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Abstract This study explores the driving factors and underlying.psychological mechanisms of consumers'
impulsive purchasing behavior in the live streaming e*commeree scenario, a disruptive new retail format in
China’s digital economy with high conversion efficiency.yet accompanied by high return rates and consumer
regret. Based on the Stimulus-Organism-Response (SOR)*theoretical frameworks, ancintegrated research
model is constructed to link three core external-sitbationak.stimuli (streamer charaeteristics, live stream
atmosphere, promotional cues) with consumers™internal psychological states'(emetional: perceived pleasure,
arousal; cognitive: perceived trust,sperceived value) and subsequentNimpulsive purchasing behavior.
Consumer impulsive purchasing traits«are<introduced as a moderating variable to examine individual
difference effects. A quantitative research'method is adopted, with”523 valid questionnaires collected from
experienced live-stream shopging ‘eonsumers, and data analyzed Via.structural equation modeling (SEM),
Bootstrap mediation test, and hierarchical regression analysis:

Findings indicate that streamer credibility and live stream interactivity exert a significant positive
impact on consumers’ petceived trust and pleasure; scarcity promotional cues directlyndrive impulsive
purchase intentions; perceivedypleasure, arousal, and-rust play a key mediating role in the-stimulus-behavior
transmission; and impulsive purchasing traits significantly moderate the stimulus-organism conversion
process. Theoretically, this-study expandssthe SOR framework’s application ‘in live streaming e-commerce
and uncoversythe'deeprpsychological mechanismef impulsive buying in thisispeeific context. Practically, it
provides empirical-evidence and targeted management insights for streamers; MCN institutions, brands, and
platforms, andoffers constructive’suggestions for regulators to promote the industry’s healthy and sustainable
development.

Keywords: Live-stream E-¢ommerce; Impulsive Buying Behavior; SOR Theory; Consumer Psychological
Mechanism; Streamer Characteristics; Promotional Cues:

1. INTRODUCTIGN

1.1 ResearchtBackground

The iterative-evolution of digital technology and
profound ‘shiftsQin consumer behavior have
spawnedlive streaming e-commerce, an advanced
form of social and content e-commerce that
transforms the traditional "people find goods"”
model into "goods find people” via real-time
video, two-way interaction, and immersive scene
construction. According to i research (2023),
China’s live streaming e-commerce market size
exceeded 4.9 trillion yuan in 2023 (a 35.2% year-
on-year increase), with a user base of 530 million
covering nearly half of the online shopping
population.

A core feature of this format is its ability to
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compress consumer decision-making cycles and
efficiently  trigger  impulsive  purchasing
behavior—unplanned, emotion-driven immediate
buying decisions (Rook, 1987). However, the high
conversion rate is accompanied by critical industry
pain points: category return rates up to 30%,
consumer regret from unmet expectations, short-
term brand image damage, and irrational
consumption, which restrict the industry’s
sustainable development (Chen et al., 2022).
Systematically exploring the driving factors and
mechanisms of impulsive buying in live streaming
e-commerce is thus of urgent practical and
academic value.
1.2 Research Question and Theoretical Gap
While existing literature has accumulated

Page. 725



75 SAU
7 2026

N

¥ 3
= = PN R0 N2 J&{ Ja -
() B2 soud @ @D = < sl ale V)
&) IoT sounu \ 7 ‘ ‘7 - N \@ & =L

iy () Nation, 772 STAMFORD

A UNIVERSITY

rich research on impulsive buying, significant
theoretical gaps exist in explaining the complex,
dynamic social context of live streaming e-
commerce:

Limitations of traditional impulsive buying
models: The classic SOR model focuses on
physical retail environmental stimuli (e.g.,
lighting, music), which cannot capture the virtual-
social hybrid stimuli (interpersonal interaction,
social presence, dynamic information flow) of live
streaming e-commerce.

Insufficient systematic research on streamer
characteristics: Scattered findings on streamer
credibility and professionalism lack integration
into a unified framework, and the role of para-
social interaction (audience’s imagined intimate
relationship with streamers) in impulsive buying is
under-explored.

Unopened "black box" of psychological
mechanisms: The mediating roles of ematienal
and cognitive states between external stimuli and
impulsive behavior, and their interactive (effects,
lack detailed empirical testing.

Unclear moderating effect _of““individual
differences: The regulatory role, of, consumers’
stable impulsive purchasing~traits~in stimulus
response remains unclarified.

1.3 Research Objectives and*Significance
1.3.1 Learning Objective

Systematically sort out domestic and fareign
research on consumer. impdalsive buying behayvior;
master the-< SOR™ theoretical frameworks
application! gn “retail and e-commercg, \and
understand the.development charactekistics, pain
points, and consumer behavior’ rules,ofuthe live
streaming e-commerce industry.

1.3.2 Analysis Objective

Deeply analyze the=key-external stimuli of
impulsive buying in live streaming e-commerce,
clarify the dual mediating role of consumers’
emotional and coghitive states, and examine the
moderating effect of Jimpulsive purchasing traits
on the stimulus-organism conversion process.

1.3.3.Evaluation Objective

Empirically verify the rationality and
effectiveness of the constructed driving
mechanism model, identify the core driving
factors of impulsive buying, and evaluate the
practical impact of current industry marketing
strategies to provide a scientific basis for
optimization.

2. MATERIALS AND METHODS

2.1LITERATURE REVIEW

MsUsERATINSIERUAanIeInsielisanaiug 2569 asafl 13 (The 13th SAU National Interdisciplinary Conference 2026)

Impulsive Buying Behavior Existing studies
define impulsive buying as spontaneous,
immediate, and emotion-driven purchasing
behavior (Rook, 1987). Beatty & Ferrell (1998)
further emphasize the role of situational stimuli
and individual traits. Prior research shows that
emotional arousal and reduced cognitive control
are key antecedents.

Online Retail and Live-stream Context
Eroglu et al. (2001) extended traditional retail
atmospherics  into  online  environments,
highlighting virtual cues such as interactivity and
visual presentation. In live-stream commerge, real-
time interaction and social presence significantly
inflaence consumer behavior (Wangkitrungrueng
& Assarut, 2020).

SOR Theory Applications-SOR theory has
been widely applied, tof explain consumer
responses to environmental, stimuli (Mehrabian &
Russell, 1974). However, most studies focus on
static environmentsy The dynamic and socially
interactive nature of  live streaming remains
underexplored.

Researci) Gap Current literature lacks an
integrated” framework combining  streamer
characteristics, live-stream _atmosphere, and
promotional cues with= bath jemotional and
cognitive  mediators.* Additionally, limited
empirical work examines moderating effects of
impulsive traits;

2.2 Theoretical , Framework: Stimulus-

Organism-Reésponse (SOR)

Proposed by Mehrabian and Russell (1974),
the SOR\theory posits that external environmental
stimuli==¢S) influence individuals’ internal
psyehological states (O), which in turn drive
approach-avoidance behavioral responses (R). In

this'study:

. Stimuli (S): Three core dimensions—
streamer characteristics (credibility,
professionalism, attractiveness), live stream

atmosphere (real-time interactivity, para-social
interaction), and promotional cues (scarcity, time-
limited availability).

. Organism (O): Dual psychological
states—emotional (perceived pleasure, arousal)
and cognitive (perceived trust, perceived value).

. Response (R): Impulsive purchase
intention and actual impulsive purchasing
behavior.

. Moderating  Variable: Consumer

impulsive purchasing traits (stable tendency for
unplanned, immediate buying).
2.3 Research Design and Data Collection
2.3.1 Research Method
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A quantitative research approach is adopted to
test the research hypotheses, with structural
equation modeling (SEM) for model fit and path
analysis, Bootstrap mediation test for mediating
effect verification, and hierarchical regression
analysis for moderating effect testing.

2.3.2 Questionnaire Design

The questionnaire is divided into three parts:

Basic Information: Gender, age,
education, monthly income, live-stream shopping
frequency, viewing duration, and main purchased
product categories.

Live-Streaming Shopping Experience
Scale: 7-point Likert scale measuring streamer
characteristics, live  stream atmosphere,
promotional cues, emotional/cognitive states, and
impulsive buying intention/behavior (based on
validated scales from existing literature).

Personal Consumption Style Scale: 7-
point Likert scale measuring constmers?
impulsive purchasing traits.

2.3.3 Sample and Data Collection

Questionnaires are  distributed .o
consumers with rich livetstream”\shopping
experience via online platfarms . (WeChat,
Xiaohongshu, Douyin). Ae total = of 580

questionnaires are collected] with 523 valid
guestionnaires (effective-response rate: 90.2%)
after excluding invalid, samples (incomplete
answers, extreme values).
2.4 Market and“Industry?Analysis Tools

. STP-Analysis: Segments the live
streaming e-commerce market into high-impulse
users, socially.engaged users, ang value-Seeking
users; targets high-frequency shopping users with
high impulsive and social engagement tendencies;
positions the research as a "behavioral navigator"
and "strategic think tank''Afoer the industry.

. SWOT Analysis: Evaluates the live
streaming e-commerce \ industry’s  strengths
(immersive interactionyhigh resource integration
efficiency), weaknesses (high return rates, uneven
streamer/prodacty.quality), opportunities (policy
support,. technological progress), and threats
(intensified competition, strict regulation).

. PESTEL Analysis: Analyzes political
(regulatory norms, rural revitalization support),

economic (rising disposable income, digital
economy growth), social (mobile internet
popularization, social consumption needs),

technological (5G, Al, AR/VR), environmental
(green logistics, low-carbon packaging), and legal
(consumer protection, data security) factors
shaping the industry.
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3. RESULTS AND DISCUSSION
3.1 Key Findings of Empirical Research
3.1.1 Impact of External Stimuli on

Psychological States

Streamer characteristics: Credibility and
professionalism have a significant positive impact
on consumers’ perceived trust and pleasure;
attractiveness and para-social interaction enhance
emotional resonance (perceived pleasure).

Live stream atmosphere: Real-time
interactivity (comment response, interactive tools)
significantly improves perceived trust and arousal;
social presence (bullet comments, real-time
purchase, data) amplifies the herd“effect’ and
emotienal arousal.

Promotional cues: Scarcity (limited
quantity) and time-limited~y(countdown, flash
sales) cues directly drive (perceived value and
arousal; scarcity cues have'a direct positive impact
on impulsive purchase intentions.

3.1.2 Mediating Role of Emotional and

Cognitive\States

Perceived™ pleasure, arousal, trust, and value
play” a, key dual mediating role in the
transmission from external stimuli to
impulsive purchasing behavior:

. Cognitive path (perceived trust/value):
Serves as the foundation, of impulsive buying,
reducing consumers’ decision-making risk and
enhancing purchase willingness.

. Emotional path (perceived
pleasure/arpusal): Explains the uncontrollable
nature of impulsive’buying, as high pleasure and
arousal make comsumers rely more on emotional
judgment than rational analysis.

3l.3==Moderating Role of Impulsive
Purchasing Traits
Consumers’ impulsive purchasing traits

significantly moderate the stimulus-
organism conversion process:
. High-impulse traits: External stimuli (e.g.,
scarcity promotions, streamer interaction) trigger
more intense emotional arousal and cognitive

changes, leading to a higher likelihood of
impulsive buying.
. Low-impulse traits: The same stimuli

have a weak impact on psychological states, and
consumers maintain rational decision-making.
3.1.4 Moderating Role of Product Type
The psychological mechanism of impulsive
buying varies by product type:
. Hedonistic products (beauty, trendy
accessories): The emotional path (pleasure,
arousal) plays a dominant role.
. Utilitarian products (daily necessities,
household goods): The cognitive path (trust,
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value) is more significant.

Measurement Model Assessment All
constructs demonstrate acceptable reliability and
validity. Cronbach’s alpha values range from 0.82
to 0.93, exceeding the recommended threshold of
0.70. Composite reliability (CR) values are above
0.80, and average variance extracted (AVE) values
exceed 0.50, indicating good convergent validity.
Factor loadings are all above 0.70.

Structural Model Results The SEM model
shows good fit: CFl = 0.94, RMSEA = 0.048,
SRMR = 0.041. Path analysis indicates that:
Streamer credibility — perceived trust (p = 0.62, p
<0.001)

Live interaction — perceived pleasure (f = 0.55, p
<0.001)

Scarcity cues — impulsive purchase intention (=
0.48, p <0.001)

Mediation Analysis Bootstrap results.(5000
samples) confirm significant mediating effécts of
perceived pleasure, arousal, and trust (confidence
intervals exclude zero).

Moderation Analysis Hierarchical
regression shows that impulsiye purchasingtraits
significantly strengthen the refationship-between
stimuli and psychological states,(interaction term
B=0.27,p<0.01).

3.2 Industry SWOT\and-PESTEL Analysis

Insights
3.2.1 SWOTAnalysis tmplications
The mdustry’s core strengths

(immersiveinteraction, high conversion)
are offset by weaknesses (high keturnrates,
unregulated norms). Opportunities«(policy

support, sinking market, /expansion)
outweigh threats (intensified competition,
strict  regulatiop)y, ““but  sustainable

development requireS. addressing pain
points via standardized operation apd
consumer-centrig strategies.

3.2.2 PESJPEL Analysis Implications

The macro-environment is favorable for the
industry’s development: political and legal
norms,/provide a regulatory foundation,
economic and social trends drive
consumption demand, and technological
progress optimizes the live stream
experience. Environmental factors require
the industry to promote green logistics and
low-carbon packaging to align with
sustainable development goals.

3.3 Financial Feasibility of Research
Outcome Commercialization

Based on the research findings, a strategic
consulting and data service company for
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live streaming e-commerce is proposed,

with financial projections for 2025-2029

(unit: 10,000 yuan) showing:

Revenue Growth: Total revenue from
SaaS data services, customized consulting, and
professional training reaches 1,650 in 2025,
growing to 9,223.7 in 2029 (annual growth rate
from 100% to 26.8%).

Profitability: ~ Gross profit margin
stabilizes at 80% (knowledge-intensive enterprise
characteristic); net profit margin surges from 7%
(2025) to 32.1% (2029).

Investment Returns: Initial investment of
1,000; static payback period of 2.45 years; internal
rate(of return (IRR) of 38.47%; nét present value
(NPY) 0f71,992.04 (10% discount rate) in 2029,
demonstrating strong finangial viability.

4, CONCLUSION
4.1 Core Conclusiong
This study constructs and empirically verifies
an SOR-based” impulsive buying driving

mechanism~model for live streaming e-

commerce, drawing four key conclusions:

Multidimensional ~ stimulus  effect:
Streamer-eharacteristics, live stream atmosphere,
and promotional cues form a joint "stimulus field",
withh streamer credibitity ¥ and live stream
interactivity as the most prominent core factors.

Dual mediating paths: Emotional and
cognitive states”are \indispensable intermediaries
between external stimuli and impulsive behavior,
with trust as the cognitive foundation and arousal
as the emotignal trigger.

Amplifier effect of impulsive traits:
Impulsive=purchasing traits significantly enhance
theNimpact of external stimuli on psychological
states, leading to heterogeneous impulsive buying
behavior among consumers.

Product type heterogeneity: The
dominant psychological path of impulsive buying
differs between hedonistic and utilitarian products,
requiring differentiated marketing strategies.

4.2 Practical Recommendations
Targeted recommendations are proposed for all

participants in the live streaming e-

commerce ecosystem:

4.2.1 For Streamers/MCN Institutions

Consolidate trust and professionalism:
Provide honest product recommendations, avoid
false propaganda, and enhance professional
product knowledge.

Strengthen  para-social interaction:
Interact with fans as "virtual friends" via personal
sharing and real-time comment response to build
emotional connections.
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Use  promotional cues  prudently: The sample is limited to Chinese
Implement genuine scarcity/time-limited consumers, and the findings may not be applicable

strategies to avoid consumer distrust from false
gimmicks.

Adopt product-specific strategies:
Emphasize emotional appeal for hedonistic
products and rational value for utilitarian products.

4.2.2 For Brands

Strategic  streamer matching:  Select
streamers with matching traits (credibility for
trust-building, professionalism for technical
products) based on product attributes.

Establish a rational support mechanism:
Reduce post-purchase regret and return rates via
clear product guidelines and perfect after-sales
service (e.g., 7-day no-reason returns).

User segmentation via data: Identify high-
impulse users and implement differentiated
communication and retention strategies.

Develop live-stream-friendly  products:
Optimize product demonstration and storytelling
for live stream scenarios, and launeh exclusive
limited-edition products.

4.2.3 For Platforms

Optimize the algorithm™_ecasystem:
Incorporate streamer credit and product return
rates into recommendation algorithms to guide
sustainable industry develepment.

Launch consumer, protection tools: Add a
"cooling-off periqd*“confirmation prompt and
consumption health, repart) to assist (rational
decision-making.

Strengthen, compliance governanee:” Crack
down on false propaganda ,and establish a
"trustworthy live stream room" “certification
system.

Innovate user experiernce; Develop AR try-
on, multi-dimensional productdisplay, and private
domain operation tools.to enhance the live stream
experience.

4.2.4 For Regulatory Authorities and

Industry Assgciations

Impreve, industry norms: Formulate
special rules\ for~live streaming e-commerce to
clarify the, authenticity of promotions and the
responsibilities of all parties.

Promote industry self-discipline: Establish
a credit evaluation system and cross-platform
violation information sharing mechanism.

Advocate consumer education: Popularize
rational consumption knowledge to improve
consumers’ ability to distinguish false information
and reduce irrational impulsive buying.

4.3 Research Limitations and Future

Directions

4.3.1 Limitations

MsUsERATINSIERUAanIeInsielisanaiug 2569 asafl 13 (The 13th SAU National Interdisciplinary Conference 2026)

to other countries/regions with different cultural
and consumption contexts.

The study adopts a cross-sectional design
and cannot capture the dynamic changes of
impulsive buying behavior over time.

It does not consider the impact of other
contextual factors (e.g., streamer gender, live
stream platform type) on impulsive buying.

4.3.2 Future Directions

Conduct  cross-cultural ~ comparative
research to explore the differences in impulsive
buying mechanisms in live streaming‘e=eommerce
acrasSs,countries/regions.

Adopt a longitudinal Cdesign “to track
c¢onsumers’ impulsive buying=-behavior and
psychological changes oyer the tong term.

Incorporate maore contextual variables (e.g.,
streamer gender, platform type, social media
integration) to enrich the research model.

Explore “\the=" impact of emerging
technologies(exg.; Al virtual streamers, metaverse
live streaming) on impulsive buying behavior.
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