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The phenomenon of live shopping, which is increasingly popular 
among Generation Z, is driving changes in online shopping behavior. 
This study aims to examine how live streamers' attractive appearance 
and their real-time interaction impact hedonic and utilitarian 
attitudes, which in turn drive impulse buying. Additionally, it 
investigates the role of celebrity endorsements in moderating the 
correlation between these attitudes and the impulse buying behavior 
of Generation Z Shopee Live users in Indonesia. A quantitative 
research approach was utilized for this study, involving 349 
Generation Z respondents selected through purposive sampling based 
on their impulse buying experiences on Shopee Live. Data analysis 
was conducted using structural equation model with partial least 
square analysis with Smart PLS version 4. The results revealed that 
live streamers' attractive appearance and their real-time interaction 
positively and significantly impact hedonic and utilitarian attitudes. 
Additionally, these attitudes were also found to positively and 
significantly affect impulse buying behavior. Interestingly, celebrity 
endorsements were detected to negatively moderate the relationship 
between hedonic attitudes and impulse buying, while positively 
moderating the correlation between utilitarian attitudes and impulse 
buying. The findings of this research provide valuable insights for e-
commerce platforms and marketers in crafting effective live shopping 
strategies. By improving the visual attractiveness of streamers and 
promoting interactive communication, platforms can enhance both 
hedonic and utilitarian shopping experiences, thus fostering impulse 
purchases. In addition, the use of celebrity endorsements should be 
approached carefully, as their impact varies based on whether 
consumer motivations are pleasure-driven or practicality-driven. 
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1. Introduction 

The rapid development of technology in Indonesia has encouraged the utilisation of 
communication networks and the Internet in various human activities to improve efficiency 
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and effectiveness (Purnamasari et al., 2025). The presence of the Internet has had many 
important impacts on various industrial sectors, including the emergence of e-commerce 
services. According to Halim et al. (2022), e-commerce refers to all online commercial 
activities through smartphones and computing devices, including the purchase and sale of 
physical and digital products, which serve as a bridge between businesses, consumers, and 
society. The forecast stipulates that the number of e-commerce users in Indonesia will rise 
from 2024 to 2028, reaching a total of 57.1 million users, which represents a growth of 
41.45% (Dharma et al., 2024). In 2025, the leading e-commerce platforms in Indonesia are 
expected to be Shopee, Tokopedia, and Blibli (Sarjono et al., 2026).  

Rapidly growing e-commerce and online shopping have led to the emergence of new 
innovations and phenomena, one of which is online shopping via the live streaming feature on 
e-commerce, known as live shopping. Live streaming commerce refers to online buying and 
selling activities performed through live streaming platforms, facilitating real-time 
interaction, entertainment, and social engagement in a virtual environment between 
streamers and their audiences (Xu et al. 2020). E-commerce platforms such as Shopee 
incorporate live streaming through a feature called Shopee Live, which is the most frequently 
used platform in Indonesia, with a percentage of 61% (Maharani et al., 2025). With Shopee 
Live’s dominance as a live shopping platform in Indonesia, the interactive and engaging 
experience offered can influence consumer behaviour, especially among Generation Z. 

According to the 2020 Census, Generation Z, born between 1997 and 2012, is the 
largest generation in Indonesia, comprising approximately 74.93 million people or 27.94% of 
the population (Zhulkarnain et al., 2024). This generation is known as digital natives because 
they grew up in an environment that is highly connected to technology and digital media, 
which shapes their mindset, behaviour, and shopping preferences (Chang & Chang, 2023). 
Generation Z is more prone to impulse buying during live shopping because of the 
combination of visual appeal, real-time interaction, exclusive discounts, and emotional 
engagement in live streaming sessions (Septian, 2024). The rise of live shopping in Indonesia 
not only creates economic opportunities but also presents challenges in understanding the 
key factors influencing Generation Z's impulse-buying behaviour. 

Impulse buying describes the tendency of individuals to make sudden, unplanned 
purchases without considering the possible consequences or engaging in prior decision-
making (Ming et al., 2021). Impulse buying tends to occur more frequently in live-streaming 
commerce than in conventional online transactions (Xu et al., 2020). This commerce takes 
place in real time and interactively, with the live streamer showing the appearance, function, 
and explanation of the product, as well as responding to questions related to price, delivery, 
and other information, which can influence consumer behaviour (Lee & Chen, 2021).  

Consumer impulse buying behaviour in live shopping is influenced by various factors, 
including social presence and facilitation. The attractive appearance of live streamers can 
increase hedonic attitudes, namely feelings of pleasure, satisfaction, and entertainment 
obtained during live streaming sessions based on social presence (Gunawardena, 1995). 
Meanwhile, the real-time interaction of live streamers has a positive influence on utilitarian 
attitudes, which are consumers' perceptions of the usefulness and functional value during live 
shopping based on social facilitation theory (Rafaeli & Noy, 2002). The attractive appearance 
of live streamers, clarity of the information conveyed, and real-time interaction are key 
factors in shaping consumers' hedonic and utilitarian attitudes (Li et al., 2023; Ni & Ueichi, 
2024). These hedonic and utilitarian attitudes also positively and significantly affect impulse 
buying behaviour (Kimiagari & Malafe, 2021). This indicates that consumers are drawn to live 
streaming content not only for its entertainment value, which provides pleasure and 
enjoyment, but also for its practical benefits and usefulness to consumers. 
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Additionally, collaborating with famous celebrities who attract high media attention is 
an effective strategy for live streamers to advertise products and increase sales. Celebrity 
endorsement is a form of communication that involves celebrities as spokespersons for a 
particular product or brand to convey promotional messages to targeted consumers (Gilal et 
al., 2020). The credibility, attractiveness, and public recognition that celebrities have can 
influence consumer perceptions and emotions; thus, they can act as moderators that 
strengthen the correlation between attitudes and impulse buying (Al Mamun et al., 2023; 
Harafah et al., 2024). Celebrity endorsements have been shown to positively affect hedonic 
and utilitarian attitudes and impulse-buying behaviour (Macheka et al., 2024; Nzuva, 2021). 

This study adopts the stimulus–organism–response theory, which has been previously 
used to explain impulsive buying in live shopping (Xia et al., 2024; Chung et al., 2025). Li et al. 
(2023) note that this model unfolds how external stimuli live (live streamers’ attractive 
appearance and their real-time interaction) influence the internal state of an individual 
(utilitarian and hedonic attitude), which subsequently shapes behavioral responses (impulse 
buying). This study also distinguishes between the roles of celebrities and live streamers, as 
they serve different functions. The celebrity endorsement variable is suggested as a 
moderator that influences the correlation between the organism and its response. 

The differences in research findings are highlighted by Juanim et al. (2024), who 
showed that utilitarian attitudes do not significantly impact impulse buying. In contrast, 
Karamoy et al. (2024) showed that utilitarian attitudes negatively and significantly influenced 
impulse buying. In contrast, Kimiagari and Malafe (2021) and Lavuri et al. (2022) claimed 
that there is a significant positive relationship between utilitarian attitudes and impulse 
buying. Additionally, Liu et al. (2024) reported that hedonic attitudes do not significantly 
affect impulse buying, whereas Karahan and Şahin (2025) showed that hedonic attitudes 
positively influence impulse buying. Moreover, the difference from previous studies lies in the 
role of celebrity endorsement. Previous studies have used celebrities as an independent 
variable in analysing impulse buying behaviour (Al-Romeedy & Zaki, 2024; Ong et al., 2025), 
while this study uses celebrity endorsement as a moderating variable. In terms of the object, 
previous studies were conducted on users of the Taobao Live platform in China (Li et al., 
2023; Li et al., 2025), while this study analyzes Shopee Live users from Generation Z in 
Indonesia. 

This study examines how live streamers’ attractive appearance and real-time 
interaction influence hedonic and utilitarian attitudes that drive impulse-buying behaviour. It 
also explores the moderating role of celebrity endorsement in the relationship between these 
attitudes and impulse buying among Generation Z Shopee Live users in Indonesia. These 
findings deepen the understanding of impulse buying in live streaming commerce and 
provide practical insights for marketers to design more effective strategies, helping brands 
and streamers enhance content and engagement to attract Generation Z in Indonesia to buy. 

 
2. Literature Review and Hypothesis Development 

2.1. Literatur Review 
2.1.1. Stimulus Organism Response Theory 

Mehrabian and Russell (1974) introduced the stimulus organism response 
theory, which explains how external stimuli (S) affect an individual's internal state (O), 
resulting in a behavioural response (R) of either approach or avoidance. According to 
Zheng et al. (2019), this theory reflects how external stimuli influence the internal state 
of an individual (for instance, their emotions), which subsequently shapes behavioural 
responses. Previous studies have used the stimulus–organism response theory to 
analyse impulse buying on live shopping platforms (Xia et al., 2024; Chung et al., 2025). 
This research highlights the attractive appearance and real-time interactions of live 
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streamers as key stimuli in this context. The organism refers to consumers’ utilitarian 
and hedonic attitudes, while the response represents impulse-buying behaviour. 
Additionally, this study distinguishes between the roles of celebrities and live 
streamers, as they serve different functions. The celebrity endorsement variable is 
suggested as a moderator that influences the correlation between the organism and 
response (Li et al., 2023). 

 
2.1.2. Social Presence  

According to Gunawardena (1995), social presence is how strongly an individual 
feels “present” or connected to others when interacting, either in person or through 
communication media. This theory can be applied to examine how gestures, vocal 
intonation, and facial expressions facilitate remote, two-way interactions. Live 
streaming platforms enhance social presence through real-time interactions and 
captivating performances, resulting in a more immersive and interactive experience. 
This dynamic reduces the psychological distance between streamers and their 
audiences, thereby rendering the experience more personal and emotionally engaging 
(Ming et al., 2021; Li et al., 2023). Live streamers' attractive appearance refers to their 
physical attractiveness, which they may use to enhance their visual appeal in 
interpersonal, social, and professional contexts (Wang et al., 2017). The appealing 
appearance of live streamers, characterised by an attractive face, well-dressed style, 
and attention-grabbing demeanour, creates a pleasant experience for consumers, which 
in turn increases their attention and engagement during the live streaming session (Lee 
& Chen, 2021). Moreover, the attractive appearance of livestreamers can offer viewers 
emotional fulfilment during live shopping experiences, which in turn reinforces their 
hedonic attitudes (Liu et al., 2020).  

Social presence suggests that the attractive appearance of live streamers can 
increase hedonic attitudes, which are the feelings of pleasure, satisfaction, and 
entertainment obtained during the live streaming session. In live content, this hedonic 
attitude reflects the extent to which consumers consider live content fun and 
entertaining (Park & Lin, 2020). Consumers with hedonic values enjoy online shopping 
because of unique features, such as videos and animations, that make the shopping 
experience more enjoyable. Consumers who feel happy and entertained during live 
streaming sessions tend to make spontaneous purchases because a pleasant shopping 
experience encourages purchasing decisions without much consideration (Suwito & 
Susilowati, 2025). 

 
2.1.3. Social Facilitation 

According to Rafaeli and Noy (2002), social facilitation originates from 
communication technology that is useful for two-way interactions. This theory states 
that consumer purchasing behaviour in telecommunications can be influenced by the 
presence and interactions of other parties. In live shopping, this is reflected in the direct 
interactions between audiences and streamers (Ming et al., 2021). Peer-to-peer 
technology makes it possible for live streamers and viewers to engage with one another 
instantly, allowing real-time communication (Lessel et al., 2017). These interactions 
include various forms of direct communication, such as recommendations, discount 
promotions, and product demonstrations, which can increase consumers' utilitarian 
attitudes towards products and encourage them to make purchases (Guan et al., 2022). 

According to social facilitation theory, real-time interactions with livestreamers 
positively affect consumers’ utilitarian attitudes, which are consumers' perceptions of 
the usefulness and functional value of live shopping. In online shopping, utilitarian 
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value relates to practical purposes, such as comparing prices, evaluating product 
features, and considering services (Rani et al., 2023). Within the context of live content, 
a utilitarian attitude refers to how useful or beneficial media content is to consumers 
(Park & Lin, 2020). Utilitarian consumers tend to think rationally and evaluate prices in 
relation to quality, convenience, and time efficiency. Utilitarian attitudes, which play a 
crucial role in determining consumer decision-making, frequently impact purchase 
intentions. When a product's functional value aligns with consumer expectations, it 
fosters a more positive utilitarian attitude, thereby creating loyalty to the product 
(Zamil et al., 2023). 

   
2.1.4. Celebrity Endorsement 

Celebrity endorsement has emerged as a prevalent marketing strategy used by 
companies to effectively capture consumers’ attention and enhance brand appeal. 
Celebrity endorsement is a form of communication that involves celebrities as 
spokespersons for a particular product or brand to convey promotional messages to 
targeted consumers (Gilal et al., 2020). Information from trusted sources, such as 
celebrities, can influence a person's beliefs, opinions, attitudes, or behaviour (Ong et al., 
2025). Consumers feel satisfied and happy when they purchase or use products and 
services endorsed by celebrities. Compared to regular live streamers, celebrities tend to 
attract greater media exposure, enjoy broader public admiration, and have higher levels 
of name recognition. The celebrity endorsement strategy in live shopping, where 
celebrities collaborate with live streamers to promote products on live streaming 
platforms, has been shown to positively affect consumers' motivation to make 
purchases (Nabil et al., 2022).  

 
2.1.5. Impulse Buying 

Impulse buying describes the tendency of individuals to make sudden, unplanned 
purchases without considering the possible consequences or engaging in prior 
decision-making (Ming et al., 2021). Impulse buying tends to occur more frequently in 
online shopping environments than in conventional ones. This is because online 
transactions can stimulate impulsive behaviour more dominantly without considering 
the subsequent effects of impulsive purchases (Wu et al., 2020). Live streaming 
commerce tends to increase the tendency of consumers to make impulsive purchases 
(Xu et al., 2020). This is because, unlike conventional e-commerce, live streaming 
integrates social interaction through peer-to-peer technologies within the social 
commerce framework (Sun et al., 2019). This commerce takes place in real time and 
interactively, with live streamers demonstrating product displays, functions, and 
explanations, as well as responding to questions about pricing, shipping, and other 
information, which can influence consumer behaviour (Lee & Chen, 2021). Live 
streamers in live shopping tend to provide specific information to consumers during 
real-time interactions, which can alter their perceptions of products and encourage 
them to purchase items that they do not need. This stipulates that consumers' attitudes 
toward live streamers influence their decisions to make impulsive purchases. 

 
2.2.  Hypothesis Development 

2.2.1. Positive Effect of Live Streamers’ Attractive Appearance on Hedonic Attitude  
The stimulus organism response theory reflects how external stimuli, such as the 

attractive appearance of live streamers, impact an individual's internal state, which 
includes hedonic attitudes. In live streaming commerce, an attractive appearance, 
which includes an appealing face, good dress sense, and engaging personalities of 
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streamers, provides consumers with enjoyable experiences (Qian et al., 2024). Social 
presence suggests that the attractive appearance of live streamers can increase hedonic 
attitudes, which are feelings of pleasure, satisfaction, and entertainment obtained 
during a live streaming session (Li et al., 2023). Research has also shown that attractive 
faces of live streamers can evoke positive emotions in viewers, enhancing emotional 
empathy towards them (Shi et al., 2024). This visual appeal boosts enjoyment during 
live streaming, leading to stronger hedonic attitudes focused on entertainment (Lee & 
Chen, 2021). Additionally, handsome or beautiful live streamers can create a sense of 
assurance, thereby increasing consumer trust in the products they promote (Li et al., 
2023). Zheng et al. (2019) and Huang (2023) also reported that the visual 
attractiveness of a product has a significant positive impact on hedonic attitudes. H1: 
Live Atreamers’ Attractive Appearance Has a Positive Effect on Hedonic Attitude. 
 

2.2.2. Positive Effect of Live streamers’ Attractive Appearance on Utilitarian Attitude 
According to the stimulus–organism response theory, the attractive appearance 

of live streamers functions as a stimulus, whereas consumers’ utilitarian attitudes 
reflect the organism. The attractive appearance of live streamers boosts consumer 
enjoyment and confidence in advertised products, as attractiveness signals 
professionalism and trustworthiness (Cheng et al., 2024). Well-groomed, professional, 
and visually appealing streamers are seen as credible, enhancing the perceived 
relevance and usefulness of the product information shared by them (Peng et al., 2024). 
This credibility reduces uncertainty, leading consumers to evaluate products based on 
rational considerations, thereby fostering stronger utilitarian attitudes toward 
functionality and value (Ni & Ueichi, 2024). Supporting this, Zheng et al. (2019) and Yu 
et al. (2025) demonstrated that visual attractiveness significantly and positively 
influences utilitarian attitudes. These findings suggest that consumers are more 
inclined to develop positive utilitarian attitudes when the live streamer presents 
themselves in an attractive and professional way. H2: Live Streamers’ Attractive 
Appearance Has a Positive Effect on Utilitarian Attitude. 

 
2.2.3. Positive Effect of Live Streamers’ Real-Time Interaction on Utilitarian Attitude  

Within the stimulus organism response theory, real-time interaction serves as an 
important stimulus that shapes consumers’ internal evaluation. For instance, 
assessments shape utilitarian attitudes, which represent the organism and are based on 
practicality, efficiency, and usefulness (Ni & Ueichi, 2024). Based on social facilitation 
theory, these interactions, which include recommendations, discount promotions, and 
product demonstrations, are often perceived as reliable and relevant, thereby 
enhancing consumer trust and utilitarian attitudes (Guan et al., 2022). Real-time 
interaction reduces uncertainty and enhances convenience by providing immediate 
responses that support effective decision making (Ko & Ho, 2024). Moreover, it 
demonstrates the streamer’s marketing skills and professional communication, 
strengthening consumer confidence in the information provided. Song et al. (2022) and 
Li et al. (2023) detected that real-time interaction significantly and positively affects 
utilitarian attitude, as the interactive nature of communication increases both the 
informational and functional value of the shopping experience. H3: Live Streamers’ 
Real-Time Interaction Has a Positive Effect on Utilitarian Attitude. 

 
2.2.4. Positive Effect of Live Streamers’ Real-Time Interaction on Hedonic Attitude 

Live streamers are essential to the live commerce process, as they help build an 
engaging and dynamic shopping environment (Shi et al., 2024). Their real-time 
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interactions with consumers foster a personal and engaging atmosphere. Direct 
engagement through greetings, comments, and responses makes the shopping 
experience more relaxed and enhances positive emotions that strengthen hedonic 
attitudes. Friendly and engaging responses from streamers increase consumers’ 
enjoyment, turning shopping into an entertaining experience (Fajar and Otok, 2024). 
Based on the stimulus organism response theory, real-time interaction represents the 
stimulus, while consumers’ hedonic attitude reflects the organism, illustrating how 
interactive engagement stimulates positive emotional evaluation. Consumer 
engagement is greatly influenced by live streamers’ ability to interact in real time and 
respond effectively. Supporting this, Joo and Yang (2023) and Jiang et al. (2024) 
emphasise that interactive communication during live commerce fosters enjoyment and 
entertainment, which are key dimensions of hedonic attitudes. H4: Live Streamers’ 
Real-Time Interaction Has a Positive Effect on Hedonic Attitude. 
 

2.2.5. Positive Effect of Hedonic Attitude on Impulse Buying 
Within the stimulus organism response theory, hedonic attitude functions as the 

organism, whereas impulse buying represents the response, indicating that emotional 
evaluations derived from enjoyment and entertainment act as internal motivators that 
trigger unplanned purchasing behaviours. Hedonic attitude represents the affective 
evaluation that consumers form when they experience enjoyment, excitement, and 
entertainment while shopping. These positive emotions can reduce cognitive control, 
increase spontaneous decision-making, and ultimately drive impulse buying behavior 
(Liu et al., 2024). The enjoyment consumers derive from live streaming content can 
influence their hedonic attitudes toward online shopping, encouraging impulsive 
purchasing behaviour (Cheng, 2020). When consumers feel greater enjoyment or 
pleasure, they are more likely to engage in impulsive purchases (Rani et al., 2023; 
Utama et al., 2025). Zheng et al. (2019) and Karamoy et al. (2024) found that hedonic 
attitudes positively influence impulse buying, indicating that consumers who 
experience pleasure during live streaming sessions tend to be more impulsive in 
making purchases. H5: Hedonic Attitude Has a Positive Effect on Impulse Buying. 

 
2.2.6. Positive Effect of Utilitarian Attitude on Impulse Buying 

 According to the stimulus–organism response theory, a utilitarian attitude 
represents an organism that reflects consumers’ rational and functional evaluations 
during live shopping. Consumers with strong utilitarian attitudes, driven by practical 
considerations, may make immediate unplanned purchases when a product is useful, 
high quality, and aligned with their needs (Chang et al., 2023). During live shopping, 
consumers tend to make impulsive purchases when they view products as practical and 
meeting their needs, as this perceived benefit can trigger an immediate desire to buy. 
According to previous studies, utilitarian attitudes positively influence impulse buying 
behaviour, as they lead consumers to consider factors such as product quality, 
durability, and after-sales support (Kimiagari & Malafe, 2021; Liu et al., 2024; 
Vidyanata, 2025). Liao et al. (2022) and Li et al. (2023) also revealed that utilitarian 
attitudes positively influence consumers' impulsive purchasing behavior, as online 
consumers prioritize practicality during live shopping. H6: Utilitarian Attitude Has a 
Positive Effect on Impulse Buying. 
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2.2.7. The Moderating Role of Celebrity Endorsement on The Effect of Hedonic  
Attitude on Impulse Buying 

Within the stimulus organism response theory, hedonic attitude reflects the 
organism, impulse buying represents the response, and celebrity endorsement serves as 
a moderator that strengthens the correlation between consumers’ emotional states and 
their purchasing behaviours. Celebrities receive more media attention, public appeal, 
and awareness than average live streamers, which may enhance customer trust and 
purchasing motivation (Nabil et al., 2022). During live shopping, celebrities create 
feelings of happiness and entertainment while also strengthening credibility, as they are 
often seen as trustworthy and influential (Maharani et al., 2025). This credibility boosts 
the perceived value of promoted products and shapes consumers’ hedonic attitudes, 
which are tied to enjoyment, excitement, and emotional satisfaction. In live streaming 
commerce, endorsements can enrich the entertainment value of shopping while also 
giving consumers greater confidence in the promoted products (Rungruangjit, 2022). 
These combined effects reinforce consumers’ hedonic attitudes and make them more 
likely to engage in impulsive purchasing behaviours (Harafah et al., 2024). Supporting 
this, Park and Lin (2020) showed that celebrity endorsements positively influence 
hedonic attitudes, demonstrating that endorsements from well-known figures not only 
strengthen consumers’ emotional engagement but also encourage impulsive buying 
decisions. H7: Celebrity Endorsement Moderates the Effect of Hedonic Attitude on 
Impulse Buying. 

 
2.2.8. The Moderating Role of Celebrity Endorsement on The Effect of Utilitarian 

Attitude on Impulse Buying 
Celebrity endorsements are widely recognised as persuasive marketing strategies 

that can shape consumer attitudes and purchase behaviours (Moraes et al., 2019). 
When a credible and appealing celebrity endorses a product, consumers are more likely 
to view it as trustworthy, reliable, and aligned with their functional needs (Kalam et al., 
2025). Based on the S-O-R theory, utilitarian attitudes reflect the organism, while 
impulse buying represents the response, with celebrity endorsement acting as a 
moderator that strengthens the correlation between consumers’ rational evaluations 
and their purchase behaviour. This strengthened perception can amplify the influence 
of utilitarian attitudes on purchase decisions, as consumers feel more justified in 
making impulsive purchases that they perceive to be practical and beneficial. Celebrity 
endorsements also serve as signals of product quality and reliability, reducing 
consumer uncertainty and providing rational grounds for spontaneous purchases (Chen 
et al., 2025). Karamoy et al. (2024) detected that celebrity endorsements positively 
influence and can enhance consumers utilitarian attitudes. Celebrity endorsements 
influence consumers' rational aspects (utilitarian attitudes), ultimately increasing their 
interest in making impulsive purchases. H8: Celebrity Endorsement Moderates the 
Effect of Utilitarian Attitude on Impulse Buying. 

 
2.2.9. Control Variables 

This study uses several control variables, including gender, income level, and 
educational background. This is because prior research has indicated that impulse 
buying is affected by factors such as gender, income level, and educational background 
(Ampadu et al., 2022; Lavuri et al., 2022). Gender is a demographic factor that 
significantly influences impulse-buying behaviour. Women are more responsive to 
emotional, social, and visual cues in online shopping, making them more prone to 
impulsive purchases of fashion and beauty products (Ngo et al., 2025). In contrast, men 
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tend to be more rational and utility-focused, prioritising practical needs when making 
purchase decisions (Chen et al., 2022). 

Income level influences the tendency to engage in impulse buying because it is 
directly related to consumer purchasing power. Tessy and Setiasih (2024) 
demonstrated that income significantly affects impulse buying behavior. According to 
Legros et al. (2024), consumers with higher income levels are more inclined to engage 
in unplanned purchases. People with greater financial means are more inclined to make 
impulsive purchases because such decisions have minimal effects on their finances. 
Educational background also affects how consumers process information and decide on 
purchases. Individuals with higher education are usually more critical in evaluating 
products, but they can still be driven to make impulsive purchases through promotions 
(Rana & Tirthani, 2012). Individuals with lower educational attainment are more 
susceptible to visual stimuli, emotional triggers, and cues that prompt spontaneous 
purchase. H9: Gender, Income Level, and Education Background Has a Significant 
Effect on Impulse Buying 

 
2.3. Research Framework 

Figure 1 adopts the research model suggested by Li et al. (2023), which explores how 
attractive appearance and real-time interaction of live streamers affect hedonic and 
utilitarian attitudes, ultimately influencing impulse buying behaviour. In particular, live 
streamers’ attractive appearance and hedonic attitude are grounded in social presence, 
whereas their real-time interaction and utilitarian attitude are grounded in social 
facilitation. Furthermore, this study examines the moderating role of celebrity 
endorsement in the correlation between these attitudes and impulse buying behaviour. 

 
 
 

 
 
 
   
 
 
 
 
 
 
 

 
 

 
 

Figure 1. Research Framework 
 

3. Research Method 
3.1. Population and Sampling Method 

This study adopts a quantitative method to evaluate constructs relevant to the 
research topic, allowing an objective and measurable analysis of the relationship between 
variables. This study focuses on exploring how the attractive appearance and real-time 
interaction of live streamers affect both hedonic and utilitarian attitudes, which 
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subsequently drive impulse buying behaviour. In addition, it analyzes how celebrity 
endorsements may moderate the correlation between these attitudes and impulsive 
buying among Generation Z users of Shopee Live in Indonesia. The data collection process 
employed a survey method using an online questionnaire designed with Google Forms and 
shared through multiple social media channels. The research population included 
Generation Z in Indonesia who have used Shopee Live and engaged in impulse buying on 
the platform. This research applied purposive sampling, a non-probability sampling 
technique in which respondents were deliberately selected according to the predefined 
criteria. The sample taken has several relevant criteria, namely active Shopee users from 
Generation Z (born in 1997-2012) within the age range of 13-28 years, have watched 
Shopee Live, have watched Shopee Live sessions with celebrity endorsements, and have 
made impulse buying during live streaming sessions. The study involved a total of 349 
respondents as the research sample. 

 
3.2. Data Collecting Method 

All variables in this study were assessed using measurement items adapted from Li 
et al. (2023). The attractive appearance of livestreamers was assessed using three items, 
while their real-time interaction was measured using four items. Hedonic and utilitarian 
attitudes were measured using three items each. Three items were used to measure the 
role of celebrity endorsements. Impulse buying was measured using three items: The 
survey items were evaluated on a five-point Likert scale, with 1 indicating strongly 
disagree and 5 indicating strongly agree. 

 
3.3. Data Analysis Method 

This research used structural equation modelling (SEM) with partial least squares 
(PLS) path analysis, utilising Smart PLS version 4 for the analysis. This study uses SEM-PLS 
because the research model has a complex structure and many variable interactions, and 
allows analysis of various causal relationships, especially with latent variables, both direct, 
indirect, mediation, and moderation relationships. The SEM-PLS analysis consisted of a 
validity test that included factor loading values, requiring each indicator to have a loading 
value > 0.7. Reliability was evaluated using Cronbach's alpha and composite reliability, 
both of which must be > 0.7. Hypothesis testing was conducted using the bootstrapping 
method, with T-statistic values expected to be > 1.96 and p-values < 0.05 to indicate 
statistical significance (Hair et al., 2019).  

 
4. Results and Discussion 

4.1. Characteristics of Respondents 
Table 1 presents the demographic characteristics of the respondents who 

participated in this study. Among all participants, the majority were female (65.9%), while 
the remaining were male (34.1%). By age category, most of the respondents were 18-22 
years old (57.9%). Most respondents were from Java (44.1%). Based on education and 
employment status, most respondents were high school graduates (55.3%) and 
students/college students (64.8%). Most of their monthly income was between IDR 
1.000.001-2.000.000 (40.4%). The frequency of access to Shopee Live was mostly in the 
range of 3-5 times per week (41.8%), with the most common duration of access being <1 h 
(53.3%). In the past three months, most respondents made impulse purchases < 3 times 
(42.4%). 
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Table 1. Characteristics of Respondents 
Demography Category Frequency Percentage (%) 

Gender Male 119 34.1 
Female 230 65.9 

Age 13-17 years old 25 7.2 
18-22 years old 202 57.9 
23-28 years old 122 35 

Domicile Sumatera 132 37.8 
Jawa 154 44.1 

Bali & Nusa Tenggara 19 5.4 
Kalimantan 20 5.7 

Sulawesi 14 4 
Maluku & Papua 10 2.9 

Education Background Junior high school 20 5.7 
Senior high school 193 55.3 

Diploma 32 9.2 
Bachelor 97 27.8 

Postgraduate 7 2 
Occupation Student/College Student 226 64.8 

Civil Servant/BUMN/TNI/Polri 16 4.6 
Private employee 75 21.5 

Self-employed 26 7.4 
Others 6 1.7 

Income ≤ IDR 1.000.000 81 23.2 
IDR 1.000.001-2.000.000 141 40.4 
IDR 2.000.001-3.000.000 30 8.6 
IDR 3.000.001-4.000.000 59 16.9 

≥ IDR 4.000.001 38 10.9 
Frequency of accessing Shopee 

Live per week 
1-2 times 139 39.8 
3-5 times 146 41.8 

6-10 times 36 10.3 
>10 times 28 8 

Average duration of time spent 
accessing Shopee Live 

<1 hour 186 53.3 
1-2 hour 111 31.8 
3-4 hours 33 9.5 
>4 hours 19 5.4 

Frequency of impulse buying on 
Shopee Live in the past 3 

months 

<3 times 148 42.4 
3-5 times 135 38.7 

6-10 times 40 11.5 
>10 times 26 7.4 

Commonly used payment 
methods 

Cash/COD 97 27.8 
Bank Transfer 107 30.7 

Debit/Credit Card 31 8.9 
E-wallet (ShopeePay) 114 32.7 

Others 0 0 

 
4.2. Validity Test 

Figure 2 presents the measurement model, which depicts how the attractive 
appearance and real-time interaction of live streamers affect hedonic and utilitarian 
attitudes, which subsequently leads to impulse buying. Additionally, the model emphasises 
the moderating effect of celebrity endorsement on the correlation between these attitudes 
and impulsive buying. 
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Figure 2. Measurement Model 
 
As shown in Table 2, all indicators for each construct demonstrated factor loading 

values > 0.7, indicating that they are valid measures of the constructs used in this research. 
In general, a high loading factor value indicates that the indicators used can strongly reflect 
the constructs, thereby supporting the validity of the analysed model. 

 
Table 2. Validity Test Result 

Item 
Celebrity 

Endorsement 
Hedonic 
Attitude 

Impulse 
Buying 

Live streamers’ 
Attractive 

Appearance 

Live streamers’ 
Real-Time 
Interaction 

Utilitarian 
Attitude 

CE1 0.890      

CE2 0.932      

CE3 0.875      

HA1  0.885     

HA2  0.899     

HA3  0.907     

IB1   0.884    

IB2   0.902    

IB3   0.856    

SA1    0.878   

SA2    0.857   

SA3    0.855   

SI1     0.845  

SI2     0.893  

SI3     0.859  

SI4     0.871  

UA1      0.863 

UA2      0.871 

UA3      0.867 
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4.3. Reliability Test 
The reliability test assesses the consistency and dependability of a measurement tool 

in evaluating a given construct. Reliability was measured using composite reliability and 
Cronbach’s alpha, with acceptable values of > 0.7. As demonstrated in Table 3, all latent 
constructs fit this criterion, suggesting that the indicators reliably represent the constructs 
that they are intended to measure. 

 
Table 3. Reliability Test Result 

Variable Composite Reliability Cronbach’s Alpha 

Celebrity Endorsement 0.927 0.881 

Hedonic Attitude 0.925 0.879 

Impulse Buying 0.912 0.856 

Live streamers’ Attractive Appearance 0.898 0.829 

Live streamers’ Real-Time Interaction 0.924 0.890 

Utilitarian Attitude 0.901 0.835 

        
4.4. Hypothesis Test 

This study conducted hypothesis testing using the bootstrapping method through 
Smart PLS version 4. As shown in Table 4, most of the hypotheses were accepted. The 
results indicate that live streamers’ attractive appearance significantly and positively 
influences hedonic attitudes. Therefore, the first hypothesis is accepted. Live streamers’ 
attractive appearance also significantly and positively affects utilitarian attitudes; 
therefore, the second hypothesis is accepted. Additionally, live streamers’ real-time 
interactions significantly and positively influenced utilitarian attitudes. These findings 
confirm that the third hypothesis is accepted. Live streamers’ real-time interactions also 
significantly and positively affect hedonic attitudes. Therefore, the fourth hypothesis is 
accepted. Furthermore, hedonic attitudes significantly and positively affect impulse 
buying; thus, the fifth hypothesis is accepted. Similarly, utilitarian attitudes also positively 
and significantly affect impulse buying, indicating that the sixth hypothesis is accepted. In 
terms of moderation, celebrity endorsement significantly and negatively moderated the 
correlation between hedonic attitudes and impulse buying; thus, the seventh hypothesis 
was rejected. Conversely, celebrity endorsement significantly and positively moderated the 
correlation between utilitarian attitudes and impulse buying, indicating that the eighth 
hypothesis was accepted. Bootstrapping analysis also showed that control variables, 
including gender, did not significantly affect impulse buying; thus, the hypothesis was 
rejected. However, income level significantly and positively affected impulse buying, while 
educational background showed a significant negative influence on impulse buying, 
therefore accepted. 

 
Table 4. Hypothesis Test Result 

      Hypothesis 
Original 

Sample (O) 
Sample 

Mean (M) 
T Statistics 

(|O/STDEV|) 
P Value 

Live Streamers’ Attractive 
Appearance → Hedonic Attitude 

0.475 0.480 6.009 0.000 

Live Streamers’ Attractive 
Appearance → Utilitarian Attitude 

0.285 0.283 3.748 0.000 

Live Streamer Real-Time 
Interaction → Utilitarian Attitude  

0.497 0.495 6.291 0.000 

Live Streamer Real-Time 
Interaction → Hedonic Attitude 

0.353 0.345 4.256 0.000 



Jurnal Fokus Manajemen Bisnis 
Volume 15, Number 2, September 2025, Page 357-380 

 

370                                                                                                                                         10.12928/fokus.v15i2.14041 

 

      Hypothesis 
Original 

Sample (O) 
Sample 

Mean (M) 
T Statistics 

(|O/STDEV|) 
P Value 

Hedonic Attitude → Impulse Buying 0.138 0.136 2.069 0.019 

Utilitarian Attitude → Impulse 
Buying 

0.370 0.371 6.508 0.000 

Celebrity Endorsement x Hedonic 
Attitude → Impulse Buying 

-0.166 -0.171 4.651 0.000 

Celebrity Endorsement x Utilitarian 
Attitude → Impulse Buying 

0.099 0.101 2.831 0.002 

Gender → Impulse Buying -0.013 -0.013 0.490 0.312 

Income Level → Impulse Buying 0.131 0.131 3.268 0.001 

Education Background → Impulse 
Buying 

-0.098 -0.097 2.735 0.003 

 
4.5. Discussion 

4.5.1. The Effect of Live streamers’ Attractive Appearance on Hedonic Attitude  
Live streamers’ attractive appearance significantly and positively influenced 

hedonic attitudes. Live streamers' attractive appearance refers to their physical 
attractiveness used to enhance their visual appeal in interpersonal, social, and 
professional contexts (Wang et al., 2017). When watching live streams, consumers tend 
to evaluate the streamer's appearance, expressions, and vocal characteristics. These 
factors shape an enjoyable experience, with the streamer’s appeal being the key driver 
of consumer entertainment satisfaction (Lu et al., 2022). Within the stimulus organism 
response theory, the streamer’s attractive appearance, such as facial features, charisma, 
and fashion, acts as a stimulus that draws attention, evokes positive emotions, and 
fosters hedonic attitudes of enjoyment, excitement, and satisfaction (Nguyen et al., 
2025). For Generation Z, who are highly responsive to digital aesthetics and visual 
appeal, streamer attractiveness is crucial for building emotional engagement and 
enhancing the entertainment value of live streaming (Li et al., 2025). These findings are 
consistent with Zhou and Lou (2024), who highlight the role of visual appeal in 
generating pleasure, and Lee and Chen (2021) who confirm that streamer 
attractiveness enhances emotional perceptions such as satisfaction and interest in live 
content.  

 
4.5.2. The Effect of Live streamers’ Attractive Appearance on Utilitarian Attitude 

Live streamers’ attractive appearance significantly and positively influenced 
utilitarian attitudes. Within the stimulus organism response theory, the stimulus lies in 
the visual appeal of streamers, which not only provides pleasure and enthusiasm 
(hedonic) but also conveys valuable information about products and services. This 
stimulus shapes the organism, represented by utilitarian attitudes, as consumers trust 
information that is clearer, more reliable, and functionally relevant when conveyed by 
visually appealing streamers (Nguyen et al., 2025). Consumers tend to pay attention to a 
streamer's appearance, emotions, and voice intonation during live streams (Lu et al., 
2022). Streamers with appealing appearances can attract consumers' attention, build 
emotional connections, and make product demonstrations more convincing and 
trustworthy, thereby increasing the utilitarian or practical value of the products being 
showcased (Shi et al., 2024). This is consistent with Zheng et al. (2019) and Tang et al. 
(2023), who state that high visual appeal can increase consumer viewing intent, 
engagement, and understanding while building trust and preference for the products 
offered. 
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4.5.3. The Effect of Live streamers’ Real-Time Interaction on Utilitarian Attitude  
Live streamers’ real-time interactions has been found to significantly and 

positively affect utilitarian attitudes. Within the stimulus organism response theory, the 
real-time interaction of live streamer functions as the stimulus, as it allows direct and 
instant communication with consumers that enhances product clarity, information 
accuracy, and comprehension (Lessel et al., 2017). These informative and transparent 
exchanges shape the organism, represented by consumers’ utilitarian attitudes, by 
emphasising the products’ functional and practical value. When consumers experience 
strong interactivity, such as detailed product demonstrations and clear explanations, 
their confidence in the product’s usefulness increases, reinforcing their utilitarian 
attitudes (Wang et al., 2025). Thus, marketers must select and train live streamers to 
deliver clear product information, respond instantly to consumer questions, and 
effectively showcase product functionality. Consistent with prior studies, interactivity 
in live streaming through product demonstrations and accurate information enhances 
value perception, builds trust, and strengthens utilitarian attitudes (Ni & Ueichi, 2024; 
Yu et al., 2025). 

 
4.5.4. The Effect of Live streamers’ Real-Time Interaction on Hedonic Attitude  

Live streamers’ real-time interactions significantly and positively influenced 
hedonic attitudes. From the perspective of stimulus organism response theory, the real-
time interaction of a live streamer serves as a stimulus, with direct and responsive 
communication fostering involvement, excitement, and entertainment. These 
interactions shape the organism, as reflected in consumers’ hedonic attitudes, by 
evoking positive emotions such as enjoyment, pleasure, and emotional satisfaction (Li 
et al., 2024). When consumers have the opportunity to ask questions, receive 
immediate feedback, and feel acknowledged by the streamer, the shopping process 
becomes more engaging and entertaining, enhancing hedonic experiences (Joo & Yang, 
2023; Jiang et al., 2024). Therefore, marketers must foster interactive communication 
during live streaming to create engaging experiences that strengthen consumers’ 
hedonic satisfaction. Supporting this, Song et al. (2022) and Li et al. (2023) highlighted 
that real-time interaction strengthens consumers’ hedonic attitudes through impressive 
performance and engaging communication by the live streamer.  

 
4.5.5. The Effect of Hedonic Attitude on Impulse Buying 

Hedonic attitudes significantly and positively influenced impulse buying. Within 
the stimulus organism response theory, the organism is represented by a hedonic 
attitude, which arises from feelings of pleasure, excitement, and entertainment 
experienced during live streaming sessions. These positive emotional states reduce self-
control and heighten the tendency to make spontaneous purchases, thereby stimulating 
impulse buying (Cahyani & Marcelino, 2023; Kang & Namkung, 2024). Consumers who 
derive enjoyment from live streaming are more inclined to engage in unplanned 
purchases, as emotional motivation, pleasure, and enjoyment are key drivers of such 
decisions (Febrilia et al., 2024; Utama et al., 2025). Among Generation Z, a sense of fun 
and entertainment plays a key role in driving impulsive buying behaviour; therefore, 
marketers must design engaging and enjoyable shopping experiences that stimulate 
spontaneous purchases. Consistent with Zheng et al. (2019), Soelton et al. (2021), and 
Silalahi et al. (2025), consumers who experience strong hedonic value tend to be more 
susceptible to impulsive buying, often motivated by emotions such as excitement and 
enjoyment. Individuals driven by strong hedonic motives tend to shop to improve their 
mood, thereby increasing their vulnerability to impulsive buying (Indrawati et al., 2022; 
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Juanim et al., 2024). 
 

4.5.6. The Effect of Utilitarian Attitude on Impulse Buying 
Utilitarian attitudes had a significant positive effect on impulse buying. Within the 

stimulus–organism response theory, utilitarian attitudes serve as the organism, 
emerging from consumers’ assessments of the usefulness, practicality, and functional 
value of products showcased in live streaming. These rational considerations drive 
impulse buying responses, as individuals are more likely to engage in spontaneous 
purchases when they perceive products as valuable, practical, and reasonably priced 
(Park & Lin, 2020; Ming et al., 2021). When live streams showcase products that align 
with consumer needs, satisfaction and purchase motivation increase, making consumers 
more likely to buy products impulsively. Promotional strategies, such as discounts, 
bonuses, and special offers, create the impression of gaining additional value, thereby 
encouraging unplanned purchases (Zhang et al., 2024). Kimiagari and Malafe (2021) 
support this finding, stating that functional and rational perceptions of products can 
encourage impulse purchases if consumers feel that the products are beneficial.  

 
4.5.7. The Effect of Hedonic Attitude on Impulse Buying Moderated by Celebrity 

Endorsement 
Celebrity endorsement significantly and negatively moderated the correlation 

between hedonic attitudes and impulse buying. Within the framework of the stimulus–
organism response theory, hedonic attitude functions as the organism that drives 
consumers’ emotional enjoyment and excitement during live streaming, which in turn 
influences the response in the form of impulse buying. This indicates that celebrity 
endorsement, as a moderating factor, weakens the correlation between hedonic 
attitudes and impulse buying. This result implies that when consumers have a hedonic 
attitude toward live-streaming experiences, the presence of celebrities does not 
strengthen but rather weakens the impulse to make spontaneous purchases. This 
indicates that, regardless of the appeal of celebrities,  among Generation Z, the enjoyable 
experience of live streaming content is stronger in driving impulse buying without 
needing to be reinforced by the presence of celebrities (Lina et al., 2022). This is 
consistent with Li et al. (2023) finding that celebrity endorsement negatively moderates 
the correlation between consumer hedonic attitudes and impulse buying. This negative 
effect is attributed to the lack of communication and marketing skills of celebrities, as 
well as their bad reputation and credibility issues (Ryu & Han, 2021). When an 
endorsement is ineffective, it can further weaken the correlation between consumers’ 
hedonic attitudes and their tendency to make impulsive purchases. 

 
4.5.8. The Effect of Utilitarian Attitude on Impulse Buying Moderated by Celebrity 

Endorsement 
This study's findings contrast with those of Li et al. (2023), who stated that 

celebrity endorsement does not play a moderating role in the correlation between 
utilitarian attitudes and impulse buying, while this study shows that celebrity 
endorsement positively and significantly influences that correlation as a moderating 
factor. The presence of celebrities in live sessions makes consumers perceive the 
promoted products as more trustworthy, thereby encouraging impulse buying 
(Asakdiyah et al., 2024; Harafah et al., 2024). Within the stimulus–organism response 
theory, utilitarian attitudes function as the organism that reflects rational evaluations of 
product functionality, while impulse buying represents the response. In this context, 
celebrity endorsement acts as a moderator that strengthens the correlation between the 
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organism and response by amplifying the impact of rational considerations on impulsive 
purchase behaviour. Thus, even though consumers have a rational shopping orientation 
and focus on the functional benefits of a product (utilitarian), the presence of celebrities 
can increase their tendency to engage in impulse buying. This indicates that celebrities 
not only serve as an attraction but also influence how rational consumers respond to 
impulsive-buying triggers. Karamoy et al. (2024) and Chen et al. (2025) support this 
finding by showing that celebrities can affect the rational or utilitarian attitude of 
consumers, leading to impulse buying behavior. 

 
4.5.9. The Effect of Control Variables 

The study findings show that gender has no significant influence on impulse 
buying behaviour. These findings suggest that both female and male members of 
Generation Z have relatively similar tendencies toward impulsive buying (Cavazos-
Arroyo & Máynez-Guaderrama, 2022). This is because Gen Z consumption patterns are 
influenced more by other factors, such as real-time interaction, the attractive 
appearance of live streamers, and the entertainment experience of live streaming, 
rather than gender differences. This finding aligns with Melati et al. (2024), who 
highlighted that gender differences do not influence impulse buying. 

Moreover, this study found that income level positively and significantly impacted 
impulse buying. This suggests that individuals with higher income levels are more prone 
to impulsive buying behaviour. Generation Z tends to be more consumptive and active 
on digital media, and those with higher incomes have greater purchasing power, making 
them more susceptible to impulse buying (Ngo et al., 2025). Consistent with Tessy and 
Setiasih (2024), income can serve as a predictor because awareness of the availability of 
funds to purchase an item triggers an impulse to buy without considering financial 
consequences. 

Additionally, the study's results revealed that educational background 
significantly and negatively impacted impulse buying. Individuals with more advanced 
educational backgrounds have a lower tendency to engage in impulse buying. Among 
Generation Z, higher levels of education encourage more rational and planned thinking, 
improve their understanding of financial management, and enhance their ability to 
control impulsive shopping urges. This is consistent with Rana and Tirthani (2012), who 
revealed that higher education levels are linked to a reduced tendency for impulse 
buying. Consumers with lower education levels are more prone to impulsive purchases, 
while highly educated consumers tend to be more rational and aware of marketing 
tactics, making them less susceptible to impulse buying. 

 
5. Conclusion 

The attractive appearance and real-time interaction of live streamers serve as key 
drivers in influencing consumer attitudes, namely hedonic and utilitarian attitudes, which in 
turn lead to impulse buying within live commerce platforms in the context of Generation Z 
consumers. This confirms that visual aspects, real-time communication, and interactive 
experiences are crucial in influencing consumers’ emotional and rational responses to the 
content and products presented during live streaming sessions. The findings of this study also 
highlight the influential role of celebrity endorsements as a moderating factor. Celebrity 
endorsements do not strengthen but weaken the correlation between hedonic attitudes and 
impulse buying, indicating that hedonic attitudes are more influential without the presence of 
celebrities. Conversely, in the case of utilitarian attitudes, the presence of celebrities actually 
strengthens impulse buying. This suggests that the influence of celebrities is more effective 
when consumers consider the product’s functional aspects. 
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Theoretically, this research deepens the insight into impulse buying behaviour, 
especially among Generation Z in the era of live streaming commerce. These findings support 
the stimulus organism response theory, which states that attractive appearances and real-
time interactions (stimulus) influence hedonic and utilitarian attitudes (organism), which 
then drive impulse buying behaviour (response). The findings regarding the moderating 
effect of celebrity endorsements contribute a new theoretical insight, suggesting that 
celebrity endorsements can either strengthen or weaken the emotional and rational effects on 
impulse-buying behaviour.  

Practically, this study provides important insights for marketers and live commerce 
platforms, such as Shopee Live and other live commerce platforms. Brands or businesses 
must select visually appealing live streamers who can actively interact with consumers to 
create an enjoyable and interactive shopping experience. The use of celebrity endorsements 
must be done strategically by selecting celebrities who are appealing and trustworthy and 
considering whether the endorsement triggers emotional (hedonic) or functional (utilitarian) 
reactions that align with marketing objectives and the characteristics of a dynamic and 
digitally native target market, such as Generation Z.   

Although the Shopee Live platform is one of the most popular in Indonesia, these 
findings may not be representative of other live-streaming commerce platforms, such as 
Tokopedia Play, LazLive, and TikTok Live. Consumer behaviour may vary across platforms 
because of their unique features and distinct characteristics. Hence, the object of study should 
be expanded in future research to include other live streaming commerce platforms to 
enhance the overall understanding and strengthen the generalisability of the findings. 
Moreover, the research model used does not include other potential factors that could impact 
impulse buying. Thus, future studies should consider incorporating additional variables, such 
as fear of missing out or scarcity cues, to enrich the model and further explain the factors 
influencing impulse buying. 
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