktu, bundling produk eksklusif saat
live, dan menampilkan stok terbatas untuk mendorong keputusan pembelian
impulsif.

Keterbatasan Penelitian

Berdasarkan hasil penelitian yang telah dilakukan, terdapat beberapa

keterbatasan yang perlu diperhatikan dalam penelitian ini, yaitu:

Objek responden dalam penelitian ini hanya melibatkan individu dari Generasi

Z. Berfokus pada satu kelompok generasi ini membatasi hasil penelitian dari
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5.4

populasi yang lebih luas, karena perilaku pembelian impulsif dalam konteks
live streaming shopping dapat berbeda antara generasi yang memiliki
karakteristik, selera, dan kebiasaan digital yang beragam. Selain itu, latar
belakang responden yang belum mencakup keragaman dari segi wilayah,
pendidikan, dan profesi juga menjadi faktor pembatas dalam merepresentasikan
perilaku konsumen secara menyeluruh.

Saran Penelitian

Berdasarkan temuan dan keterbatasan yang teridentifikasi dalam penelitian ini,

berikut adalah saran untuk studi selanjutnya agar memperoleh hasil yang lebih

mendalam dan menyeluruh:

1.

Penelitian selanjutnya diharapkan dapat memperluas objek responden. Tidak
terbatas pada Generasi Z saja, namun juga melibatkan responden yang lebih
luas. Disarankan untuk meneliti dengan melakukan perbandingan dari dua
generasi yang berbeda, misalnya Generasi Y dan Generasi Z, sehingga
diperoleh hasil perbandingan yang mendalam mengenai perilaku pembelian
impulsif antar generasi dalam konteks [live streaming shopping. Dengan
memperluas cakupan responden dan generasi, hasil penelitian akan menjadi

lebih akurat dan relevan.

65



DAFTAR PUSTAKA

Ajzen, 1. (1991). The theory of planned behavior. Organizational Behavior and
Human Decision Processes, 50(2), 179-211. https://doi.org/10.1016/0749-
5978(91)90020-T

Amaral, M. A. L., & Djuang, G. (2023). Relationship Between Social Influence,
Shopping Lifestyle, and Impulsive Buying on Purchase Intention of Preloved
Products. KINERJA, 27(1), 91-106.
https://doi.org/10.24002/kinerja.v27i1.6635

Anggraeni, R. (2024, July 17). TikTok Ungkap 80% Penjualan Datang Dari Live
Streaming, Pembeli Mau Lihat Langsung . Teknologi.Bisnis.Com.
https://teknologi.bisnis.com/read/20240717/266/1783075/tiktok-ungkap-
80-penjualan-datang-dari-live-streaming-pembeli-mau-lihat-langsung

Apasrawirote, D., & Yawised, K. (2022). Factors Influencing the Behavioral and
Purchase Intention on Live-streaming Shopping. Asian Journal of Business
Research, 12(1). https://doi.org/10.14707/ajbr.220119

Bhakat, R. S., & Muruganantham, G. (2013). A Review of Impulse Buying
Behavior.  International  Journal of Marketing  Studies,  5(3).
https://doi.org/10.5539/ijms.v5n3p149

Chen, C. C., & Lin, Y. C. (2018). What drives live-stream usage intention? The
perspectives of flow, entertainment, social interaction, and endorsement.
Telematics and Informatics, 35(1), 293-303.
https://doi.org/10.1016/J.TELE.2017.12.003

Chen, H.-S., Liang, C.-H., Liao, S.-Y., & Kuo, H.-Y. (2020). Consumer Attitudes
and Purchase Intentions toward Food Delivery Platform Services.
Sustainability, 12(23), 10177. https://doi.org/10.3390/su122310177

Cohen, J. (1988). Statistical Power Analysis for the Behavioral Sciences (2nd ed.).

Lawrence Erlbaum Associates.

66



Eka Dewi Setia Tarigan, Yuni Syah Putri, & Hesti Sabrina. (2021). Green Buying
Behavior Using Theory of TPB in Online Shop in Medan City. International
Journal of Science, Technology & Management, 2(3), 604—607.
https://doi.org/10.46729/ijstm.v213.223

GoodStats. (2024). Indonesia Jadi Negara dengan GMV TikTok Shop Terbesar
Kedua di Dunia. GoodStats. https://goodstats.id/article/indonesia-menjadi-
negara-dengan-gmv-tiktok-shop-terbesar-kedua-di-dunia-ulOhi

Hair, J. F. ., Hult, G. T. M. ,, Ringle, C. M. ., & Sarstedt, Marko. (2017). A primer
on partial least squares structural equation modeling (PLS-SEM). Sage.

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and
how to report the results of PLS-SEM. European Business Review, 31(1), 2—
24. https://doi.org/10.1108/EBR-11-2018-0203

Hasim, N. N., Abid Azhar, K., Ab Hamid, S. N., & Che Wel, C. A. (2023). Live
Streaming Shopping: Effects on Purchase Intentions among Malaysian
Consumers. International Journal of Academic Research in Business and
Social Sciences, 13(5). https://doi.org/10.6007/ijarbss/v13-15/17118

Hilvert-Bruce, Z., Neill, J. T., Sjoblom, M., & Hamari, J. (2018). Social
motivations of live-streaming viewer engagement on Twitch. Computers in
Human Behavior, 84, 58—67. https://doi.org/10.1016/J.CHB.2018.02.013

Jang, W. (William), Choi, W., Kim, M. J., Song, H., & Byon, K. K. (2024). What
makes esports consumers watch streamers’ esports live-streaming contents?
Extending the theory of planned behavior. International Journal of Sports
Marketing and Sponsorship, 25(2), 288-309. https://doi.org/10.1108/IJSMS-
07-2023-0132

Kang, K., Li, L., & Sohaib, O. (2023). Graduates’ intention to develop live
commerce: The educational background perspective using multi-group

analysis. Entrepreneurial Business and Economics Review, 11(1), 113-126.

https://doi.org/10.15678/EBER.2023.110106

67



Li, L., & Kang, K. (2024). Discovering online Chinese consumers’ impulse
buying in live streaming by the theory of planned behavior. Journal of
Economic Analysis, 3(2). https://doi.org/10.58567/jea03020008

Li, L., Kang, K., Feng, Y., & Zhao, A. (2024). Factors affecting online consumers’
cultural presence and cultural immersion experiences in live streaming
shopping. Journal of Marketing  Analytics, 12(2), 250-263.
https://doi.org/10.1057/s41270-022-00192-5

Li, L., Kang, K., Zhao, A., & Feng, Y. (2023). The impact of social presence and
facilitation factors on online consumers’ impulse buying in live shopping —
celebrity endorsement as a moderating factor. Information Technology &
People, 36(6), 2611-2631. https://doi.org/10.1108/ITP-03-2021-0203

Liu, Q. (2017, January 14). Old people feed many liars. Health.People.Cn.
http://health.people.com.cn/n1/2017/0104/c406173-28998579.html

Long, J., Zaidin, N., & Mai, X. (2024). Social media influencer streamers and
live-streaming shopping: examining consumer behavioral intention through
the lens of the theory of planned behavior. Future Business Journal, 10(1).
https://doi.org/10.1186/s43093-024-00370-0

Ming, J., Jianqiu, Z., Bilal, M., Akram, U., & Fan, M. (2021). How social presence
influences impulse buying behavior in live streaming commerce? The role of
S-O-R theory. International Journal of Web Information Systems, 17(4),
300-320. https://doi.org/10.1108/IJWIS-02-2021-0012

Nuseir, M. T. (2020). The extent of the influences of social media in creating
“impulse buying” tendencies. International Journal of Business Innovation
and Research, 21(3), 324. https://doi.org/10.1504/IJBIR.2020.105925

Pena-Garcia, N., Gil-Saura, 1., Rodriguez-Orejuela, A., & Siqueira-Junior, J. R.
(2020). Purchase intention and purchase behavior online: A cross-cultural
approach. Heliyon, 6(6). https://doi.org/10.1016/j.heliyon.2020.e04284

Ramasari, S., & Sugiyanto. (2024). Perilaku Impulse Buying Konsumen pada
Produk Lifestyle dengan Pendekatan Theory Of Planned Behavior. Religion

68



Education Social Laa Roiba Journal, 0, 5243.
https://doi.org/10.47476/reslaj.v6i111.3952

Rehman, S. U., Bhatti, A., Mohamed, R., & Ayoup, H. (2019). The moderating
role of trust and commitment between consumer purchase intention and
online shopping behavior in the context of Pakistan. Journal of Global
Entrepreneurship Research, 9(1), 43. https://doi.org/10.1186/s40497-019-
0166-2

Rogers, E. M. ,. (2010). Diffusion of Innovations. Know. Innov. Manag.
(Fachgebiet Landwirtschaftliche Kommunikations-Und Beratungslehre.
https://doi.org/10.1002/chp.4750170109

Sekaran, U., & Bougie, R. (2019). Research Methods For Business: A Skill
Building Approach, 8th Edition. Wiley Global Education.

Septiani, L. (2024, July 17). 80% Penjualan di TikTlok Shop Indonesia via Live
Streaming . Katadata.Co.Id. https://katadata.co.id/digital/e-
commerce/669792¢62d5t5/80-penjualan-di-tiktok-shop-indonesia-via-live-
streaming

Sorce, P., Perotti, V., & Widrick, S. (2005). Attitude and age differences in online
buying. International Journal of Retail & Distribution Management, 33(2),
122—-132. https://doi.org/10.1108/09590550510581458

Sugiyono. (2019). Metode Penelitian, Kuantitatif, Kualitatif, dan R&D. Alfabeta.

Sujarweni Wiratna V. (2023). Metodologi Penelitian Bisnis & Ekonomi.

Sun, Y. (n.d.). Education Reform and Development Analysis of Impulsive Buying
Behavior in Live Broadcast Scenarios.

Sun, Y., Shao, X., Li, X., Guo, Y., & Nie, K. (2019). How live streaming influences
purchase intentions in social commerce: An IT affordance perspective.
Electronic  Commerce Research and Applications, 37, 100886.
https://doi.org/10.1016/j.elerap.2019.100886

Tariq, A., Wang, C., Tanveer, Y., Akram, U., & Bilal, M. (2019). Online impulse

buying of organic food: a moderated (website personality) mediation (social

69



appeal) process. International Journal of Information Systems and Change
Management, 11(1), 3. https://doi.org/10.1504/IJISCM.2019.101646

Toh, E., Hwa, B., & Perumal, S. (2015). Application of the Theory of Planned
Behaviour on Impulse Buying Behaviour in an Internationalized Shopping
Centre.

Wang, J. , & W. X. (2019). Structural Equation Modeling: Applications Using
Mplus, 2nd Edition. Wiley Professional Development (P&T).

Wong, K. K. K. (2013). Partial least square structural equation modeling (PLS-
SEM) techniques using SmartPLS.
https://www.researchgate.net/publication/268449353

Wong, K. K.-K. (2019). Praise for Mastering Partial Least Squares Structural
Equation Modeling (PLS-SEM) with SmartPLS in 38 Hours.

Wongkitrungrueng, A., & Assarut, N. (2020). The role of live streaming in
building consumer trust and engagement with social commerce sellers.
Journal of Business Research, 117, 543-556.
https://doi.org/10.1016/J.JBUSRES.2018.08.032

Wu, L.-L., Chen, K.-W., & Chiu, M.-L. (2016). Defining key drivers of online
impulse purchasing: A perspective of both impulse shoppers and system
users. International Journal of Information Management, 36(3), 284-296.
https://doi.org/10.1016/j.1jjinfomgt.2015.11.015

Xiong, Y. (2022). Personalized Marketing of Agricultural Products Based on
Digital Economy Environment. Academic Journal of Business &
Management, 4(6). https://doi.org/10.25236/ajbm.2022.040606

Xu, X., Wu, J.-H., & Li, Q. (n.d.). WHAT DRIVES CONSUMER SHOPPING
BEHAVIOR IN LIVE STREAMING COMMERCE?

Zafar, A. U., Qiu, J., Li, Y., Wang, J., & Shahzad, M. (2021). The impact of social
media celebrities’ posts and contextual interactions on impulse buying in
social commerce. Computers in Human Behavior, 115, 106178.

https://doi.org/10.1016/j.chb.2019.106178

70



LAMPIRAN

Lampiran 1 Kuesioner Online

<

Analisis Efek Interaksi Live Streaming
TikTok Melalui Theory of Planned Behavior
Terhadap Niat dan Keputusan Pembelian
Impulsif

B I U o X

Halo! 4 Terima kasih sudah meluangkan waktu untuk mengisi kuesioner ini.

Perkenalkan saya Daniel Alan Sali, mahasiswa Program Studi Manajemen Universitas Atma Jaya Yogyakarta,
saat ini saya sedang melakukan penelitian skripsi dengan judul: "Analisis Efek Imeraksi Live Streaming TikTok
Melalui Theory of Planned Behavior Terhadap Niat dan Keputusan Pembelian Impulsif"

Tujuan dari penelitian ini adalah untuk mengetahui bagaimana interaksi live streaming TikTok dapat
memengaruhi perilaku pembelian impulsif, khususnya di kalangan Generasi Z Yogyakarta.

Kriteria responden dari penelitian ini:

1. Mahasiswa/i Universitas Atma Jaya Yogyakarta.
2. Berusia 18-26 tahun (Generasi Z).
3. Pernah menonton live streaming TikTok dalam 3 bulan terakhir.

Seluruh jawaban yang anda berikan akan dijaga kerahasiaannya dan hanya digunakan untuk kepentingan
penelitian ini. Terima kasih atas partisipasi dan bantuannya! J.

Apabila ada pertanyaan, silahkan menghubungi:
WhatsApp : 081536559756
E-mail : 210326157 @students.uajy.ac.id
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PERTANYAAN FILTER

Apakah Anda Merupakan Mahasiswa/i Universitas Atma Jaya Yogyakarta? *

Ya

Tidak

Apakah Anda pernah menonton TikTok Live Streaming dalam 3 bulan terakhir? *

Pernah

Tidak

Apakah Anda pernah membeli barang secara impulsif saat atau setelah menonton TikTok Live *
Streaming?

Pernah

Tidak
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PERTANYAAN DEMOGRAFI

Pertanyaan Demografi

Description (optional)

Jenis Kelamin *

Laki-Laki

Perempuan

Usia *
<18

18-26

Pendapatan Bulanan *

0-Rp 2.500.000
2.500.001- Rp 5.000.000

>Rp 5.000.000
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Sikap Terhadap Pembelian Impulsif

- Sangat Tidak Setuju
- Tidak Setuju

- Netral

- Setuju

- Sangat Setuju

L R

Pembelian impulsif pada TikTok live streaming menarik *

Sangat Tidak Setuju J (J ) @

Saya suka membeli secara impulsif saat menonton live streaming *

Sangat Tidak Setuju O Q @) O

Pembelian impulsif pada TikTok live streaming adalah ide yang bagus *

Sangat Tidak Setuju J (L J @,
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Sangat Setuju

Sangat Setuju

Sangat Setuju



Norma Subjek Terhadap Pembelian Impulsif

e

- Sangat Tidak Setuju
: Tidak Setuju

- Netral

- Setuju

- Sangat Setuju

[ I A I

Saya akan membeli secara impulsif jika orang yang penting bagi saya mendorong saya untuk
melakukannya

Sangat Tidak Setuju @ Q ) @ @ Sangat Setuju

Rekomendasi dari teman dekat akan membuat saya ingin mencoba membeli secara impulsif *

1 2 3 4 ]

Sangat Tidak Setuju O @) @) O O Sangat Setuju
Pendapat orang-orang yang penting bagi saya akan memengaruhi keputusan saya untuk *
membeli secara impulsif

1 2 3 4 5
Sangat Tidak Setuju O O O O O Sangat Setuju
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Kontrol yang Dirasakan Terhadap Pembelian Impulsif v
1: Sangat Tidak Setuju
2 : Tidak Setuju
3 : Netral
4 - Setuju
5: Sangat Setuju
Saya dapat menggunakan TikTok live streaming untuk pembelian impulsif *
1 2 3 - 5
Sangat Tidak Setuju ) J @, o ) Sangat Setuju
Menggunakan TikTok live streaming untuk membeli secara impulsif sepenuhnya berada di *
bawah kendali saya
1 2 3 - 5
Sanoat Tidak Setuju o J L ) ) Sangat Setuju

Saya memiliki sumber daya, pengetahuan, dan keterampilan untuk membeli secara impulsif *

Sangat Tidak Setuju ». 9. o -, - Sangat Setuju
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Niat Membeli Secara Impulsif

*<

- Sangat Tidak Setuju
- Tidak Setuju

: Netral

- Setuju

- Sangat Setuju

[ R e

Jika ada kesempatan, saya berniat membeli secara impulsif dari TikTok live streaming *

4

Sangat Tidak Setuju @ @) @) o @ Sangat Setuju

Jika diberi kesempatan, saya dapat memprediksi bahwa saya akan membeli secara impulsif  *
dari TikTak live streaming di masa depan.

4

Sangat Tidak Setuju @ @) @) o @ Sangat Setuju

Saya cenderung akan bertransaksi secara impulsif dengan TikTok live streaming dalam waktu *
dekat

4

Sangat Tidak Setuju @ @) @) o @ Sangat Setuju
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Perilaku Pembelian Impulsif

¥<

- Sangat Tidak Setuju
- Tidak Setuju

- Netral

- Setuju

- Sangat Setuju

o W R =

Ketika berbelanja di TikTok live streaming, saya sering berpikir, "beli sekarang, pikirkan nanti® *

1 2 3 - 5
Sangat Tidak Setuju Sangat Setuju
Ketika berbelanja di Tiktok live streaming, saya sering membeli barang sesuai dengan apa "
yang saya rasakan saat itu
1 2 3 - 5
Sangat Tidak Setuju Sangat Setuju
Ketika berbelanja di TikTok live streaming, saya sering membeli barang tanpa berpikir *
panjang.
1 2 3 - 5
Sangat Tidak Setuju Sangat Setuju
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Lampiran 2 Kuesioner Asli

Variable Item  Measurement
Attitude towards the impulse AT1  Impulse buying on live streaming platforms is attractive. |
buying (Pen a-Garci aetal. 2020) AT2  like to impulsively buy while watching live streaming.
AT3  Impulse buying on live streaming platforms is a good idea.
Subject norm towards SN1 [ will buy impulsively if people of importance to me encourage me to
the impulse buying (Pen a- do that.
Garci a et al. 2020) SN2 Recommendations from close friends will make me want to try
impulse buying.
SN3  The opinions of those who are important to me will affect my
decision to buy impulsively.
Perceived control towards the PC1 [ would be able to use live streaming platforms for impulse buying.
impulse buying (Pen a-Garciaet  PC2  Using live streaming platforms to impulsively purchase is entirely
al. 2020) under my control.
PC3 [ have the resources, knowledge and skills to buy impulsively.

Impulse buying

intention (Pen
aGarci a et al. 2020)

IN1

If the opportunity arises, I intend to impulsively buy from live
streaming platforms.

IN2 If given a chance, I can predict that I will impulsively buy from live
streaming platforms in the future.
IN3 [ am likely to impulsively transact with a live streaming platform
soon.
Impulse buying behavior (Wu, IB1 When shopping on live streaming platforms, [ often have the idea,
Chen, and Chiu 2016) “buy now, think about it later”.
IB2 When shopping on live streaming platforms, 1 often buy things
according to how I feel at the moment.
IB3 When shopping on live streaming platforms, I often buy things
without thinking.
Lampiran 3 Data Mentah
— ~ o — N o — o~ o — s o — N (v)
> > >
S|%|%|%|8 |G |2 | 2|2 |&|&|& |8 |8 &
3 3 1 1 2 4 4 5 4 4 3 1 4 5 2
4 2 1 2 4 4 4 5 4 4 2 1 2 4 2
3 2 2 2 3 4 3 4 3 2 2 2 2 2 2
4 5 5 4 4 5 5 4 5 5 5 4 5 4 5
4 3 2 2 3 4 3 5 3 2 2 1 3 3 3
5 4 5 5 4 4 5 5 4 4 5 4 5 5 4
4 221 21alala]alal3]al2]as]2]2
5 5 5 5 5 5 5 5 5 5 5 5 5 5 5
5 5 5 5 5 5 5 5 5 5 5 5 5 5 5
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y— (g\] en - o on \m S\ (g v— o o v [\
S|5|5|%|5|5|2|e|2|E|&|g|E BB
5 4 4 5 5 5 4 5 5 4 5 5 5 5 5
4 |4 4455|5554 4]4|4a]|5]a4
5 5 4 5 5 5 5 5 5 5 5 5 5 5 5
4 | s alalalala]s]|s]a]4]a]a]|a]a
4 2 2 4 5 5 5 5 5 5 5 3 3 4 3
4 | s a4l als5slals|s5]a]a]a[5]s5]4a]s:s
5 4 4 5 5 5 5 5 5 5 5 4 4 5 4
4 4 4 5 5 5 5 5 5 4 4 3 4 5 5
4 | 5|1 445 a5 4ala]|as5]4a]la]a4]s5
4 4 1 3 4 5 4 4 5 4 5 1 2 3 2
4 4 2 4 4 4 3 5 4 3 2 2 3 4 3
4 4 4 5 5 5 5 5 5 5 5 4 4 5 4
4 5 4 5 5 5 5 5 5 5 5 5 5 5 5
5 5 5 5 5 5 5 5 5 5 5 5 5 5 5
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Hasil Analisis Deskriptif Setiap Indikator Penelitian

Delimiter: Tabulator Encoding: UTF-8 Re-Analyze | Open Extemal
Value Quote Character:  None Sample size: 119
Number Format: US (example: 1,000.23)  Indicators: 15
Missing Value Marker: ~ None Missing Values: 0
Indicators: | Indicator Correlations | Raw File Copy to Clipboard
Mean Min Max  Standard Deviation
ATH 3966 2.000 5.000 0819
AT2 3622 1.000 5.000 1223
AT3 3437 1.000 5.000 1227
SN1 3.899 1.000 5.000 1133
SN2 4.261 1.000 5.000 0.921
SN3 4403 1.000 5.000 0813
il 4118 1.000 5.000 1.039
pv2 4353 2.000 5.000 0.846
3 4261 2.000 5.000 0912
IN1 3824 1.000 5.000 1120
IN2 3983 1.000 5.000 1123
IN3 3538 1.000 5.000 1.269
IB1 3604 1.000 5.000 117
1B2 4025 1.000 5.000 1.057
1B3 3.706 1.000 5.000 1273
Outer Loadings
[E Matrix Copy to Clipboard: | Excel Format = R Format
Kontral Perilaku yang Dirasakan Pembelian Impulsif Niat Pembelian Impulsif Norma Subjektif Pembelian Impulsif Perilaku Pembelian Impulsif  Sikap Pembelian Impulsif
AT 0.762
AT2 0.890
AT3 0.897
1B1 0.907
1B2 0.861
183 0.909
INT 0.900
IN2 0.894
IN3 0.867
PV1 0.887
pv2 0.702
PV3 0914
SN1 0.868
SN2 0.881
SN3 0.807
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Average Variance Extracted (AVE)

Kontral Perilaku yang Dirasakan Pembelian Impulsif

Miat Pembelian Impulsif

Morma Subjektif Pembelian Impulsif

Perilaku Pembelian Impulsif

Sikap Pembelian Impulsif

Fornell- Larcker Criterion

Kontral Perilaku yang Dirasaka..

Niat Pembelian Impulsif  Norma Subjektif Pembelian Impulsif  Perilaku Pembelian Impulsif

0.887
0.667
0.732
0.691

0.852
0.733
0.611

0893
0.770

Kontrol Perilaku yang Dirasakan Pembelian Impulsif  Niat Pembelian Impulsif  Norma Subjektif Pembelian Impulsif  Perilaku Pembelian Impulsif

Kontrol Perilaku yang .. 0.840
Niat Pembelian Impulsif 0.726
Norma Subjektif Pemb.. 0698
Perilaku Pembelian Im.. 0.746
Sikap Pembelian Impul... 0603
Cross Loading
ATT 0478
AT2 0.595
AT3 0485
181 0633
182 0.709
183 0658
INT 0712
IN2 0606
IN3 0613
PV 0887
pv2 0702
V3 0914
SN1 0.589
SN2 0612
SN3 0585

0.444
0.606
0.688
0.670
0.648
0.643
0.900
0.894
0.867
0714
0432
0.638
0.550
0615
0536
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0.551
0.553
0.492
0.619
0.712
0.633
0.659
0.568
0.549
0.669
0474
0.594
0.868
0.881
0.807

0.549
0.744
0.673
0.907
0.861
0.909
0.615
0.617
0.712
0728
0.442
0.665
0.639
0.679
0.552

Average Variance Extracted (AVE)

0.705
0.787
0.727
0.797
0.736

Sikap Pembelian Impulsif

0858

Sikap Pembelian Impulsif
0.782
0.890
0.897
0.697
0.644
0.720
0.575
0.579
0.678
0.602
0.378
0.506
0.559
0.619
0.370



Composite Reliability

Composite Reliability

Kontrol Perilaku yang Dirasakan Pembelian Impulsif 0.876

Niat Pembelian Impulsif 0.917

Morma Subjektif Pembelian Impulsif 0.888

Perilaku Pembelian Impulsif 0922

Sikap Pembelian Impulsif 0.893
R-square

E Square R Square Adjusted

Miat Pembelian Impulsif 0.643 0.634
Perilaku Pembelian Impulsif 0.536 0.532
F-square

Kontrol Perilaku yang .. Niat Pembelian Impulsif Norma Subjektif Pembelian... Perilaku Pembelian Impulsif  Sikap Pembelian Impulsif

Kontrol Perilaku yang Dirasakan Pembelian Impulsif 0.197
Niat Pembelian Impulsif 1.157
Norma Subjektif Pembelian Impulsif 0044

Perilaku Pembelian Impulsif
Sikap Pembelian Impulsif 0.186

O-square

Q* (=1-SSE/SSO)
Kontrol Perilaku yang Dirasakan Pembelian Impulsif
Miat Pembelian Impulsif 0.480
Morma Subjektif Pembelian Impulsit
Perilaku Pembelian Impulsif 0.420

Sikap Pembelian Impulsif
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Path Coefficients

Original Sample (0) - Sample Mean (M) - Standard Deviation (STDEV) T Statistics (O/STDEV]) ~ P Values
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ABSTRACT

The study explores online consumers” impulse buying intentions and behaviors on live streaming platforms. Unlike
traditional shopping meodes, the development of real-time video streaming provides online consumers with a
distinet approach to interacting with live streamers and browsing online products in real-time, potentially causing
their impulse buying intentions. To understand online consumers” impulse buying intentions and behaviors, the
paper establishes the research model based on the theory of planned behavior [TPBE] medel and analyses influencing
factors from attitude, subject norm and perceived control aspects, Through the data analysis based on the partial
least squares path meodelling and variance-based structural equation modelling (PLS-S5EM), the research results
show that, three factors positively affect online consumers’ impulse buying intentions and lead to their final
behaviors, Meanwhile, contrel variables, including gender, age, and income level, demonstrate insignificant effects
across the model, Unlike existing literature, the current study displays the distinet features of live streaming
platforms and discovers online consumers’ impulse buying intention based on the TPE model. The results are
helpful for related scholars and departments to pay more attention to the live shopping envirenment and
understand online conswmers’ impulse buying issues.

KEYWORDS
Live streaming platform; online Chinese consumers; impulse buying intention; TPE model; live shopping

environment
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1. Introduction

Live streaming platforms act as distinct social media platforms to establish a user-generated content
community and realize synchronous interaction between community members (Zhang, Cheng, and Huang 2022).
In the essential functions of traditional social media, live streaming platforms develop the real-time interactive
function and enhance users' social presence experiences (Li and Kang 2022b). The emergent social media service
injects fresh vitality into the digital economy and drives the formation of live streaming commerce (Xiong 2022).
Live streaming commerce brings new shopping experiences for online consumers and establishes a convenient
shopping environment. Attracted by the improvement of platform technical support, increasingly more online
consumers accept the live streaming commerce model and actively engage in live shopping activities (Li, Kang, Zhao,
etal. 2022, Li, Feng, and Zhao 2023). Specifically, the economic value of live streaming commerce will increase to
60 billion dollars in 2024, with a significant annual growth rate of 7.7% from 2020 to 2024 (Zhong et al. 2022).
Various interactive functions attract consumers' purchasing interest, and by January 2021, 32.9% of Chinese online
users, around 309 million people, have participated in live streaming shopping activities (CINIC 2020). This trend
has dramatically changed the status of e-commerce, which needs more attention.

Although live streaming shopping creates convenience for online consumers, it would reduce their rational
consumption and cause their impulse buying behavior. Impulse buying is defined as any purchasing behavior that
consumers make but do not follow their shopping plan (Xiang et al. 2016). Most previous research about impulse
buying is grounded in traditional e-commerce contexts and discusses its negative impacts (Zafar et al. 2021, Nuseir
2020, baker Qureshi, Murtaza, and Kazi 2019). However, few scholars distinguish the differences between social
media platforms and live streaming platforms and analyze the unique characteristics of the live streaming shopping
model (Li and Kang, 2022). The traditional social media platform is a computer-based platform that allows users to
contact others through texts, pictures and videos (Saravanakumar and Suganthalakshmi 2012). Different from the
traditional social media platforms, users on live streaming platforms can interact with others in real -time through
video-streaming technology, gift-sending system, and comment functions (Li, Kang, and Sohaib 2023b, Li and Kang
2022a). The technical advantages potentially increase online consumers’ impulse buying risks. Specifically, 44.1%
of online consumers make impulse buying while engaging in live streaming shopping activities, and the rate is much
higher than the traditional impulse buying issues (Chan, Cheung, and Lee 2017, Zhang, Cheng, and Huang 2022).
Considering the limited research discussing online consumers’ impulse buying behaviors on the live streaming
platform, the study applies the Theory of Planned Behavior (TPB) to design the theoretical model and explores
influencing factors. The TPB has become a widely accepted model for discovering consumers' online shopping
intentions and discussing their behaviors (Cheng and Huang 2013, Yang, Li, and Zhang 2018). According to Ajzen
(1991), the TPB can be used to explain individuals’ intention patterns from attitude, subjective norms and perceived
control aspects (Ajzen 1991). In view of its theoretical basis and value, it is suitable for the current study to apply
the TPB model to analyze online consumers' impulse buying intention on live streaming platforms, which is helpful

to narrow the existing research gap. Thus, the study objective is designed as follows: Analyze online c s

.

impulse buying intention and behavior based on the TPB model.

Both theoretical and practical implications can be presented in the current study. Regarding the theoretical
contribution, this paper is different from existing literature that discusses online consumers’ shopping intentions
on traditional social media platforms. The study displays the distinct features of live streaming platforms, such as
real-time video interaction, virtual gift-sending system, and online fan group functions, and it discovers online
consumers' impulse buying intention based on the TPB model. Considering the theoretical background of the TPB
model, the theoretical framework established in the current study can present influencing factors comprehensively
and systematically analyze online consumers’ impulse buying intention. Meanwhile, regarding the practical
implication, online consumers’ impulse buying intention, as a harmful shopping habit, should be a concern by
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related scholars. The study results can clearly guide online consumers to avoid impulse buying behaviors and build
a healthy shopping environment on live streaming platforms, contributing to specific practical implications.

2. Literature review

2.1. Impulse buying on live streaming platforms

Impulse buying means consumers' immediate purchase behavior without any pre-shopping plan or objective
(Muruganantham and Bhakat 2013). Existing studies have supported the significant relationship between social
media impact and sales volume results, and they have analyzed online consumers’ impulse buying behaviors on
traditional social media platforms (Nuseir 2020, Zafar et al. 2021). However, few of them display the unique
characteristics of live streaming platforms and analyze online consumers’ impulse buying phenomenon (Li, Kang,
Zhao, et al. 2022). Specifically, online consumers can experience a rich shopping experience because of the
interactive cyber-physical environment provided by live streaming platforms (Sun et al. 2019). The online shopping
environment is significantly different from the traditional way of social media platforms, including real-time
marketing, online payment system and online store function. The free interactive environment offered by live
streaming platforms exacerbates online consumers’ impulsive consumption problems, which is ignored by previous
research (Li, Kang, Zhao, et al. 2022, Li, Kang, Feng, et al. 2022).

Live streaming shopping as a new form of e-commerce is developed based on peer-to-peer technology (Sun et
al. 2020). Convenient functions, such as real-time video streaming, gift-sending system and danmuku function, not
only provide a comfortable shopping experience but also easily cause online consumers’ impulse buying behaviors.
Influenced by the improved information quality in the form of real-time videos, online consumers’ purchase
decisions can be affected by live streamers in the virtual streaming commerce environment (Wongkitrungrueng
and Assarut 2020, Xu, Wu, and Li 2020). Meanwhile, since live streaming commerce has just developed in recent
years, many online consumers lack comprehensive live shopping experiences and rational consumption
consciousness (Liu 2017, Sorce, Perotti, and Widrick 2005). It results that online consumers from live streaming
platforms are easier to build trust with live streamers and impulsively purchase some products they do not need.
Given the potential problems, it is essential for the current study to focus on online consumers’ impulse buying
behaviors on live streaming platforms and explore why they tend to purchase online products blindly.

2.2. Theory of planned behavior

According to the definition proposed by Ajzen (1991) and Rehman et al. (2019), the TPB is an extension of the
theory of reasoned action, and it has been widely applied to discover individuals’ online shopping intentions and
behaviors. The TPB can provide a theoretical framework to analyze the effects of attitude, subjective norms and
perceived behavioral control on purchasing intention (Rehman et al. 2019). Positive subjective norms, attitudes,
and perceived behavioral control will execute specific intentions and actual behavior (Ajzen 1991; Kangetal., 2023).
The TPB can be used to predict the behavior of consumers, which has been extensively identified by prior scholars
(Tarigan, Putri, and Sabrina 2021). Although prior research has applied the TPB to discover online consumers’
shopping behaviors, few of them pay much attention to online consumers’ impulse buying intention on live
streaming platforms (Apasrawirote and Yawised 2022, Sun 2020). Live streaming shopping as a new shopping
mode is significantly different from the traditional online shopping model. Its distinct features, such as real-time
video interaction, online payment system and fan group, have unique attractiveness for online consumers and
potentially cause their impulse buying behaviors (Ming et al. 2021). Hence, it is significant for the current study to
use the TPB to explore online consumers’ impulse buying intentions and behaviors.
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Although the TPB has been established in the 90s, itis still used to predict behavior in different sciences, such
as economics, psychology, and medicine (Pena-Garcia et al. 2020). Three motivational factors should be considered
based on the TPB approach, including attitude towards the impulse buying, subject norm towards the impulse
buying and perceived control towards the impulse buying (Ajzen 1991). Attitude, subjective norm, and perceived
behavioral control could make online consumers engage in impulse buying activities. Specifically, attitude towards
the impulse buying refers to the degree to which an online consumer has a favorable or unfavorable evaluation of
the buying behavior, subjective norm towards the impulse buying refers to an online consumer with the perceived
social pressure to perform or not to perform the impulse buying, and perceived control is defined as an online
consumer’s perception of the ease or difficulty of buying impulsively (Ajzen 1991, Peria-Garcia et al. 2020). Given
the definitions and effects of three motivational factors, they have significant impacts on online consumers’ impulse
buying intention on live streaming platforms, which should be a concern by the research.

3. Research model and hypotheses

The research model is established based on the TPB, as Figure 1 shows. To be specific, this paper refers to the
TPB to systematically analyse online consumers' impulse buying intentions and behaviors from attitude, subjective
norm and perceived control (Ajzen 1991).

Attitude towards the
impulse buying

Subjective norm
towards the impulse
buying

Impulse buying
Intention behaviour

Impulse buying

Perceived control
towards the impulse
buying

Control variables: (1) Age. (i) Gender, (lil) income level

Figure 1. The research model.

3.1. Impulse buying intention

Impulse buying intention is understood as the degree to which an online consumer is willing to buy impulsively
on live streaming platforms. As mentioned before, this paper applies the TPBapproach to analyse online consumers’
impulse buying, and the theory has been widely adopted to investigate consumers’ impulse buying intention (Toh
and Selvan 2015). According to the TPB, online consumers’ attitude towards the impulse buying, coupled with

124

100



Li and Kang Journal of Economic Analysis 2024 3(2) 121-133

subjective norms and perceived control factors, significantly influence their intention to purchase impulsively
(Ajzen 1991). Whether in online or offline shopping environments, the TPB has been successfully utilized to predict
online consumers’ attitudes, subject norms and perceived control toward their impulse buying intention (Toh and
Selvan 2015, Tariq et al. 2019). As the results proposed by Chen et al. (2020) state, attitudes, subjective norms and
perceived control, have positive impacts on online consumers’ impulse buying intention (Chen et al. 2020).
Considering the similarities between live streaming shopping modes and traditional online shopping modes, the
research results could be applied to examine online consumers’ impulse buying intention on live streaming
platforms. Thus, the paper proposes:

Hypothesis 1: Online consumers’ attitude towards the impulse buying positively affects their impulse buying
intention on live streaming platforms.

Hypothesis 2: Online consumers’ subject norm towards the impulse buying positively affects their impulse
buying intention on live streaming platforms.

Hypothesis 3: Online consumers’ perceived control towards the impulse buying positively affects their impulse
buying intention on live streaming platforms.

3.2. Impulse buying behavior

Impulse buying behavior as an unplanned purchase is characterized as abrupt behavior with a lack of
deliberation (Zafar et al. 2021). The impulse buying intention of online consumers is an indicator of the extent to
which consumers are willing to carry out impulse buying behaviors (Pefia-Garcia et al. 2020). Prior scholars have
identified a positive relationship between impulse buying intention and impulse buying behaviors (Li, Kang, Zhao,
etal. 2022). Based on the above argument, the research hypothesis has been proposed as follows:

Hypothesis 4: Online consumers’ impulse buying intentions have a positive effect on their impulse buying
behaviors.

3.3. Control variables

The research model (see Figure 1) aims to test the hypotheses. Gender, age, and income level should be included
as control variables. Previous scholars have noted that online consumers’ impulse buying intentions and behaviors
could be affected by gender, age, and income level (Zafar et al. 2021). Thus, it is necessary to examine the influence
of control variables.

4. Methodology

4.1. Research setting and measurement

To test the research model, the online questionnaire method is suitable to be conducted in this paper.
Specifically, the advantages of the online questionnaire method include comprehensive coverage, time-saving and
easy filling (Rowley 2014). This study utilises Chinese online consumers as samples and promotes an online survey
among them. Chinese live streaming commerce has been developed since 2017, and many live shopping platforms,
such as TikTok, Kuaishou, Taobao Live and Pinduoduo Live, have attracted millions of online consumers (Kang et al.
2021, Li, Kang, and Sohaib 2023a). For example, during the 11.11 sales period in 2020, more than 300 million
Taobao users have engaged in live streaming shopping activities, and 33 live streamers have gotten a sales revenue
of 100m RMB (Zhong et al. 2022). Some consumers could have impulse buying issues during live shopping activity.
Given the rapid development of live streaming commerce and the large base of online consumers on Chinese live
streaming platforms, the Chinese live shopping environment is chosen as the research context.
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All constructs measured in the current study are employed based on existing literature. For instance, attitude,
subject norm and perceived control are measured based on Pefia-Garcia et al.'s research (2020). According to Wu
et al. (2016), online consumers’ impulse buying behavior is tested based on three items. In addition to basic
information statistics, the main questionnaire content is shown in Table 1. To improve users’ responses, the form
utilizes the Likert 7-point scale, ranging from the lowest score=1 to the highest score =7.

Table 1. The list of questionnaire contents.

Variable Item  Measurement
Attitude towards the impulse AT1  Impulse buying on live streaming platforms is attractive.
buying (Pefia-Garcia et al. 2020)  ATZ  1like to impulsively buy while watching live streaming.

AT3  Impulse buying on live streaming platforms is a good idea.
Subject norm towards the SN1 [ will buy impulsively if people of importance to me encourage me
impulse buying (Pena-Garcia et to do that.
al. 2020) SN2 Recommendations from close friends will make me want to try
impulse buying.
SN3  The opinions of those who are important to me will affect my
decision to buy impulsively.
Perceived control towards the PC1 | would be able to use live streaming platforms for impulse buying.
impulse buying (Pena-Garcia et PC2  Using live streaming platforms to impulsively purchase is entirely
al. 2020) under my control.
PC3  Ihave the resources, knowledge and skills to buy impulsively.
Impulse buying intention (Peria-  IN1 If the opportunity arises, | intend to impulsively buy from live
Garcia et al. 2020) streaming platforms.
IN2  Ifgiven a chance, | can predict that I will impulsively buy from live
streaming platforms in the future.
IN3 I am likely to impulsively transact with a live streaming platform

s00n.
Impulse buying behavior (Wu, [B1  When shopping on live streaming platforms, | often have the idea,
Chen, and Chiu 2016) “buy now, think about it later”.

IB2  When shopping on live streaming platforms, | often buy things
according to how [ feel at the moment.

IB3  When shopping on live streaming platforms, | often buy things
without thinking.

4.2. Data collection

WIJX. CN platform is chosen as the online questionnaire design platform because its link can conveniently be
shared and forwarded on Chinese social media platforms. Considering most Chinese participants are not skilful in
the English language, the online questionnaire has been translated into Chinese by related scholars who are familiar
with English and Chinese languages. The invitation letter has been presented in advance to assist participants in
understanding the questionnaire topic and content. Each questionnaire filler needs to confirm that they understand
the research topic in order to proceed with the questionnaire. Moreover, given that different live streaming
platforms have specific online shopping environments, this study focuses on online consumers who are most
familiar with the Taobao Live platform, aiming to improve the data quality. The online questionnaire has been
distributed among Taobao Live users from March 2022 to May 2022. During this period, 371 online questionnaires
have been received. Among these questionnaires, inappropriate responses have been deleted, including the same
responses, incomplete responses, and mismatched platforms. Finally, 340 questionnaires are valid for this research,
and the percentage of valid questionnaires is 91.64%.
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5. Data analysis

5.1. Descriptive statistics

Among these 340 respondents (Table 2), 51.76% are males, and 48.24% are females. Regarding participants’
age, 31.76% are between 18 and 25 years old, 38.82% are between 26 and 40 years old, and 29.4 1% are more than
40 years old. Meanwhile, 32.06% have an income level between 0 and 5,000 RMB, 38.82% are between 5,001 and
10,000 RMB, and 29.12% are more than 10,000 RMB. According to the statistic presented by Wanget al. (2020), the
demographic of respondents is similar to the online users’ profiles of live shopping in China (Wang, Somogyi, and
Charlebois 2020).

Table 2. The basic information of respondents (N=340).

Demographic Variables Category Frequency Percentage (%)
Gender Male 176 51.76%
Female 164 48.24%
Age 18-25 108 31.76%
26-40 132 38.82%
241 100 29.41%
Income level 0-5,000 109 32.06%
(RMB/ Monthly) 5,001-10,000 132 38.82%
210,001 99 29.12%

The research uses variance-based structural equation modelling (SEM) and partial least squares (PLS) path
modelling based on SmartPLS 3.3.9 to analyze data and test hypotheses. PLS-SEM is professional for scholars to
evaluate measurement model parameters and check structural path coefficients (Chin, Marcolin, and Newsted
2003). Meanwhile, SmartPLS has the most comprehensive and improved functions to promote PLS-SEM analysis,
which is supported by existing literature (Sarstedt and Cheah 2019). Thus, SmartPLS 3.3.9 has been applied to
promote the data analysis.

5.2. Measurement model

To assess the measurement model, the study needs to be involved in evaluations of reliability, convergent
validity, and discriminant validity (Hair et al. 1998). Firstly, average variance extracted (AVE), composite reliability
(CR), and Cronbach'’s Alpha, must be utilized to evaluate the reliability of the research model. In detail, AVE should
be greater than 0.50, CR should be higher than 0.70, and Cronbach’s Alpha should be greater than 0.70 (Chin 1998).
Table 3 shows that all data results meet the requirements, indicating reliabilities are reasonable.

The convergent validity and discriminant validity can be examined by checking the confirmatory factor analysis.
As Table 3 presents, the factor loadings within their intended constructs are highly correlated, showing that the
measurement model meets the requirement of convergent validity and discriminant validity. The range of marked
items shown in Table 3 is from 0.934 to 0.978, which is higher than 0.708, indicating that the model meets the
convergent validity (Hair etal. 2019).

In addition to the convergent validity, the discriminant validity can be tested by checking the Fornell-Larcker
criterion. The AVES' square root on the diagonals (Table 4) can be utilized to evaluate whether the discriminant
validity of the model is acceptable (Chin 1998, Fornell and Larcker 1981). As shown in Table 4, the AVEs' square
root on the diagonals is significantly higher than other correlations, meeting the discriminant validity requirement.
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Table 3. The results of factor loadings, AVE, CR and Cronbachs Alpha.

Item Indicator Loading Cronbach's Alpha %Zrl?: :"s;ttye mge?a%e

AT AT1 0978 0.968 0979 0.940
AT2 0.961
AT3 0.970

1B 1B1 0.970 0966 0978 0936
1B2 0.958
1B3 0975

IN IN1 0.955 0.948 0967 0.907
IN2 0.955
IN3 0.947

PC PC1 0.964 0.952 0969 0913
PC2 0934
PC3 0.968

SN SN1 0960 0954 0970 0915
SN2 0951
SN3 0.959

Note: AT= Attitude towards the impulse buying, IB= Impulse buying behavior, IN= Impulse buying intention, PC= Perceived

control towards the impulse buying, SN= Subject norm towards the impulse buying.

Table 4. Discriminant validity based on Fornell-Larcker criterion.

Item AT 1B IN PC SN
AT 0969

1B 0.869 0.968

IN 0.824 0857 0.952

PC 0.827 0910 0.872 0.956

SN 0.850 0907 0.876 0910 0.957

Nate. The diagonals represent the square root of AVE, and the lower cells represent the correlation among constructs.

5.3. Structural Model Evaluation

The paper applies the standardized root mean square residual (SRMR) and normed-fit index (NFI) as
indicators to check the model fitness. In detail, SRMR results should be less than the threshold of 0.8, and NFI values
must be higher than the threshold of 0.8 (Asghar etal. 2022). The SRMR of the current study is 0.064, which islower
than 0.08. The NFI is 0.882, significantly higher than 0.8. Thus, the research model has good model fitness.

Moreover, a common method variance (CMV) can be a problem while self-report questionnaires are applied to
collect data simultaneously from the same participants. Regarding the CMV issue, this study can use the score of
variance inflation factor (VIF) to check it (Hair etal. 2019). The occurrence of a VIF higher than 10.0 can be proposed
as an indication of pathological collinearity, and itis alsoan indication that the research model may be contaminated
by common method bias (Hair et al. 2010, Aminu and Shariff 2014). According to the data analysis results, the VIF
score for all constructs is between 1.002 and 7.125, and hence the study can present that there are no collinearity
problems detected.

5.4. Description of Hypothesis Testing

To assess each path's significance and the t-statistical test, this paper utilizes bootstrapping on SmartPLS 3.3.9
(Hair et al. 2019). First, as Table 5 presents, the bootstrapped results claim that control variables (i.e., gender, age,
and income level) demonstrate insignificant effects across the models. Second, according to Table 5, all hypotheses
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can be supported because t-statistics results are notably higher than 1.96 (Hair et al. 2019). Specifically, attitude
towards the impulse buying has a significant positive effect on online consumers’ impulse buyingintention (3=0.214,
t=3.790, p<0.001), supporting Hypothesis 1. Subjective norm towards the impulse buying positively correlates with

online consumers’ impulse buying intention ($=0.364, t=5.552, p<0.001), supporting Hypothesis 2. Meanwhile,
perceived control towards the impulse buying positively affects online consumers’ impulse buying intention
(B=0.365, t=5.680, p<0.001), supporting Hypothesis 3. Finally, online consumers’ impulse buying intention can lead

to their impulse buying behaviors (f=0.857, t=64.358, p<0.001), supporting Hypothesis 4.

Table 5. Hypotheses results

Standard Deviation T Statistics

Path Original Sample (0) (STDEV) (10/STDEV]) P Values
AT ->IN 0.214 0.057 3.790 0.000
Age-> 1B -0.038 0.099 0.385 0.700
Age -> IN 0.051 0.097 0.527 0.599
Gender -> IB -0.019 0.028 0.671 0503
Gender -> IN -0.009 0.023 0.378 0.706
IN->IB 0857 0.013 64.358 0.000
Income level -> IB 0.036 0.098 0.362 0.717
Income level -> IN -0.064 0.096 0.662 0.508
PC->IN 0365 0.064 5.680 0.000
SN -> IN 0.364 0.066 5.552 0.000

6. Discussion and implications

6.1. Key findings

Based on the research results, several key findings need to be presented. Attitude towards the impulse buying,
subject norm towards the impulse buying, and perceived control towards the impulse buying have positive
relationships with online consumers' impulse buying intention. In detail, online consumers’ impulse buying
intentions are affected by their evaluation of the impulse buying behavior, perceived social pressure to perform the
impulse buying, and perception of the ease of buying impulsively. Hence, the influencing factors based on the TPB
model positively affect online consumers’ impulse buying intention on live streaming platforms, which consists of
previous impulse buying studies. This means that, whether for live streaming shopping or traditional online
shopping, the influencing factors based on the TPB play significant roles in online consumers’ impulse buying
intention and lead to their final behaviors. Furthermore, for online consumers' impulse buying intentions, three
control variables, including gender, age, and income level, demonstrate insignificant effects across the relationships.

6.2. Theoretical implications and Practical implications

Although live streaming shopping has developed rapidly in recent years, few types of studies pay much
attention to online consumers’ impulse buying intentions and behaviors on live streaming platforms (Li, Kang, Zhao,
et al. 2022). Hence, the paper's first theoretical contribution is exploring online consumers’ live shopping
environment and presenting how their impulse buying intentions are influenced during live streaming shopping.
Meanwhile, the study applies the TPB to analyze online consumers’ impulse buying intentions. As mentioned before,
existing studies have applied the theory to discuss online consumers’ impulse buying behaviors on traditional social
media platforms. Still, few of them identify the distinct features of live streaming commerce and explore online
consumers' impulse buying based on the new mode. Specifically, unlike the online shopping mode on traditional
social media platforms, live streaming shopping provides online consumers with the unique conveniences of
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knowing product information and interacting with live streamers (Li and Kang 2022b, 2023). The comfortable
shopping environment potentially exacerbates online consumers’ impulse buying intentions, which needs related
business research to focus on.

Given that live streaming shopping gets popular around the world, it is meaningful to understand online
consumers’ impulse buying intentions and help them avoid this negative shopping habit. Health shopping
awareness needs to be popularized and guided by relevant departments. It should be helpful to provide a
comfortable shopping environment for online consumers and promote the development of live streaming
commerce. The research results show that, related departments, especially the industrial and commercial bureau
and the commerce department, should focus on online consumers’ impulse buying intentions from attitude, subject
norm, and perceived control aspects. Specifically, to avoid impulse buying behaviors, online consumers should keep
arational attitude to live streaming shopping content, and they need to consider their actual needs rather than their
peers’ opinions. A rational consumption attitude can not only reduce unnecessary expenses of online consumers,
but also create a secure shopping atmosphere. With the improvement of the live streaming shopping environment,
more and more consumers are willing to build trust with the new business mode.

6.3. Limitations and future study

Although this paper establishes the research model based on the TPB and tests related hypotheses, some
limitations should be concerned in the future. Firstly, the data is collected from Taobao Live users. Although Taobao
Live is a popular live shopping platform in China, its functions and features could differ from other live streaming
platforms. Thus, future studies should promote a multi-group analysis based on users’ platform using experiences.
Meanwhile, most live streaming platforms, like TikTok and Kuaishou, have provided users with the short video
function, which means most online users are both familiar with the video streaming function and short video
function. Hence, related research should consider the depth and breadth of the dataset and distinguish these two
features. Furthermore, given the social and cultural differences between China and Western countries, the study
results cannot be applied to Western backgrounds directly. Future studies should make comparisons between them
and design specific research models according to Western consumers’ using experiences. Finally, the influencing
factors developed based on the TPB model can be improved and be more specific. For instance, the perceived control
can be divided into time, technical and financial controls. It could be helpful for related scholars to understand
online consumers’ impulse buying behaviors.

7. Conclusion

The study explores online consumers’ impulse buying intentions and behaviors on live streaming platforms,
which differs from previous research. With the development of real-time video streaming, numerous consumers
are attracted to engage in live shopping activities and impulsively purchase online products. To understand their
impulse buying behaviors, the paper establishes the research model based on the TPB model and analyses
influencing factors from attitude, subject norm, and perceived control aspects. Through the data analysis, the
research results show that, three factors positively affect online consumers’ impulse buying intentions and lead to
their final behaviors. Meanwhile, control variables, such as gender, age, and income level, demonstrate insignificant
effects across the models. The results are beneficial for related scholars and departments to understand the live
shopping environment and focus on online consumers' impulse buying situation. As the live streaming shopping
environment improves, more and more consumers are willing to engage in live streaming commerce and build trust
with the new business mode.
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