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INTRODUCTION

The rapid evolution of digital technologies has significantly altered
consumer purchasing behavior, particularly in the era of social commerce. Social
commerce is characterized by the integration of e-commerce functionalities
within social media platforms, enabling users to browse, interact, and purchase
without leaving the application. In Indonesia, this shift has been accelerated by
high internet penetration rates, a youthful population, and the growing adoption
of mobile devices. Among various social commerce platforms, TikTok Live has
emerged as a powerful marketing and sales tool that merges entertainment,
community engagement, and real-time purchasing into a single seamless
experience.

According to We Are Social (2024), Indonesia ranks ninth globally in online
shopping frequency, with 59.3% of internet users engaging in e-commerce
transactions on a weekly basis. This trend has positioned Indonesia as one of the
most dynamic markets for live streaming commerce in Southeast Asia. TikTok
Live, which combines short-form video content with interactive live broadcasts,
has captured the attention of both consumers and sellers. The platform’s Gross
Merchandise Value (GMV) reached USD 6.196 billion in 2024, placing Indonesia
among the top countries in terms of TikTok Shop performance. Such figures
underscore the significant role of TikTok Live in shaping online consumer
behavior and driving unplanned purchases.

Live streaming commerce offers unique advantages over traditional e-
commerce. Unlike static online stores, live streams present products through
demonstrations, storytelling, and interactive features, creating a parasocial
relationship between host and viewer. These sessions often feature scarcity-
driven promotions, such as limited-time discounts and exclusive product drops,
which heighten purchase urgency. Simultaneously, the integration of chat
functions, reaction buttons, and giveaways strengthens social presence, making
viewers feel more connected to the seller and the broader viewing community.

Impulse buying, defined as an unplanned and immediate purchase
decision, is particularly prevalent in live streaming commerce. This is due to the
heightened emotional engagement and reduced cognitive deliberation that occur
during interactive shopping experiences. In the Stimulus-Organism-Response
(S-O-R) framework, external factors (stimuli) such as hedonic shopping
motivation, social presence, and scarcity messages influence the consumer’s
internal state (organism) in this case, perceived enjoyment which subsequently
triggers behavioral responses (impulse buying). This model is particularly
relevant for live streaming contexts where emotional and social triggers are
intentionally embedded in the shopping environment.

While previous studies have examined impulse buying behavior in
traditional e-commerce platforms like Shopee, Lazada, and Tokopedia, limited
research has explored the combined effects of hedonic motivation, social
presence, and scarcity messaging within TikTok Live. Furthermore, findings
from prior research are inconsistent: some studies report strong positive
relationships between hedonic motivation and impulse buying, while others find
weak or non-significant effects. Similar inconsistencies are observed in studies
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examining scarcity messages, with results often varying depending on the
product category, urgency framing, and cultural context.

LITERATURE REVIEW
Stimulus-Organism-Response (S-O-R) Theory

The Stimulus-Organism-Response (5-O-R) model, originally proposed by
Mehrabian and Russell (1974), explains the mechanism through which
environmental stimuli affect individual psychological states, which in turn
produce behavioral responses. In consumer behavior research, the stimulus
represents external factors such as marketing cues, product presentation, or
promotional strategies. The organism reflects internal cognitive and affective
processes for example, emotional arousal, perceived enjoyment, or satisfaction.
The response refers to observable behaviors such as purchase intention, brand
loyalty, or impulse buying.

This model has been widely applied in online retail contexts, where digital
stimuli such as website design, personalization, and interactive features have
been found to influence consumer responses. In the context of TikTok Live,
stimuli like hedonic shopping motivation, social presence, and scarcity message
act simultaneously, making it an ideal environment to test the S-O-R framework
in a live social commerce setting.

Hedonic Shopping Motivation

Hedonic shopping motivation refers to the intrinsic pleasure and enjoyment
that consumers derive from the shopping process, beyond the functional utility
of acquiring goods (Arnold & Reynolds, 2003). This includes aspects such as
excitement, adventure, social interaction, and escape from routine. In online
environments, hedonic motivation is often enhanced through visually appealing
interfaces, gamified shopping events, and engaging storytelling by sellers.

In live streaming commerce, hedonic motivation may be amplified due to
the entertainment value of live product demonstrations, real-time promotions,
and spontaneous engagement between the host and the audience. Previous
research (Kukar-Kinney et al., 2009) indicates that consumers driven by hedonic
motives are more likely to make unplanned purchases, as they prioritize the
experiential aspect of shopping over rational decision-making.

H1: Hedonic shopping motivation positively influences perceived
enjoyment.

H4: Hedonic shopping motivation positively influences online impulse

buying.

Social Presence

Social presence is the extent to which a medium enables users to perceive
others as being present in the interaction (Short et al., 1976). In e-commerce,
higher levels of social presence have been linked to greater trust, satisfaction, and
purchase intention (Gefen & Straub, 2004). The feeling of human warmth,
immediacy, and personal connection plays a crucial role in reducing uncertainty
and encouraging purchasing behavior.
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H2: Social presence positively influences perceived enjoyment.
Hb5: Social presence positively influences online impulse buying.

Scarcity Message

Scarcity messages create urgency by signaling that a product is available in
limited quantities or for a limited time. This marketing tactic leverages the
psychological principle that people place higher value on scarce resources
(Cialdini, 2009). In live streaming contexts, scarcity is often communicated
through countdown timers, limited-stock notifications, and time-bound flash
sales. Studies by Wu et al. (2012) and Aggarwal et al. (2011) show that scarcity
messages can trigger fear of missing out (FOMO), leading consumers to expedite
purchase decisions without thorough deliberation. When combined with the
excitement of a live event, these messages can significantly heighten perceived
enjoyment and prompt immediate purchases.
H3: Scarcity message positively influences perceived enjoyment.
H6: Scarcity message positively influences online impulse buying.

Perceived Enjoyment

Perceived enjoyment refers to the degree to which an activity is perceived
as enjoyable in its own right, regardless of the outcomes it produces (Davis et al.,
1992). In e-commerce, perceived enjoyment enhances user engagement, increases
browsing time, and elevates the likelihood of purchase. In live commerce,
enjoyment is fueled by the novelty of the experience, entertainment elements,
and direct interaction with the seller. When consumers experience high
enjoyment, their cognitive defenses against impulsive behavior are lowered,
making them more susceptible to unplanned purchases (van der Heijden, 2004).
H7: Perceived enjoyment positively influences online impulse buying.

Mediation Role of Perceived Enjoyment

Perceived enjoyment acts as a psychological bridge between external
stimuli and behavioral response. By enhancing the pleasure associated with
shopping, hedonic motivation, social presence, and scarcity messages can
indirectly influence impulse buying through this mediator. Previous research
(Liu et al., 2016) supports the notion that enjoyment-driven engagement is a key
factor in converting consumer interest into purchase action.
HS8: Perceived enjoyment mediates the relationship between hedonic shopping
motivation and online impulse buying.
HO: Perceived enjoyment mediates the relationship between social presence and
online impulse buying.
H10: Perceived enjoyment mediates the relationship between scarcity message
and online impulse buying.
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Figure 1. Conceptual Framework (images must be in good quality)

METHODOLOGY
Research Design

This study adopts a quantitative research design using a survey method to
examine the relationships among hedonic shopping motivation, social presence,
scarcity message, perceived enjoyment, and online impulse buying. The
proposed model is tested using the Structural Equation Modeling-Partial Least
Squares (SEM-PLS) approach, which is suitable for analyzing complex models
and latent variables with multiple indicators.

Population and Sample
The research population consists of TikTok Live users in Indonesia who
have made purchases during live streaming sessions. The sampling technique
employed is purposive sampling, with the following criteria:
e Respondents have watched TikTok Live at least once in the past three months.
e Respondents have made at least one purchase via TikTok Live.
Table 2. Reliability Test Results

Variable Crﬁ‘;ﬁ;h% Threshold Description
Hedonic shopping - go7 0.70  Reliable
otivation
Social Presence 0.677 0.70 Reliable
Scarcity Message 0.749 0.70 Reliable
Perceived Enjoyment 0.673 0.70 Reliable
Online Impulse Buying  0.821 0.70 Reliable

Source: Processed Data by Author (2025)

RESEARCH RESULT AND DISCUSSION

The findings of this study provide strong empirical evidence supporting the
relationships proposed in the conceptual model. Overall, hedonic shopping
motivation, social presence, and scarcity message were found to significantly
influence both perceived enjoyment and online impulse buying, with perceived
enjoyment also acting as a mediator in these relationships. These results affirm
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the applicability of the Stimulus-Organism-Response (S5-O-R) framework in
explaining consumer behavior in live streaming commerce.

Hedonic shopping motivation emerged as a key driver of perceived
enjoyment. Consumers who approach shopping as a pleasurable activity
experience greater enjoyment when engaging with TikTok Live sessions. This
aligns with Arnold and Reynolds (2003), who emphasized the role of emotional
stimulation, novelty, and escapism in hedonic consumption. On TikTok Live,
these aspects are intensified by features such as gamified interactions, humor-
infused presentations, and visually dynamic product displays. The
entertainment value inherent in these sessions keeps viewers engaged and
emotionally involved, which in turn enhances their likelihood of making
impulsive purchases. Consistent with Beatty and Ferrell (1998), hedonic
motivation was also found to directly influence online impulse buying,
confirming that consumers who shop for enjoyment are more susceptible to
unplanned purchases.

Social presence was another significant determinant of both perceived
enjoyment and online impulse buying. The sense of psychological closeness
fostered by real-time chat, personalized acknowledgments, and community
interaction makes the shopping experience more engaging. Gefen and Straub
(2004) argued that human warmth and immediacy in mediated environments
enhance trust and satisfaction, which our findings reinforce. In TikTok Live, the
host’s charisma, responsiveness, and ability to create a shared experience with
viewers contribute to a stronger sense of connection, increasing the likelihood of
spontaneous purchases. Additionally, social validation effects—such as
observing other viewers making purchases—can further encourage impulse
buying.

Scarcity messages also played a notable role in enhancing perceived
enjoyment and driving online impulse buying. Time-limited promotions and
limited-stock notifications add urgency and excitement to the live shopping
environment. Cialdini (2009) noted that scarcity increases perceived value, while
Aggarwal et al. (2011) highlighted that it can elevate emotional arousal. In TikTok
Live, scarcity cues are often amplified through visual and verbal reminders, such
as countdown timers and host commentary, creating a high-pressure but
enjoyable atmosphere that prompts immediate purchasing decisions.

Perceived enjoyment itself was found to directly and significantly affect
online impulse buying. This supports van der Heijden’s (2004) assertion that
enjoyment reduces cognitive resistance and encourages flow states, leading
consumers to be more immersed in the shopping experience. When enjoyment is
high, the focus shifts from rational evaluation to emotional engagement, making
impulsive purchases more likely. Importantly, the mediation analysis confirmed
that perceived enjoyment strengthens the effects of hedonic motivation, social
presence, and scarcity messages on impulse buying, echoing Liu et al.’s (2016)
findings that enjoyment serves as a psychological bridge between stimuli and
consumer behavior.

Overall, the results suggest that marketers aiming to optimize live
streaming sales should prioritize strategies that simultaneously trigger hedonic
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appeal, foster social connection, and create urgency, while ensuring that the
overall experience remains enjoyable. By doing so, they can maximize both
emotional engagement and sales outcomes in live commerce environments.

CONCLUSIONS AND RECOMMENDATIONS
Conclusion

This study demonstrates that hedonic shopping motivation, social
presence, and scarcity message have significant positive effects on perceived
enjoyment and online impulse buying among TikTok Live users in Indonesia.
Furthermore, perceived enjoyment plays a mediating role in these relationships,
confirming the relevance of the Stimulus-Organism-Response (S-O-R)
framework in the context of live streaming commerce.

The findings highlight that emotional pleasure, interpersonal connection,
and urgency cues are critical drivers of impulse buying behavior in social
commerce platforms. By enhancing consumer enjoyment during live streaming,
sellers can effectively convert psychological triggers into actual purchase
behavior.

Recommendations
From a managerial perspective, businesses engaging in TikTok Live
commerce should:

1. Enhance entertainment value in live sessions through engaging hosts,
interactive games, and creative product demonstrations to strengthen
hedonic shopping motivation.

2. Foster social presence by encouraging real-time interaction, personalized
responses, and community-building activities to build trust and emotional
connection.

3. Leverage scarcity strategies such as flash sales, countdown timers, and
limited-stock notifications to create urgency and prompt immediate
purchases.

4. Focus on enjoyment as a core element in live streaming strategy, as it directly
influences and mediates consumer purchase decisions.

ADVANCED RESEARCH

This study has several limitations that should be acknowledged. First, the
research was conducted exclusively on TikTok Live users in Indonesia, which
may limit the generalizability of the findings to other platforms or countries.
Future studies could expand the scope by including different live streaming
platforms such as Shopee Live or Lazada Live, or by comparing results across
different cultural contexts. The data were collected using a self-reported survey,
which may be subject to social desirability bias or inaccurate recall. Future
research could adopt experimental or longitudinal designs to validate causal
relationships over time.

Third, the model focuses solely on hedonic shopping motivation, social
presence, scarcity message, and perceived enjoyment as predictors of online
impulse buying. Additional variables such as trust, perceived value, and
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consumer personality traits could be explored to enrich the model and provide
deeper insights into consumer behavior.
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