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ABSTRACT 

The transformation of shopping methods to digital platforms in Indonesia, which provides a 
space in a live streaming context, has been adopted by many sellers to sell their products 

directly to customers. Prior studies highlighted the success of big brands like Somethinc, but 

they have not fully explored the underlying psychological mechanisms driving consumer 

behavior. This study investigates impulse buying behavior in the context of TikTok live 

streaming commerce by adopting the Stimulus–Organism–Response (SOR) framework. A 

quantitative approach was employed with data collected from 229 Generation Z respondents in 

Indonesia and analyzed using SmartPLS. The research model integrates three dimensions of 

perceived value (utilitarian, hedonic, and symbolic), two types of trust (trust in products and 

trust in sellers), and customer engagement. Out of sixteen hypotheses tested, thirteen were 

supported while three were rejected. The findings reveal that hedonic and symbolic values exert 

a strong influence on impulse buying, whereas utilitarian value does not demonstrate a 
significant effect. Perceived value was also found to enhance both product trust and seller trust; 

however, trust in products did not necessarily translate into trust in sellers, as the latter was 

shaped more by seller performance and responsiveness during live sessions. Furthermore, 

customer engagement emerged as the most direct and powerful driver of impulse buying, 

largely influenced by perceived value and product trust rather than trust in sellers. These results 

suggest that Generation Z consumers engage in impulse purchases during live streaming not 

only for practical needs but also as a form of entertainment and self-expression. The study 

contributes to the growing literature on digital retailing by providing empirical evidence of the 

psychological mechanisms underlying impulse buying in live streaming commerce, while also 

offering managerial implications for sellers aiming to optimize engagement strategies in 

interactive shopping environments. 
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INTRODUCTION 

The rapid advancement of digital technology has 

significantly reshaped consumer behavior in the 

contemporary era, particularly in how individuals 

conduct shopping activities. In Indonesia, this 

transformation is characterized by a shift from 
traditional shopping methods to digital platforms, 

driven by the growing internet penetration and 

increasing smartphone usage. The convenience afforded 

by technology has accelerated the adoption of e-

commerce services, making online shopping a 

widespread and normalized practice. According to 

Taiwan Business TOPICS in 2020, Indonesia 

experienced a 37% year-on-year growth in the online 

retail sector. Complementary to this, (Statista, 2024) 

Reported that the number of e-commerce users in 

Indonesia increased by nearly 20 million between 2020 

and 2023. This growth reflects not only technological 

accessibility but also changing consumer preferences in 

acquiring goods and services. 

 

Among the diverse forms of e-commerce, marketplaces 

have become particularly prominent. These platforms 
provide an integrated space where consumers and 

sellers can interact and transact in real-time. One of the 

most innovative features emerging within this domain is 

live streaming commerce, which enables sellers to 

present products interactively through digital video 

broadcasts. The live format enables direct 

demonstrations, real-time communication, and 

immediate feedback, collectively reducing information 

asymmetry and increasing consumer confidence. (Mou 

& Benyoucef, 2021) Describe live streaming as a Web 

3.0 technology capable of facilitating multidimensional 
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interactions, thereby enhancing consumer engagement 

and perceived value. 

 

Theoretically, this phenomenon can be analyzed using 

the Stimulus Organism Response (SOR) model 

developed by (Mehrabian & Russell, 1974). This 

framework conceptualizes consumer behavior as the 

outcome of external stimuli (e.g., perceived value), 

internal evaluations (e.g., trust and engagement), and 

resultant behavioral responses (e.g., impulse buying). In 

the context of live streaming commerce, utilitarian, 
hedonic, and symbolic values function as stimuli that 

influence consumers’ cognitive and affective states, 

such as trust in the product, trust in the seller, and 

customer engagement, which ultimately shape 

purchasing decisions (Ma et al., 2022; Wu & Huang, 

2023). The SOR model offers a comprehensive 

framework for understanding the psychological 

mechanisms underlying digital consumer behavior. 

 

This trend is particularly salient among Generation Z, 

who constitute a significant proportion of Indonesia’s 

population and are distinguished by their status as 
digital natives. According to the 2020 Indonesian 

Population Census, Generation Z comprises 

approximately 27.94% of the national population, 

totaling nearly 75 million individuals. Their high degree 

of digital literacy, coupled with unique consumption 

preferences, positions this demographic as a critical 

focus for brands engaging in digital marketing. A survey 

by (Jakpat, 2023) Illustrates that 75% of Gen Z 

respondents prefer TikTok Shop for live shopping 

activities, indicating their preference for platforms that 

integrate entertainment and commerce. 
 

The relevance of Generation Z is further underscored by 

their tendency to engage in impulse buying, particularly 

in product categories such as beauty and skincare. 

Research conducted by (ZAP & MarkPlus.Inc, 2024) 

Revealed that 30.4% of Gen Z consumers in Indonesia 

reported making skincare purchases through live 

streaming platforms, a figure that surpasses 

corresponding rates among Millennials (27.9%) and 

Generation X (17.2%). This suggests that interactive 

digital features, such as live demonstrations, influencer 

endorsements, and time-limited offers, effectively 
stimulate unplanned purchasing behavior within this 

cohort. 

 

An illustrative case of the successful application of live 

streaming commerce in Indonesia is Somethinc, a local 

beauty brand established in 2019. Despite its relatively 

recent market entry, Somethinc has rapidly emerged as 

one of the top-selling skincare brands on Indonesian e-

commerce. According to (Compas, 2022)The brand 

achieved sales of IDR 53.2 billion in the second quarter 

of 2022 alone, making it the best-selling brand in its 
category across several major platforms. Something’s 

marketing strategy involves leveraging TikTok’s live 

streaming features to present product information, 

respond to consumer queries, and build emotional 

connections with viewers. Such practices are consistent 

with findings by (Sun et al., 2019) and 

(Wongkitrungrueng & Assarut, 2020), who emphasize 

the role of interactivity, trust, and engagement in 

shaping online purchasing behavior. 

 

The existing literature further supports the argument that 

trust, both in products and in sellers, is a critical 

determinant of online purchasing intentions. Trust in the 

product is shaped by perceived quality and usefulness, 

while trust in the seller is informed by reputation, 

transparency, and fulfillment reliability. (Senali et al., 

2024). When consumers perceive a high degree of 
trustworthiness, they are more likely to engage with the 

brand, which in turn strengthens emotional and 

behavioral loyalty. (Sashi, 2012; Vivek et al., 2014). 

This is particularly important in live commerce 

contexts, where the immediacy and visibility of 

interactions can enhance the brand's credibility and the 

perceived authenticity of the shopping experience. 

 

Despite the growing prevalence of live commerce, 

particularly in Southeast Asia, empirical research on this 

phenomenon remains relatively limited, especially 

within the specific context of e-commerce platforms, as 
opposed to the more widely studied domain of social 

commerce. Prior studies have primarily explored 

consumer motivations for live streaming engagement, 

focusing on entertainment and informational 

gratifications (Hilvert-Bruce et al., 2018). Meanwhile, 

more recent studies have begun to examine the role of 

perceived value, trust, and customer engagement in 

influencing impulse buying and purchase intentions (Li 

et al., 2023; Xin et al., 2024). Nevertheless, further 

investigation is needed to explore how these variables 

interact within a structured theoretical framework and 
how they manifest across different generational cohorts 

in emerging markets. 

 

This study aims to address this gap by examining the 

impact of live streaming commerce on impulse buying 

behavior among Generation Z consumers in Indonesia. 

By employing the SOR framework, the study explores 

how perceived utilitarian, hedonic, and symbolic value 

influence trust and customer engagement, and how these 

mediating variables contribute to consumers' impulsive 

buying decisions. Through the case of Somethinc and its 

strategic use of TikTok live streaming, the research aims 
to offer insights into how digital marketing practices can 

effectively engage younger consumers and shape online 

consumption behavior in the context of an evolving 

digital marketplace. 

 

LITERARATURE REVIEW AND HYPOTHESES 

DEVELOPMENT 

SOR THEORY 
The Stimulus–Organism–Response (SOR) framework 

provides a widely adopted lens for explaining consumer 

behavior in various contexts, particularly in digital and 
interactive environments. First introduced by 

Mehrabian and Russell (1974), the model emphasizes 

that individual behavioral outcomes are shaped by the 

quality of external stimuli, which in turn influence 

internal states and subsequent responses. In essence, the 

degree to which a stimulus is perceived as meaningful 
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or engaging determines the likelihood of a specific 

behavioral reaction. The SOR framework 

conceptualizes human behavior as a process involving 

three interrelated components. The first component, 

stimulus, refers to external environmental factors that 

trigger internal processes within the individual (Song et 

al., 2021). In the context of live streaming commerce, 

real-time interactions between viewers and streamers 

serve as powerful stimuli. Prior studies have shown that 

these interactions can generate a strong sense of 

presence, satisfy viewers’ psychological needs, and 
subsequently shape their attitudes and purchase 

intentions (Gao et al., 2018). Within this research, live 

streaming commerce is therefore positioned as a 

channel through which stimuli influence consumer 

responses. 

 

The second component, organism, denotes the 

intermediary cognitive and affective states that mediate 

the relationship between external stimuli and behavioral 

responses (Y. L. Wu & Li, 2018). Affective states are 

understood as emotional reactions evoked by 

environmental stimuli (H. Sun & Zhang, 2015), while 
cognitive states involve the mental processes engaged 

when interpreting and responding to such stimuli (S. Fu 

et al., 2018). These internal conditions act as critical 

determinants of how stimuli are processed and 

translated into behavioral outcomes. Finally, the 

response refers to the ultimate actions or decisions 

undertaken by individuals as a result of their cognitive 

and affective evaluations (Sherman et al., 1997). In the 

context of online consumer behavior, responses may 

manifest in the form of purchase intentions, repeat 

buying, or continued engagement with live streaming 
platforms. By integrating these three dimensions, the 

SOR framework provides a robust theoretical 

foundation for examining consumer decision-making in 

live streaming commerce. It highlights the importance 

of understanding not only external marketing stimuli but 

also the internal psychological processes that ultimately 

drive consumer responses. 

 

PERCEIVED VALUE 

Utilitarian Value 

Consumers engage in purchasing activities, either 

offline or through digital platforms, with specific goals 
in mind. In online settings, concerns about seller 

credibility and product authenticity often arise (S. C. 

Chen & Dhillon, 2003). Utilitarian value emphasizes 

efficiency and task completion, where live streaming 

facilitates product evaluation by allowing sellers to 

provide real-time demonstrations and direct responses 

to consumer inquiries (Gilmore & Pine, 2007). This 

reduces the need for additional information searches and 

enhances decision-making. Utilitarian value therefore 

refers to the functional and practical benefits consumers 

derive when products fulfill their needs effectively and 
economically (Wongkitrungrueng & Assarut, 2020; L. 

C. Wang et al., 2007). 

 

Hedonic Value 

While utilitarian value focuses on rationality and 

efficiency, hedonic value highlights multisensory, 

emotional, and experiential aspects of shopping 

(Hirschman & Holbrook, 1982). It is associated with 

enjoyment, entertainment, and escapism (Özen & 

Kodaz, 2016; Arnold & Reynolds, 2003). Online 

features such as interactive tools and gamified 

promotions provide pleasurable experiences, fostering 

positive emotions that encourage repeat purchases 

(Gulfraz et al., 2022). In live streaming commerce, 

hedonic value is created through interactive sessions, 
entertainment elements, and social engagement, which 

enhance consumer satisfaction beyond functional 

outcomes (Fiore et al., 2005; Sobari, 2022). 

 

Symbolic Value 

Shopping also carries symbolic meaning, reflecting 

social identity and group integration (Firat & Venkatesh, 

1993; Sirgy et al., 2000). Symbolic value arises when 

purchases contribute to self-expression and strengthen 

social bonds (Hewer & Campbell, 1997; 

Wongkitrungrueng & Assarut, 2020). In e-commerce, 

live streaming facilitates community building and 
interaction, reinforcing trust and symbolic associations 

between consumers and sellers (Hamilton et al., 2014). 

Thus, symbolic value reflects the extent to which 

shopping experiences contribute to consumers’ self-

identity and social recognition (De Vries & Carlson, 

2014). 

 

Customer Trust 

Trust represents consumers’ belief in sellers’ reliability 

and products’ authenticity, serving as a foundation for 

long-term relationships (Sumer & Parilti, 2023; Cheng 
et al, 2017). In digital contexts, the absence of physical 

interaction often generates uncertainty, making trust a 

critical determinant of transaction success (Komiak & 

Benbasat, 2003). Live streaming mitigates this issue by 

enabling real-time demonstrations and direct 

communication, thereby strengthening trust in both 

sellers and products (Y. Lu et al., 2010; Pappas, 2016). 

This study therefore distinguishes between trust in 

sellers, referring to confidence in the seller’s integrity, 

and trust in products, reflecting the expectation that 

product performance aligns with seller claims. 

 

Customer Engagement 

Customer engagement refers to the degree of 

consumers’ active participation in brand- or seller-

related interactions, aimed at building and reinforcing 

relationships (Brodie et al., 2011; Vivek et al., 2014). 

Social media platforms have expanded opportunities for 

engagement by enabling two-way communication 

through likes, comments, and shares (Agrawal, 2021; 

Khan & Vong, 2014). In live streaming commerce, 

engagement is facilitated by interactive features such as 

comment sections, likes, and real-time chats, which 
enhance consumer involvement and emotional 

connection with sellers. Such engagement has been 

shown to influence satisfaction, loyalty, and overall 

relationship quality (Gummerus et al., 2012). 

 

Impulse Buying 
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Impulse buying refers to unplanned purchasing decisions driven by spontaneous urges rather than rational deliberation 

(Lim et al., 2017; Sohn & Ko, 2021). Online shopping environments, characterized by convenience and immediacy, are 

more conducive to impulsive behavior compared to traditional retail (Yang Wu et al., 2022). Live streaming, in particular, 

intensifies impulse buying by combining product demonstrations, persuasive communication, and real-time interaction 

(X. Xu et al., 2020; Akram et al., 2021). Consequently, engagement and trust developed during live streams can stimulate 

consumers to make impulsive purchases without prior intention. 

 

 
Figure 1. Research Model 

 

Based on prior studies, the following hypotheses were proposed: H1a: Utilitarian value positively influences trust in 

products; H1b: Utilitarian value positively influences trust in sellers; H2a: Hedonic value positively influences trust in 

products; H2b: Hedonic value positively influences trust in sellers; H3a: Symbolic value positively influences trust in 

products; H3b: Symbolic value positively influences trust in sellers; H4: Trust in products positively influences trust in 

sellers; H5: Utilitarian value positively influences customer engagement; H6: Hedonic value positively influences 

customer engagement; H7: Symbolic value positively influences customer engagement; H8a: Trust in products positively 

influences customer engagement; H8b: Trust in sellers positively influences customer engagement; H9: Customer 

engagement positively influences impulse buying; H10: Utilitarian value positively influences impulse buying; H11: 
Hedonic value positively influences impulse buying; H12: Symbolic value positively influences impulse buying. 

 

METHOD 

Sampling 

The present study employed a purposive sampling method to select respondents in the Jabodetabek area. This was since 

most dominated TikTok users in Indonesia is located at Jakarta (22%) and West Java (13%) (Ginee, 2021). Data was 

gathered using an online questionnaire distributed via Google Forms. Respondents were selected through purposive 

sampling, based on several inclusion criteria: they must be daily TikTok users aged 17 or older and reside in the 

Jabodetabek area. Furthermore, participants were required to have viewed, interacted with, and purchased products during 

at least two separate TikTok live shopping sessions for each activity. Based on the described respondent criteria, we will 

select consumers on the TikTok platform who meet the requirements outlined in this study. Due to the unknown numbers, 
the sample will be selected to minimum of 200 respondents, which represents the entire population to be studied. However, 

the researchers managed to obtain data from 229 respondents, exceeding the minimum number set. 

 

Questionnaire and data analysis 

Primary data for this study were collected through a self-administered questionnaire, a method involving written questions 

to be answered directly by respondents. (Sugiyono, 2010). The questionnaire was distributed online via Google Forms, 

allowing participants to complete it independently. The instrument was structured into three sections: the first part 

gathered respondent demographic data (gender, age, occupation, and education); the second part included items to 

measure behavioral indicators related to live streaming; and the final section contained the measurement items for the 

primary variables of the study. 

 

The collected data were analyzed statistically using SmartPLS 3 software to test the proposed hypotheses. Before 
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hypothesis testing, the measurement instrument underwent a rigorous evaluation of its psychometric properties, 

specifically its validity and reliability. The validity analysis was conducted to confirm that the instrument accurately 

measures its intended theoretical constructs. (Sugiyono, 2010). Subsequently, reliability analysis was performed to assess 

the internal consistency and stability of the measurement scales. This was evaluated using two standard metrics: 

Composite Reliability and Cronbach’s Alpha. Establishing the instrument's validity and reliability was a crucial 

prerequisite for proceeding with the primary data analysis and hypothesis testing, from which the study's conclusions 

were drawn. 

 

The data was analyzed using Partial Least Squares Structural Equation Modelling (PLS-SEM) with SmartPLS 3 software. 

This variance-based approach was selected for its predictive power and its suitability for research that may not meet the 

strict assumptions of large sample sizes or normal data distribution required by other methods. (Ghozali, 2014). The 
analytical procedure involved a comprehensive evaluation of both the measurement and structural models. The 

measurement model (outer model) was first assessed for its psychometric properties, confirming its internal consistency 

through Composite Reliability (CR) of ≥ 0.70 and establishing both convergent and discriminant validity. Subsequently, 

the structural model (inner model) was evaluated to determine its explanatory power and predictive relevance by 

examining the coefficient of determination (R²), predictive relevance (Q²), and the effect size (f²) of the path relationships. 

Hypothesis testing was then conducted using a non-parametric bootstrapping procedure (5,000 resamples) to determine 

the significance of path coefficients based on their T-statistics. This enabled the examination of both direct and indirect 

effects, with the strength of any mediating relationships quantified using the Variance Accounted For (VAF) metric. 

 

Table 1. Profile of Respondents 

Characteristics Category Frequency Percentage (%) 

Gender 
Male 34 14.8 

Female 195 85.2 

Age 

17 – 20  23 10.0 

21 – 24  129 56.3 
25 – 28  77 33.6 

Domicile 

Jakarta 58 25.3 

Bogor 56 24.5 

Depok 46 20.1 

Tangerang 43 18.8 

Bekasi 26 11.4 

Last Level of 

Education 

Postgraduate  11 4.8 

Undergraduate 140 61.1 

Diploma (D2/D3) 24 10.5 

High School 54 23.6 

Occupation 

Private Employee 120 52.4 

Students 46 20.1 

Civil Servants 31 13.5 

Entrepreneurs 31 13.5 
Others 1 .4 

Last Viewing 

Time 

Less than 1 week 119 52.0 

Less than 1 month 86 37.6 

Less than 3 months 24 10.5 

Transaction 

Frequency 

>8  3 1.3 

>6 – 8  13 5.7 

>4 – 6  80 34.9 

>2 – 4  106 46.3 

0 – 2  27 11.8 

 

FINDINGS AND DISCUSSIONS 

The hypothesis analysis was conducted to determine the correlation between the research variable, including the effects 

of Utilitarian Value, Hedonic Value, and Symbolic Value on Impulse Buying, and the role of Trust in Products and Trust 

in Sellers in increasing Customer Engagement. Refers to (Hair et al., 2013), the effect is significant if the p-value is less 
than 0.05, where the effect is not significant if the p-value is higher than 0.05. Based on our path coefficient analysis, the 

variables that have p-value lower than 0.05 and give substantial effect are Utilitarian Value to Trust in Product, Utilitarian 

Value to Trust in Seller, Hedonic Value to Trust in Product, Hedonic Value to Trust in Seller, Symbolic Value to Trust in 

Product, Symbolic Value to Trust in Seller, Utilitarian Value to Customer Engagement, Hedonic Value to Customer 

Engagement, Symbolic Value to Customer Engagement, Trust in Product to Customer Engagement, Customer 

Engagement to Impulse Buying, Hedonic Value to Impulse Buying, and Symbolic Value to Impulse Buying. The 

remaining variables with higher p-values (>0.05) are Utilitarian Value to Trust in Seller, Trust in Seller to Customer 

Engagement, and Utilitarian Value to Impulse Buying. The discussion of the results will be presented in the following 
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subsection. 

 

Following the direct effect analysis, an indirect effect was also examined to understand the underlying mechanism by 

which an exogenous variable influences an endogenous variable through the mediation of an intermediate variable. The 

analysis revealed that only Customer Engagement had a significant effect on the relationship between Trust in Product 

and Impulse Buying, as indicated by a p-value of less than 0.05. In contrast, the other variables presented no mediation 

effect due to a higher p-value obtained, such as Trust in Seller to Customer Engagement to Impulse Buying, Hedonic 

Value to Trust in Product to Trust in Seller, Symbolic Value to Trust in Product to Trust in Seller, and Utilitarian Value to 

Trust in Product to Trust in Seller, respectively. 

 

In the present study, the Variance Accounted For (VAF) analysis was used to assess the extent to which independent 
variables influence dependent variables through mediators. The VAF analysis will be used to explore the relationship 

between Trust in Product and Customer Engagement, with Impulse Buying as the outcome, where Customer Engagement 

serves as a mediator. The calculation revealed that the VAF value was 100%, indicating a complete mediation in the 

relationship between Trust in Product and Impulse Buying through Customer Engagement. This also means that the entire 

influence of Trust in Products on Impulse Buying can occur through Customer Engagement as a mediator variable. 

 

Table 2. Analysis of Validity and Reliability 

Construct Item Mean Loading 
Cronbach’s 

Alpha 

Composite 

Reliability 
AVE 

Utilitarian 

Value 

UV 1 4.306 0.722 

0.819 0.869 0.525 

UV2 4.34 0.709 

UV3 4.275 0.707 

UV4 4.376 0.751 

UV5 4.38 0.710 

UV6 4.432 0.745 

Hedonic 

Value 

HV1 4.266 0.728 

0.784 0.852 0.535 

HV2 4.367 0.723 

HV3 4.192 0.705 

HV4 4.38 0.717 

HV5 4.266 0.781 

Symbolic 

Value 

SV1 4.114 0.811 

0.750 0.842 0.571 
SV2 4.227 0.703 

SV3 4.31 0.715 

SV4 4.314 0.789 

Trust in 

Products 

TP1 4.297 0.832 

0.814 0.877 0.642 
TP2 4.332 0.751 

TP3 4.328 0.762 

TP4 4.393 0.855 

Trust in 

Sellers 

TS1 4.293 0.776 

0.755 0.843 0.574 
TS2 4.253 0.750 

TS3 4.253 0.732 

TS4 4.323 0.770 

Customer 

Engagement 

CE1 4.17 0.792 

0.916 0.931 0.629 

CE2 4.328 0.791 

CE3 4.258 0.804 

CE4 4.192 0.754 
CE5 4.183 0.815 

CE6 4.328 0.804 

CE7 4.293 0.791 

CE8 4.271 0.793 

Impulse 

Buying 

IB1 4.293 0.742 

0.830 0.880 0.595 

IB2 4.131 0.735 

IB3 4.188 0.782 

IB4 4.214 0.819 

IB5 4.275 0.773 

 

For structural validity, this study employed two indicators: convergent validity and discriminant validity. Convergent 

validity was assessed using the Average Variance Extracted (AVE) and Composite Reliability (CR) values, as presented 

in Table 2. The analysis covered six factors and thirty measurement items. The results indicate that all AVE values 

exceeded the threshold of 0.50 and CR values were above 0.70, confirming satisfactory convergent validity. 
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Discriminant validity was examined using the Fornell–Larcker criterion, with results shown in Table 3. The square root 

of the AVE for each construct was greater than its correlations with other constructs, thereby confirming that the 

measurement model achieved adequate discriminant validity. 

 

Table 3. Discriminant Validity (Fornell–Larcker Criterion) 

  CE HV IB SV TP TS UV 

CE 0.793             

HV 0.273 0.731           

IB 0.490 0.469 0.771         

SV 0.406 0.145 0.464 0.756       

TP 0.414 0.209 0.230 0.230 0.801     

TS 0.273 0.386 0.413 0.229 0.160 0.757   

UV 0.464 0.009 0.228 0.260 0.278 0.264 0.724 

Structural Equation Modelling (Direct Effects) 

 

Structural Equation Modelling (Direct Effects) 

The structural model was assessed using SmartPLS 3 to examine the hypothesized relationships among constructs. Path 

coefficients, t-statistics, and p-values were evaluated to determine the significance of each relationship. The results of the 

hypothesis testing are presented in Table 4. The findings indicate that utilitarian value significantly influences trust in 

product (β = 0.240, t = 2.438, p < 0.01) and trust in seller (β = 0.233, t = 2.284, p < 0.01). This suggests that consumers’ 
perceptions of functional benefits contribute positively to their trust both in the product and in the seller. Similarly, hedonic 

value shows a significant positive effect on trust in product (β = 0.186, t = 1.703, p < 0.05) and a strong positive effect on 

trust in seller (β = 0.368, t = 4.267, p < 0.001). These results highlight that enjoyment and emotional experiences during 

shopping enhance consumer trust, particularly toward the seller. 

 

Symbolic value also demonstrates a significant impact on trust, with positive effects on trust in product (β = 0.141, t = 

2.150, p < 0.05) and trust in seller (β = 0.117, t = 1.928, p < 0.05). This indicates that symbolic attributes associated with 

products and sellers, such as identity and status representation, reinforce consumer trust. However, the relationship 

between trust in product and trust in seller was not supported (β = −0.008, t = 0.116, p > 0.05), suggesting that trust in the 

product does not necessarily translate into trust in the seller. With respect to consumer engagement, utilitarian value (β = 

0.331, t = 2.120, p < 0.05), hedonic value (β = 0.178, t = 2.464, p < 0.01), and symbolic value (β = 0.237, t = 2.758, p < 
0.01) all positively influence engagement, indicating that functional, experiential, and symbolic benefits collectively drive 

consumers to interact and engage more actively. Trust in product also shows a significant effect on engagement (β = 

0.226, t = 1.854, p < 0.05), while trust in seller does not exert a significant impact (β = 0.026, t = 0.378, p > 0.05). These 

results suggest that consumers’ involvement is more strongly shaped by the perceived value dimensions and trust in 

products rather than in sellers. Furthermore, customer engagement has a strong positive effect on impulse buying (β = 

0.259, t = 2.553, p < 0.01), supporting the notion that active consumer participation increases the likelihood of unplanned 

purchases. Interestingly, utilitarian value does not show a significant influence on impulse buying (β = 0.027, t = 0.267, 

p > 0.05), suggesting that rational evaluations of functional benefits may not directly trigger impulsive behavior. In 

contrast, hedonic value (β = 0.355, t = 4.011, p < 0.001) and symbolic value (β = 0.300, t = 3.848, p < 0.001) both exert 

strong positive effects on impulse buying. These findings emphasize that emotional enjoyment and symbolic meanings 

play a central role in driving spontaneous purchase decisions, as consumers are motivated by pleasure-seeking and identity 

expression.  
 

Table 4. Path Coefficient and Hypotheses Testing 

 Path Original sample (O) T Statistics P Values Results 

H1a UV  TP 0.240 2.438 0.007 Supported 

H1b UV  TS 0.233 2.284 0.011 Supported 

H2a HV  TP 0.186 1.703 0.044 Supported 

H2b HV  TS 0.368 4.267 0.000 Supported 

H3a SV  TP 0.141 2.150 0.016 Supported 

H3b SV  TS 0.117 1.928 0.027 Supported 

H4 TP  TS -0.008 0.116 0.454 Not 

H5 UV  CE 0.331 2.120 0.017 Supported 

H6 HV  CE 0.178 2.464 0.007 Supported 

H7 SV  CE 0.237 2.758 0.003 Supported 

H8a TP  CE 0.226 1.854 0.032 Supported 

H8b TS  CE 0.026 0.378 0.353 Not 

H9 CE  IB 0.259 2.553 0.005 Supported 

H10 UV  IB 0.027 0.267 0.395 Not 

H11 HV  IB 0.355 4.011 0.000 Supported 
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H12 SV  IB 0.300 3.848 0.000 Supported 

 
Overall, the results reveal that perceived value dimensions (utilitarian, hedonic, symbolic) play a critical role in building 

trust, enhancing engagement, and encouraging impulse buying. While utilitarian aspects contribute mainly to trust and 

engagement, hedonic and symbolic values exert a stronger influence on impulsive purchasing behavior. 

 

Structural Equation Modelling (Indirect Effects) 

The mediation effects were tested using SmartPLS 3 with bootstrapping procedures to examine the indirect relationships 

among constructs. The results are presented in Table 5. The findings reveal that customer engagement significantly 

mediates the relationship between trust in product and impulse buying (p = 0.048, < 0.05). This indicates that consumer 

trust in product can indirectly foster impulse buying behavior through the enhancement of their engagement. In other 

words, when consumers trust the quality and reliability of a product, they are more likely to engage actively, which in 

turn increases the likelihood of unplanned purchases. In contrast, the mediating role of customer engagement in the 
relationship between trust in seller and impulse buying was not supported (p = 0.367, > 0.05). This suggests that consumer 

trust in sellers alone does not significantly strengthen engagement to the extent of driving impulsive buying behavior. 

Similarly, the mediating role of trust in product in the relationship between hedonic value and trust in seller was not 

statistically significant (p = 0.463, > 0.05). This implies that although hedonic value enhances trust in product, such trust 

does not function as a pathway that meaningfully translates into increased trust in the seller. 

 

A comparable result was observed for symbolic value, where trust in product did not mediate the relationship with trust 

in seller (p = 0.456, > 0.05). This indicates that symbolic perceptions associated with products do not significantly spill 

over into greater trust in sellers through product trust. Finally, the mediation effect of trust in product between utilitarian 

value and trust in seller was also not supported (p = 0.462, > 0.05). Thus, while utilitarian value contributes positively to 

trust in product, this trust does not extend to strengthening trust in sellers through an indirect mechanism. 

 

Table 5. Mediating Effects Testing 

Path Original sample (O) T Statistics P Values 

TP → CE → IB 0.058 1.663 0.048 

TS → CE → IB 0.007 0.340 0.367 

HV → TP → TS -0.002 0.094 0.463 

SV → TP → TS -0.001 0.111 0.456 

UV → TP → TS -0.002 0.095 0.462 

 

Taken together, the mediation analysis underscores that customer engagement plays a crucial role in linking trust in 

product to impulse buying, whereas other proposed mediation pathways involving trust in product as an intervening 

variable were not supported. This finding highlights the distinct role of product trust in shaping consumer engagement 

and impulsive decision-making, as opposed to its limited mediating influence in fostering trust toward sellers.  

 

Implications 

This study offers both theoretical and practical contributions to the field of digital marketing, particularly in the context 

of Generation Z’s live streaming commerce. From a theoretical perspective, the findings reinforce and extend the 

Stimulus–Organism–Response (SOR) framework by showing how utilitarian, hedonic, and symbolic function as stimuli 

that influence consumer trust and engagement, which ultimately drive impulse buying behavior. These results confirm 
the continued relevance of the SOR model for explaining consumer behavior in digital environments, especially in live 

streaming commerce that integrates social interaction with commercial activities. In addition, this research advances the 

understanding of customer engagement in live streaming commerce. The non-significant relationship between trust in 

seller and customer engagement provides a novel insight: in interactive digital shopping settings, engagement is shaped 

more strongly by perceived value and product trust than by seller trust. This contributes to the literature by highlighting 

the unique behavioral dynamics of Generation Z consumers in live streaming commerce, which differ from patterns 

typically observed in conventional e-commerce.  

 

From a practical standpoint, the results suggest that businesses and digital marketers should design strategies that 

emphasize both the hedonic and symbolic dimensions of consumer value. The significant effects of these values on 

impulse buying underscore the importance of creating enjoyable, interactive, and identity-enhancing shopping 
experiences. Marketers should therefore focus live streaming content not only on functional product information 

(utilitarian value) but also on entertainment and interactive features that stimulate hedonic value, while highlighting the 

symbolic meanings of products that resonate with consumers’ identity and social status. Moreover, the finding that trust 

in product significantly influences customer engagement, whereas trust in seller does not, implies that sellers should 

prioritize product credibility as a driver of engagement. This can be achieved through transparent information, clear 

product demonstrations, and authentic user testimonials during live streaming sessions. While building trust in sellers 

remains relevant, strategies to enhance consumer engagement and stimulate impulse buying should focus more heavily 

on strengthening product value and creating positive, interactive shopping experiences. Taken together, these implications 
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underscore that the success of live streaming commerce with Generation Z consumers depends on aligning marketing 

strategies with the psychological drivers of value, trust, and engagement, thereby translating digital interactions into 

impulsive purchasing behaviors. 

 

Limitations and Future Research 

This study provides valuable insights into the dynamics of perceived value, trust, customer engagement, and impulse 

buying within the context of Generation Z’s live streaming commerce. However, several limitations should be 

acknowledged. First, the research focuses on a specific product category and platform, which may limit the 

generalizability of the findings across other product types or live streaming environments. Consumer behavior may differ 

depending on product characteristics, industry contexts, or the technological features of various platforms. Second, while 

the study highlights the importance of perceived utilitarian, hedonic, and symbolic values, it does not incorporate 
additional factors that may influence consumer decision-making, such as social presence, interactivity, or parasocial 

relationships with streamers. 

 

Future research can address these limitations in several ways. Expanding the scope of inquiry to include multiple product 

categories and diverse live streaming platforms would allow for testing the robustness and consistency of the findings 

across contexts. Further studies could also investigate moderating variables such as demographic characteristics, prior 

online shopping experience, or perceived risk, which may shape the relationship between perceived value, trust, 

engagement, and impulse buying. Incorporating variables such as social presence, interactivity, and parasocial interaction 

would enrich the SOR framework and provide a more comprehensive understanding of consumer behavior in live 

streaming commerce. By integrating these additional perspectives, future research could generate deeper insights into 

how digital marketing strategies can be optimized for different consumer segments and contexts. 

 

CONCLUSION 

This study reveals that perceived value, which includes its utilitarian, hedonic, and symbolic value, is a foundational 

driver in the e-commerce live streaming context. This value significantly fosters both trust in products and trust in sellers. 

For Generation Z consumers, practical product information, engaging emotional experiences, and aspirational social 

identity all work together to build trust. However, a critical distinction emerged between the two forms of trust. The 

findings indicate that trust in a product does not significantly translate into trust in the seller. Instead, trust in sellers 

appears to be uniquely forged through their direct performance, responsiveness, and the atmosphere they create during 

the live broadcast, independent of the product's credibility. 

 

Furthermore, the path to consumer action is primarily paved by engagement. Both perceived value and trust in the product 

were found to be significant drivers of customer engagement. Interestingly, trust in the seller did not significantly impact 
customer engagement, suggesting that consumers engage more with the product and the overall experience than with the 

broadcaster alone. This engagement is a powerful catalyst, as it was the most direct and significant predictor of impulse 

buying. While perceived value also influences impulse purchases, the effect is nuanced. The emotional and identity-driven 

aspects directly encourage unplanned purchases, whereas practical value does not. This underscores that in the fast-paced, 

interactive environment of live streaming commerce, impulse decisions are driven less by practical need and more by the 

fusion of enjoyment and self-expression. 

 

Appendix A. Measurement Items 

Construct Indicators Statement Items 

Utilitarian 
Value 

Authenticity 

UV1: Somethinc products sold through TikTok live streaming appear 

convincing because they seem authentic. 

UV2: The seller (Somethinc) in TikTok live streaming provides transparent 

information regarding the products. 

Visualization 

UV3: The visuals presented during TikTok live streaming allow me to clearly 

see the details of Somethinc products. 
UV4: TikTok live streaming provides visual demonstrations that help me better 

understand how Somethinc products work. 

Responsiveness 

UV5: The seller (Somethinc) interacts with the audience during live streaming. 

UV6: I can directly ask the seller questions about Somethinc products I am 

interested in during live streaming. 

Hedonic 

Value 

Pleasant and 

Enjoyable 

HV1: Shopping for Somethinc products via live streaming entertains me. 

HV2: I enjoy shopping for Somethinc products via live streaming. 

HV3: Shopping for Somethinc products via live streaming helps me relieve 

stress. 

Exciting 

HV4: I am delighted to receive many bonuses when shopping for Somethinc 

products via live streaming. 

HV5: Activities (e.g., flash sales, prize giveaways) during Somethinc live 

streaming purchases make me feel excited. 
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Construct Indicators Statement Items 

Symbolic 

Value 

Belongingness 
SV1: I feel that the seller (Somethinc) recognizes me and remembers my 
preferences. 

SV2: I feel that I belong to Somethinc’s target market segment. 

Social Interaction 

and Sharing 

SV3: Through social interaction in TikTok live streaming, I feel more 

connected with others who are also interested in Somethinc products. 

SV4: Sharing experiences about Somethinc products during TikTok live 

streaming gives me a sense of belonging to a community of users. 

Trust in 

Products 

Product 

Expectation 

TP1: Somethinc products that I order via TikTok live streaming will be as I 

expected. 

TP2: I am likely to purchase Somethinc products after seeing the expectations 

explained in TikTok live streaming. 

Functioned as 

Claimed 

TP3: I believe that I can use Somethinc products as instructed during TikTok 

live streaming. 

TP4: I trust that Somethinc products I order function as claimed in the live 

streaming demonstration. 

Trust in 

Sellers 

Trustworthy 

TS1: The seller (Somethinc) in TikTok live streaming appears trustworthy 
because they provide clear product information. 

TS2: I feel comfortable purchasing Somethinc products through TikTok live 

streaming because I trust the seller’s credibility. 

Does not take 

advantages of 

customer 

TS3: I believe Somethinc products on TikTok live streaming are sold fairly and 

reasonably without attempts to exploit customers. 

TS4: The seller (Somethinc) in TikTok live streaming does not mislead me into 

buying products I do not need. 

Customer 
Engagement 

Website Usage 

CE1: I spend more time watching TikTok live streaming to learn more about 

Somethinc products. 

CE2: I consider stores (Somethinc) that use live streaming as my first choice 

when searching for products. 

Participation 

CE3: I am willing to follow the store (Somethinc) on TikTok live streaming. 

CE4: I often ask questions or comment about Somethinc products during live 

streaming. 

Information 

Sharing 

CE5: After joining TikTok live streaming, I feel encouraged to share 
information about Somethinc products with others. 

CE6: After purchasing Somethinc products from TikTok live streaming, I am 

willing to share my personal experience with others to help them choose the 

right product. 

Brand Loyalty 

CE7: I am willing to revisit the store (Somethinc) to watch future live 

streaming sessions. 

CE8: In the near future, I may purchase Somethinc products through live 

streaming sales again. 

Impulse 

Buying 

Unplanned and 

Spontaneity 

IB1: I spontaneously decide to purchase Somethinc products during live 

streaming when I see something I want. 

IB2: I immediately purchase Somethinc products during live streaming based 

only on the presenter’s description. 

IB3: When I see attractive offers during TikTok live streaming, I find it difficult 

to resist buying Somethinc products. 

Shopping 

Intention 

IB4: I feel driven to buy Somethinc products shown in TikTok live streaming 
without prior planning. 

IB5: After watching TikTok live streaming, I feel more inclined to purchase 

Somethinc products featured in the broadcast, forgetting my initial shopping 

purpose. 
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