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ABSTRACT 
 
With the popularity of live streaming and the impact of the pandemic, people are gradually switching from 
offline to online shopping. There is evidence that online impulse buying is becoming a growing trend. Although 
many studies have looked into consumer impulse buying in offline shopping, there has been little attention paid 
to online impulse buying in live streaming. The purpose of this study is to investigate the impact of the live-
streaming model on shoppers' impulse purchases and the resulting economic development using the stimulus-
organization response (SOR) framework. We estimated the model with questionnaires and data from shopping 
software. The results show that the social status and image of the anchor affect impulse purchases directly or 
indirectly through pleasure. Our findings can help impulse-prone consumers mitigate impulse purchases in the 
digital world while providing economic evidence for live-streaming operators. 
 

Introduction 
 
The live-streaming economy began in 2019. With the outbreak of COVID-19 in the spring of 2020, there are 
unexpected financial challenges. Many Chinese residents reduced their outdoor activities and began watching 
live streaming on mobile phones at home. At the same time, the contactless economy, which coordinates e-
commerce via TikTok, Instagram, Facebook, and other platforms, is gaining ground. From e-commerce to mod-
ern retail and live spilling, China is at the bleeding edge of e-commerce advancement, all-inclusive. (Hu and 
Chaudhry) By the end of 2020, the number of users watching live streaming in China had reached 617 million, 
accounting for 62.4% of total Internet users (Chong et al.). With the rapid development of e-commerce live 
streaming, it has become the largest live streaming genre, with 388 million users, up 123 million from March 
2018. 2020, and accounting for approximately 40% of the entire Internet. Users who place orders in the e-
commerce live broadcast industry make up 66.2% of live TV viewers. China's direct e-commerce industry is 
expected to exceed 1.2 trillion yuan per year, with an annual growth rate of 197% and 0% in the 20th quarter. (
艾瑞咨询) 

Consumers can view various commodity information in clear and intuitive ways thanks to the inter-
pretation of online influencers in e-commerce live broadcasts. Information that online influencers recommend 
will somewhat affect consumers’ attitudes and purchase intentions. Armstrong and Kotler found that infor-
mation based on interpersonal interactions has a greater impact on consumers' desire to make additional pur-
chases and purchasing behavior. Its role in product promotion extends beyond traditional advertising (Trusov 
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et al.), as consumers compare their characteristics to those of online influencers, thereby gaining their trust. In 
this section, we derive one popular term used exclusively to describe online shopping: "weeding.". 

"Seeding" means the act of "publicizing the good qualities of a product to induce people to buy it," 
which simply means the process of recommending something to another person so that the other person will 
like it (淘宝里种草是什么 | 店查查). So, as the name suggests, online seeding is the act of advertising items 
by posting or commenting on the internet, such as on various social media, to tell others about the excellence 
of a product and to make them feel tempted to buy the product. The emergence of online seeding has led to 
economic growth. This is because nowadays, the frequency and time people play with their cell phones are 
gradually increasing. So, seeding online is a convenient and fast method of information transfer. People recom-
mend things on various apps. Once people like the product, they will go buy it. As more and more people get 
seeded, there is a growth in the rate of spending. The rise in spending power leads to a fast-growing economy. 
Moreover, there are now even links and online stores on various social media outlets to purchase items that 
bloggers recommend directly. People can tap into the links to buy their favorite items or search and buy directly 
from online stores. Based on statistics, e-commerce sales will continue to increase from 2021 to 2023. E-com-
merce sales are expected to grow by 10.4% in 2023. The global e-commerce market is expected to total $6.3 
trillion in 2023 (百度安全验证). Consequently, because buying things becomes easier and faster and there is 
no complicated process, people's purchase rates have skyrocketed even more.  
 

Theory 
 
The stimulus-organism-response (S-O-R) model (Figure 1) is rooted in psychology and explains how environ-
mental factors impact an individual's behavior and psychological well-being. Mehrabian and Russell developed 
the S-O-R theoretical model based on environmental psychology. S stands for the stimulus that affects the 
subject, and O stands for the organism. Following an external stimulus, a corresponding mental activity occurs, 
and the letter R stands for the corresponding behavioral response—avoidance, acceptance, or rejection. The S-
O-R model is a general model of human behavior that suggests various stimuli influence consumer purchasing 
behavior. The consumer's body's physiological and psychological components and the outside environment also 
contribute to this stimulation. A variety of stimuli lead to consumer-generated motivation. They make purchas-
ing decisions based on rewards, then evaluate the goods along with relevant suppliers and channels to complete 
the process (Wang et al., "Research on the Impact of Live Streaming Marketing by Online Influencers on Con-
sumer Purchasing Intentions"). The study's findings indicate that consumers' internal psychological perceptions 
and decision-making will be influenced when certain external environmental variables, such as the shopping 
environment and product attributes, are stimulated. (Li et al.).  
 

 
 
Figure 1. S-O-R model 
 
 Sales marketing and e-commerce both involve live streaming. Instant orders, live product demos, in-
the-moment Q&A, time-limited price promotions, real-time communications, and live streaming services are 
examples of what online retailers offer (Wongkitrungrueng and Assarut). To increase turnover, companies com-
bine brand marketing and performance marketing to deliver a comprehensive brand story to consumers, intro-
duce emotional and cultural elements to products for immediate feedback, and create a ripple effect for new 
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products through product demonstrations (Chung and Wei, 2020). Through various types of live streaming, 
market segmentation and positioning can be adapted to specific needs, and brand loyalty can be gained by 
establishing personalized features for consumers. These merchants try to build good word-of-mouth about their 
products because trust determines consumer expectations and behavior. This is because users cannot see or 
directly test the product. Trust plays an important role in helping consumers reduce perceived risk by accurately 
identifying and communicating the source and format of online information. It is also essential for increasing 
customer loyalty and satisfaction (Ahrholdt et al.). As we all know, e-commerce is primarily driven by consum-
ers' subjective belief that once a transaction is completed, the other party will keep their word. However, in a 
fairy-tale mass information society, consumers' willingness to buy goods may be limited by uncertainties. 
Reichheld’s study indicates that consumers may quickly base their purchasing decisions on trust when they 
depend on a specific marketer (E-Customer Loyalty: Applying the Traditional Rules of Business for Online 
Success, ProQuest). Next, Pan et al. confirmed that customers are more likely to buy a good or service if they 
have greater faith in an online retailer. Cheng highlights that trust can be categorized into competence, honesty, 
and goodwill. The findings show that trust has a positive impact on consumers' intention to buy. 
 The extent to which an online influencer can impart knowledge or experience that is pertinent, accu-
rate, and valuable to consumers when they purchase different kinds of stuff is known as their level of expertise. 
(Kim and Lennon). An online influencer will frequently make numerous polished presentations about their 
products while you watch their live stream. Customers feel more knowledgeable about a product when pre-
sented professionally, which helps save them money and time learning about the product (Tong, 2017). Re-
search by Sokolova and Kéfi, analyzing four beauty makeup bloggers, found that physical attractiveness had 
no significant impact on purchase intention. At the same time, trustworthiness and engagement were almost 
social, increasing consumers' purchasing intentions. Therefore, professionalism will also make consumers in-
creasingly trust online influencers, increasing their desire to purchase. 
 Trust and integrity are important concerns in e-commerce, so how do you increase customer trust in 
your store? After-sales service is a key focus. Traditional retail shopping is not the same as e-commerce live 
streaming, and there have been reports of mail-order items arriving that do not match the display. As a result, 
customers' trust in influencers influences their purchase decisions. Customers are comparatively more likely to 
purchase if they believe that live-streaming e-commerce offers superior and more reliable post-sale services. 
(Wang et al., “Research on the Impact of Live Streaming Marketing by Online Influencers on Consumer Pur-
chasing Intentions”). 
 

Methodology 
 
The manipulation of such mentality factors described above exists around us. This part of the research will 
delve into the methodology of live-streaming e-commerce. To fully decipher this maneuver, three main points 
come into play. 
 

Participants and Procedure 
 
One of the first steps in understanding such a method is the demographic affected or targeted in the research 
(Wang et al., 2022). Data collection for this study was conducted through an online survey, which was hosted 
on a social media platform. The researchers used snowball sampling to gain participant data. The research used 
human connections with three researchers (avid consumers of live-streaming platforms), leveraging their famil-
iarity with online influencers. They shared survey links among participants and rapidly spread them within their 
networks. Additionally, questionnaire links were embedded on various social media platforms, ensuring confi-
dentiality and anonymity. The results show that of the 520 surveys, only 430 responses were deemed valid, 
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resulting in a response rate of  82.7 percent. The responding demographic is shown to include 206 males and 
224 females. The average respondent age was 32.74 years old. Regarding income distribution, 29.8 percent 
earned less than 5000 yuan, 46.6 percent earned between 5000 and 10,000 yuan, and 23.6 percent earned more 
than 10,000 yuan. Education levels were also evaluated, with 27.3 percent holding a 3-year college degree or 
lower, 58.9 percent holding a bachelor’s degree, and 13.8 percent holding a master’s degree or higher. These 
data show that the main demographics of these maneuvers are normal people with middle-class income, bach-
elor’s degrees, and the middle-aged working class.  (Min et al., 2021) According to studies, hedonic tendencies, 
customer trust, and perceived value in live streaming will all have a greater impact on these demographics. As 
demographic variation has proven itself to be a vital change in responses and profit, how to reach a large cus-
tomer base is very important.  
 

Measures 
 
To understand how the demographics are more inclined to purchase, a 5-point Likert scale questionnaire was 
employed.  (Wang et al.,2022b): This questionnaire is designed to understand trust and purchase intentions, 
factors of impulse, and social influence as the two major external factors. The first is social influence. With the 
popularity of social media (Kowalewicz, 2022), many people now hold the power of purchase right in their 
pockets, making financial transactions easy to access and overly advertised by both friends and sellers. With e-
commerce booming, it is shown that businesses will try to create trends, branding, and characteristics that will 
attract buyers, and having large quantities of advertisements fosters trust in buyers and is more likely to induce 
purchases.  

These maneuvers are costless and effective; however, the other factor is impulse. Research shows 
many live-streaming platforms and e-commerce sites are now using the anchoring method, which attracts cus-
tomers with  a low price or discount that catches their attention (Xiaoyi & Zhou, 2020), making customers 
perform purchases they would not normally proceed with.  

By using these methods, impulse buy rates rise and viewer engagement increases. E-commerce com-
panies also try to make purchase platforms easier to navigate and process orders, leaving less time for recon-
sideration and preventing customers from rethinking their decisions.  (Xiao & Nicholson, 2012) This research 
shows that environmental stimuli and buying attitudes are all major factors e-commerce companies try to ma-
nipulate and use. Thus, targeting the right buyers and offering quick and impulse purchases will be very efficient 
in activating urges and desires to purchase.  
 

Results 
 
Over the last few years, e-commerce has proven superior to traditional retail and online shopping. Renowned 
influencers like (Wang et al., 2022c) Li Jiaqi and Luo Yonghao have set remarkable records, with Li's sales 
reaching 12.13 billion yuan. Providing evidence of the massive success and profitability of e-commerce. Her 
marketing strategies encourage sales, including professionalism, bargaining power, and post-sale services. Peo-
ple’s success, which began through social media and impulse purchases, has reached into people’s daily lives 
and is affecting everyone. (Statista, 2023), with 526 million Chinese consumers using live-streaming commerce 
platforms in 2023, with signs of continued exponential growth. But profit also comes with incidents of tax 
evasion, data fraud, and the sale of counterfeit goods. The government argues about the lack of regulations on 
these commerce platforms and warns everyone about the potential dangers and risks of e-commerce. Also, it 
urges consumers to increase risk awareness and learn about the relevant dangers of e-commerce. 
 

Discussion 

Volume 13 Issue 2 (2024) 

ISSN: 2167-1907 www.JSR.org/hs 4



 
Based on what we have discussed before about online seeding and strategies to sell products, explain why e-
commerce became widespread and why psychological reasons attract customers. We may safely conclude that 
e-commerce is now important to human life. Online seeding is a type of e-commerce. Nowadays, e-commerce 
has become popular. This is because it is convenient for both customers and sellers. Hence, e-commerce has 
had a huge impact and helped society. It brings several benefits. On the business side, e-commerce, in one way 
or another, allows start-ups, small businesses, and large companies to sell their products on a large scale and 
reach customers worldwide, which means it helps companies increase their customer base and sales. On the 
customers’ side, e-commerce offers an easy way to purchase staff. Convenient purchase processes help people 
save time for more important work. 

The rapid growth of e-commerce accelerates society’s economic growth. In 2021, U.S. small- and 
medium-sized businesses selling in Amazon stores exported over 225 million products, and international sales 
reached a whopping two billion dollars. The lower operating   costs help more people set up their businesses. 
Therefore, there are fewer jobless people since e-commerce gives people more job opportunities. Creating and 
maintaining a website is cheaper than running a traditional brick-and-mortar store. You don't have to rent retail 
space, hire a team of employees, or own a large warehouse to build an e-commerce business channel. All of 
these benefits result in lower overhead. You don't have to pay rent or worry about home maintenance. There is 
no need for monitoring or staffing, like in a physical store. Website-building tools and services can be used to 
set up an e-commerce store quickly, or you can stop building a website and publish your brand on social media 
or in stores like Amazon. Many businesses sell online even though e-commerce has challenges, including lim-
ited face-to-face interaction, technical difficulties, and data security. Nevertheless, it has become an indispen-
sable way of doing business in society (Team, “What Is E-commerce? Definition, Types, Advantages, and 
Disadvantages”). 
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