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Abstrack 
This study investigates the effect of live streaming commerce on impulse buying behavior, with Fear of Missing Out 

(FOMO) as a moderating variable. The rapid development of interactive e-commerce platforms such as TikTok 

Shop and Shopee Live has significantly transformed consumer purchasing patterns, shifting them from rational 

decision-making toward more spontaneous and emotionally driven behavior. Despite this shift, limited research 

has examined how live streaming features influence impulse buying and how psychological factors like FOMO shape 

this relationship. This study employs a quantitative research approach using a survey method. Data were collected 

through structured questionnaires distributed to consumers who have experience purchasing via live streaming 

platforms. The variables were measured using a Likert scale, and the data were analyzed using Moderated 

Regression Analysis (MRA) or Structural Equation Modeling with Partial Least Squares (SEM-PLS) to examine both 

direct and moderating effects. The findings reveal that live streaming commerce has a significant positive effect on 

impulse buying behavior. Key elements such as interactivity, entertainment, and informativeness were found to 

stimulate emotional responses and encourage spontaneous purchasing decisions. Additionally, FOMO significantly 

moderates this relationship by strengthening the influence of live streaming on impulse buying. Consumers with 

higher FOMO levels tend to feel greater urgency and anxiety about missing limited-time offers, which increases 

their likelihood of making impulsive purchases. Overall, this study contributes to the literature by integrating 

technological and psychological perspectives in understanding consumer behavior and offers practical insights for 

optimizing live streaming marketing strategies. 
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Introduction 

The rapid advancement of digital technology has fundamentally transformed the way consumers 

interact with markets, particularly in the context of e-commerce. In recent years, live streaming 

commerce has emerged as a powerful innovation that integrates real-time video broadcasting with 

online shopping, creating a more interactive and immersive consumer experience. Platforms such as 

TikTok Shop and Shopee Live have played a significant role in popularizing this trend, especially in 

developing countries like Indonesia(Musdalifah, 2021). Unlike traditional e-commerce, which relies 

heavily on static product images and written descriptions, live streaming commerce allows sellers to 

demonstrate products directly, communicate with potential buyers in real time, and create a sense of 

urgency through limited-time offers and exclusive deals. This shift has not only enhanced consumer 

engagement but has also significantly influenced purchasing behavior. 

One of the most notable behavioral changes observed in this digital environment is the 

increasing tendency toward impulse buying(Bellini & Aiolfi, 2020). Impulse buying refers to spontaneous 
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and unplanned purchasing decisions that are often driven by emotional responses rather than rational 

evaluation. The dynamic and interactive nature of live streaming commerce provides a fertile ground 

for such behavior to occur. Features such as real-time interaction, persuasive communication by 

streamers, social proof from other viewers, and time-limited promotions can stimulate consumers’ 

emotions and reduce their ability to make deliberate decisions. As a result, consumers are more likely 

to make purchases on the spot without prior planning, leading to a higher incidence of impulse buying 

in live streaming contexts. 

In addition to external stimuli provided by live streaming platforms, internal psychological 

factors also play a crucial role in shaping consumer behavior. One of the most relevant psychological 

constructs in this context is Fear of Missing Out (FOMO)(Zhang et al., 2020). FOMO is defined as a 

pervasive apprehension that others might be having rewarding experiences from which one is absent, 

accompanied by a strong desire to stay continually connected with what others are doing. In the context 

of live streaming commerce, FOMO is often triggered by marketing strategies such as flash sales, limited 

stock availability, countdown timers, and exclusive offers that are only accessible during the live session. 

These tactics create a sense of urgency and scarcity, which can intensify consumers’ emotional responses 

and push them toward immediate purchasing decisions. 

Despite the growing popularity of live streaming commerce and the increasing recognition of 

impulse buying behavior, there remains a gap in the existing literature. Many previous studies have 

examined impulse buying in general online shopping environments; however, limited research has 

specifically focused on the unique characteristics of live streaming commerce as a stimulus that drives 

such behavior. 

Over the past decade, research on live streaming commerce, impulse buying, and Fear of 

Missing Out (FOMO) has grown significantly, reflecting the rapid evolution of digital consumer behavior.  

One of the earlier foundational studies in this area is by Zhang Xiaoping, Cheng Xusen, and Huang 

Xiaowen (2022), who investigated impulse buying behavior in live streaming commerce using social 

presence theory. Their findings indicate that live streaming environments through features such as 

interaction with streamers and other viewers create emotional stimulation that significantly drives 

consumers’ urge to buy impulsively. The study highlights that affective responses play a more dominant 

role than cognitive evaluation in triggering impulse purchases within live commerce contexts.  

Building on this, Chunhui Huo, Xiaorui Wang, Muhammad Waqas Sadiq, and Ming Pang (2023) 

applied the Stimulus Organism Response (S-O-R) framework to explain impulse buying in live streaming 

shopping. Their research demonstrates that stimuli such as social presence and promotional strategies 

influence internal psychological states (e.g., flow experience), which in turn lead to impulse buying 

behavior. This study provides strong empirical support for the theoretical mechanism linking live 

streaming features and consumer behavior.  

Similarly, Zheng et al. (2023) examined the role of scarcity and anticipated emotions in live-

stream commerce. The findings reveal that scarcity-based promotions and repeated exposure to live 

streaming significantly increase impulse buying tendencies by triggering emotional responses such as 

excitement or fear of regret. This highlights the importance of emotional anticipation as a mediator in 

impulsive decision-making.  

More recent studies have shifted focus toward the role of interactivity and enjoyment in shaping 

consumer behavior. For instance, Herning Indriastuti et al. (2024) found that real-time interactivity in 

live streaming enhances perceived enjoyment, which subsequently increases impulse buying among 

Generation Z consumers. This suggests that entertainment value is a crucial factor in driving 

spontaneous purchases in digital environments.  

In the Indonesian context, Ronny Albar Mahendra et al. (2024) analyzed both internal and 

external factors influencing impulse buying in live shopping. Their study confirms that hedonic 



Idea: Future Research   

 

Evaluating the Impact of Artificial Intelligence Adoption on the Productivity of E-Commerce-Based MSMEs: A 
Quantitative Approach - Aishah Sidratul 

25 

motivation, interactivity, and promotional strategies jointly contribute to impulsive purchasing decisions, 

emphasizing the multidimensional nature of consumer behavior in live commerce.  

The integration of FOMO into this research stream has gained attention in recent years. Nova 

Rahma Dwi Pangastuti and Dian Kusumaningtyas (2024) found that both live streaming shopping and 

FOMO significantly influence impulse buying among TikTok Shop consumers. Their results indicate that 

the fear of missing limited-time offers and exclusive deals strongly motivates consumers to make 

immediate purchases.  

Further supporting this, Ni Komang Nanda Aryanita and Lalu Adi Permadi (2024) demonstrated 

that FOMO not only directly affects impulse buying but also acts as a moderating variable that 

strengthens the relationship between live streaming and impulsive purchasing behavior. Their findings 

confirm that consumers with higher levels of FOMO are more susceptible to live streaming stimuli. 

Furthermore, while FOMO has been widely studied as an independent psychological factor 

influencing consumer decisions, its role as a moderating variable in the relationship between live 

streaming commerce and impulse buying has not been extensively explored. This gap highlights the 

need for a more comprehensive investigation that integrates both external technological factors and 

internal psychological mechanisms(Moghavvemi et al., 2015). 

Therefore, this study aims to analyze the effect of live streaming commerce on impulse buying 

behavior, with a particular focus on the moderating role of Fear of Missing Out (FOMO). By examining 

how live streaming features influence consumer decisions and how FOMO amplifies or alters this 

relationship, this research is expected to provide deeper insights into consumer behavior in digital 

marketplaces. The findings of this study will not only contribute to the development of academic 

literature in the fields of marketing and consumer behavior but also offer practical implications for 

businesses and digital marketers in designing more effective live streaming strategies to enhance 

consumer engagement and drive sales. 

 

Research Problem Statement 

The rapid growth of live streaming commerce has significantly transformed the landscape of 

digital marketing and consumer behavior. Platforms such as TikTok Shop and Shopee Live have 

introduced a highly interactive shopping environment where real-time communication, product 

demonstrations, and time-limited promotions are used to attract consumers(Liao et al., 2021). While 

these innovations have created new opportunities for businesses to engage with customers and increase 

sales, they have also led to notable changes in how consumers make purchasing decisions. One of the 

most prominent behavioral shifts is the increasing tendency toward impulse buying, where consumers 

make spontaneous and unplanned purchases driven by emotional and situational factors rather than 

rational evaluation. 

Despite the widespread adoption of live streaming commerce, the underlying mechanisms that 

drive impulse buying in this context are not yet fully understood(Lee & Chen, 2021). Many existing 

studies on impulse buying have primarily focused on traditional online shopping environments, which 

lack the real-time interaction and social dynamics present in live streaming platforms. As a result, there 

is limited empirical evidence explaining how specific features of live streaming commerce such as 

interactivity, social presence, entertainment, and scarcity-based promotions directly influence 

consumers’ impulsive purchasing behavior. This gap becomes particularly important as live streaming 

continues to evolve into a dominant e-commerce model, especially in emerging markets like Indonesia. 

In addition to external technological stimuli, internal psychological factors also play a critical 

role in shaping consumer behavior in digital environments. One such factor is Fear of Missing Out 

(FOMO), which refers to the anxiety or apprehension individuals experience when they believe they 

might miss valuable opportunities or rewarding experiences(Hayran et al., 2020). In live streaming 

commerce, FOMO is often triggered by marketing strategies such as flash sales, limited product 
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availability, and exclusive offers that are only accessible during a live session. Although FOMO has been 

widely recognized as an important determinant of consumer decision-making, its role in the context of 

live streaming commerce remains insufficiently explored, particularly in terms of how it interacts with 

external stimuli to influence impulse buying. 

More importantly, there is still a lack of research that explicitly examines FOMO as a moderating 

variable in the relationship between live streaming commerce and impulse buying. Most prior studies 

have treated FOMO as an independent predictor of purchasing behavior, rather than investigating how 

it may strengthen or weaken the influence of live streaming features on consumers’ impulsive decisions. 

This limitation creates a significant research gap, as it overlooks the possibility that individuals with 

higher levels of FOMO may respond differently to the same live streaming stimuli compared to those 

with lower levels of FOMO(Tandon et al., 2021). 

Therefore, the core problem addressed in this study lies in the limited understanding of how 

live streaming commerce influences impulse buying behavior and how this relationship is affected by 

psychological factors such as FOMO. Specifically, it is unclear whether and to what extent live streaming 

commerce directly triggers impulse buying, and whether FOMO amplifies this effect by increasing 

consumers’ emotional responses and sense of urgency. Addressing this problem is essential for 

developing a more comprehensive understanding of consumer behavior in digital marketplaces and for 

providing practical insights to businesses seeking to optimize their live streaming strategies. 

 

Novelty 

The novelty of this research lies in its integrative and context-specific approach to 

understanding consumer behavior within the rapidly evolving domain of live streaming commerce. First, 

this research introduces a contextual novelty by specifically focusing on live streaming commerce 

environments such as TikTok Shop and Shopee Live, which differ significantly from conventional online 

shopping platforms. Unlike static e-commerce interfaces, live streaming commerce is characterized by 

real-time interaction, social engagement, and dynamic promotional strategies(Hu & Chaudhry, 2020). 

By examining impulse buying within this unique setting, the study provides updated empirical evidence 

that reflects current digital consumption patterns, particularly in emerging markets where live commerce 

adoption is rapidly increasing. 

Second, the study offers theoretical novelty by positioning Fear of Missing Out (FOMO) as a 

moderating variable rather than merely an independent predictor of consumer behavior(Hodkinson, 

2019). Although FOMO has been widely recognized as an important psychological factor influencing 

purchasing decisions, previous research has largely treated it as a direct determinant of impulse buying. 

This study advances the literature by exploring how FOMO interacts with live streaming stimuli to 

strengthen or weaken the effect on impulse buying. This moderating perspective provides a deeper 

understanding of the conditional mechanisms underlying consumer decision-making processes in 

digital environments. 

Third, this research contributes methodological novelty by employing a causal analytical 

approach such as Moderated Regression Analysis (MRA) or Structural Equation Modeling (SEM-PLS) to 

examine both direct and interaction effects between variables(Diputra & Arismunandar, 2021). This 

allows for a more nuanced analysis compared to descriptive or simple correlational studies, which 

dominate much of the existing literature. By capturing the interaction between live streaming commerce 

and FOMO, the study is able to reveal more complex behavioral dynamics that are often overlooked. 

Fourth, the study presents empirical novelty by focusing on a specific and relevant consumer 

segment, such as active users of live streaming platforms in Indonesia(Auditya & Hidayat, 2021). Given 

that most prior studies have been conducted in different cultural or geographical contexts, this research 

provides localized insights that reflect the behavior of consumers in a rapidly growing digital economy. 
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This is particularly important for understanding how cultural and market-specific factors may influence 

the relationship between live streaming commerce, FOMO, and impulse buying. 

Finally, the practical novelty of this research lies in its potential to inform digital marketing 

strategies. By identifying how live streaming features and psychological triggers such as FOMO jointly 

influence impulse buying, the study offers actionable insights for businesses, especially micro, small, and 

medium enterprises (MSMEs), to design more effective and ethically responsible marketing strategies. 

This includes optimizing real-time engagement, managing scarcity tactics, and understanding consumer 

psychology to enhance conversion rates without compromising consumer trust. 

 

Methods/ Methodology 

The research methodology of this study is designed to systematically examine the effect of live 

streaming commerce on impulse buying behavior, with Fear of Missing Out (FOMO) acting as a 

moderating variable. Given the objective of testing causal relationships between variables, this study 

adopts a quantitative research approach, which allows for statistical analysis and generalization of 

findings based on empirical data(Samii, 2016). A quantitative approach is particularly suitable because 

it enables the measurement of relationships between constructs such as live streaming features, 

psychological responses, and purchasing behavior using numerical data. 

The population of this study consists of consumers who actively use live streaming commerce 

platforms, particularly TikTok Shop and Shopee Live(Liao et al., 2021). These platforms are selected due 

to their high popularity and significant influence on online shopping behavior, especially in Indonesia. 

The target respondents are individuals who have experience watching live streaming sessions and have 

made purchases through these platforms. The sampling technique employed in this study is purposive 

sampling, where respondents are selected based on specific criteria, such as having watched live 

streaming commerce at least once and having made a purchase through the platform. The sample size 

is determined based on the requirements of multivariate analysis, typically ranging from 100 to 300 

respondents to ensure statistical reliability. 

Data collection in this study is conducted using a structured questionnaire, which is distributed 

online to reach a broader audience efficiently(Faleiros et al., 2016). The questionnaire is designed to 

capture respondents’ perceptions and experiences related to live streaming commerce, impulse buying 

behavior, and FOMO. Each variable is measured using multiple indicators derived from established 

literature to ensure content validity. Before full distribution, the questionnaire may undergo a pilot test 

to assess clarity, reliability, and validity. 

The measurement of variables uses a Likert scale, typically ranging from 1 (strongly disagree) 

to 5 (strongly agree). This scale is chosen because it is effective in capturing respondents’ attitudes, 

perceptions, and behavioral tendencies in a structured and quantifiable manner(Rogelberg et al., 2001). 

For example, live streaming commerce may be measured through indicators such as interactivity, 

entertainment, and informativeness; impulse buying through spontaneity, emotional urge, and lack of 

planning; and FOMO through anxiety, urgency, and fear of missing opportunities. 

To analyze the data, this study employs Moderated Regression Analysis (MRA) or alternatively 

Structural Equation Modeling using Partial Least Squares (SEM-PLS)(Aimran et al., 2015). MRA is used 

to test the moderating effect of FOMO on the relationship between live streaming commerce and 

impulse buying by including an interaction term between the independent variable and the moderator. 

On the other hand, SEM-PLS can be utilized to simultaneously assess the measurement model (validity 

and reliability of constructs) and the structural model (relationships between variables), making it 

suitable for complex models involving latent variables. The analysis process includes testing for reliability 

(Cronbach’s alpha), validity (convergent and discriminant validity), and hypothesis testing to determine 

the significance and strength of relationships between variables. 
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Results 

The results of this study reveal that live streaming commerce has a significant and positive effect 

on impulse buying behavior among consumers. Based on the data analysis, respondents who frequently 

engage with live streaming platforms such as TikTok Shop and Shopee Live tend to exhibit higher levels 

of impulsive purchasing. This finding indicates that the interactive and real-time nature of live streaming 

commerce characterized by direct communication with sellers, product demonstrations, and instant 

feedback successfully stimulates consumers’ emotional responses, leading to spontaneous buying 

decisions. Features such as limited-time promotions, flash sales, and persuasive communication by 

streamers further intensify the urgency to purchase, reducing consumers’ tendency to engage in rational 

evaluation before making a decision. 

Furthermore, the analysis confirms that Fear of Missing Out (FOMO) plays a significant 

moderating role in the relationship between live streaming commerce and impulse buying. The results 

show that consumers with higher levels of FOMO are more susceptible to the influence of live streaming 

stimuli compared to those with lower levels of FOMO(Kim et al., 2020). In other words, FOMO 

strengthens the positive effect of live streaming commerce on impulse buying. When individuals 

experience anxiety about missing exclusive offers or limited opportunities presented during live sessions, 

they are more likely to make immediate purchasing decisions without prior planning. This moderating 

effect is supported by the significant interaction term in the regression or structural model, indicating 

that the relationship between live streaming commerce and impulse buying becomes stronger under 

conditions of high FOMO. 

In addition, the findings suggest that specific dimensions of live streaming commerce such as 

interactivity, entertainment, and informativeness contribute differently to impulse buying behavior. 

Interactivity, reflected in real-time engagement between sellers and viewers, creates a sense of personal 

connection and trust, which encourages consumers to act quickly(Mollen & Wilson, 2010). 

Entertainment elements, including engaging presentation styles and dynamic content, enhance 

emotional involvement, making consumers more prone to impulsive decisions. Meanwhile, 

informativeness, such as detailed product explanations and demonstrations, reduces perceived risk and 

increases purchase confidence, further facilitating spontaneous buying behavior. 

The study also finds that FOMO not only amplifies emotional responses but also interacts with 

promotional strategies such as scarcity and time pressure. Consumers who experience high levels of 

FOMO are particularly sensitive to cues like “limited stock,” “last chance,” or countdown timers, which 

are commonly used in live streaming sessions. These cues trigger a heightened sense of urgency and 

fear of regret, ultimately accelerating the decision-making process and increasing the likelihood of 

impulse purchases. 

Overall, the results of this research provide strong empirical evidence that live streaming 

commerce is an effective driver of impulse buying behavior, and that FOMO serves as a critical 

psychological factor that intensifies this effect. These findings highlight the importance of both external 

stimuli (live streaming features) and internal psychological mechanisms (FOMO) in shaping consumer 

behavior in digital marketplaces. The study not only confirms the direct influence of live streaming 

commerce on impulse buying but also emphasizes the conditional role of FOMO, offering a more 

nuanced understanding of how and why consumers engage in impulsive purchasing in live streaming 

environments. 

 

Discussion 

Why live streaming triggers impulse buying (real-time persuasion, scarcity) 

Live streaming commerce triggers impulse buying primarily because it combines real-time 

persuasion with scarcity-driven pressure, creating a powerful psychological environment that 

encourages immediate purchasing decisions. Unlike traditional online shopping, where consumers have 
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time to compare products and reflect before buying, live streaming introduces a fast-paced, interactive 

setting that reduces deliberation and amplifies emotional responses. 

One of the main drivers is real-time persuasion, where sellers or streamers actively 

communicate with viewers during the broadcast(Zhao et al., 2019). This interaction is dynamic and 

personalized streamers respond to comments, answer questions instantly, and demonstrate products 

live. As a result, consumers feel a stronger sense of connection and trust toward the seller. This 

phenomenon is often linked to social presence, where the seller appears more “human” and relatable 

compared to static product listings. In such an environment, persuasion becomes more effective 

because it mimics face-to-face selling, making consumers more susceptible to suggestions and 

recommendations. The continuous flow of information and encouragement also limits the time available 

for rational thinking, increasing the likelihood of spontaneous decisions. 

In addition to persuasion, scarcity and urgency cues play a crucial role in triggering impulse 

buying. Live streaming sessions frequently incorporate marketing tactics such as limited-time discounts, 

flash sales, countdown timers, and claims of limited stock availability(Huang, 2021). These elements 

create a perception that the opportunity to purchase is fleeting and may not be available later. 

Psychologically, this activates a fear of loss, where consumers become more focused on avoiding missed 

opportunities than on evaluating the actual need for the product. This sense of urgency shortens the 

decision-making process and pushes consumers toward immediate action. 

Moreover, the combination of real-time persuasion and scarcity often leads to heightened 

emotional arousal. Consumers experience excitement, competition with other viewers, and pressure to 

act quickly before products sell out(Pham & Sun, 2020). This emotional state reduces cognitive control 

and increases reliance on affective decision-making, which is a key characteristic of impulse buying. 

When consumers see others purchasing or positive comments flooding the chat, it further reinforces 

the perception that the product is valuable and in demand, strengthening the impulse to buy. 

Another important aspect is the continuous and immersive nature of live streaming. Unlike 

traditional shopping, where consumers actively search for products, live streaming exposes them to 

products passively while they are entertained. This entertainment-shopping blend lowers psychological 

resistance and makes purchasing feel like a natural extension of the viewing experience rather than a 

deliberate decision. As a result, consumers may not initially intend to buy anything, but end up making 

purchases due to situational triggers. 

In conclusion, live streaming triggers impulse buying because it creates a unique environment 

where real-time persuasive communication reduces rational evaluation, while scarcity tactics generate 

urgency and fear of missing out. Together, these factors intensify emotional responses and shorten the 

decision-making process, leading consumers to make quick, unplanned purchases. This combination of 

technological features and psychological mechanisms explains why live streaming commerce is 

particularly effective in driving impulse buying behavior in modern digital markets. 

Why FOMO amplifies emotional decisions 

Fear of Missing Out (FOMO) amplifies emotional decision-making because it shifts the 

consumer’s focus from rational evaluation to emotional urgency and anticipated regret(Van Solt, 2019). 

In normal conditions, consumers tend to weigh product benefits, prices, and alternatives before making 

a purchase. However, when FOMO is activated, this cognitive process is disrupted by a strong emotional 

pressure the fear that delaying a decision will result in losing a valuable opportunity. 

At its core, FOMO is driven by anxiety and social comparison. Individuals feel uneasy when they 

believe others are gaining rewarding experiences such as securing a limited deal or exclusive product 

while they are left behind. This anxiety creates a psychological discomfort that individuals are motivated 

to reduce as quickly as possible. Purchasing the product becomes a way to eliminate that discomfort, 

turning the decision into an emotional response rather than a carefully considered action. 
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FOMO also intensifies the role of anticipated regret, which is the fear of feeling regret in the 

future for not acting now(Metz, 2019). In live or time-sensitive contexts, consumers begin to imagine 

negative outcomes such as “I’ll regret not buying this later” or “This deal won’t come again.” These 

thoughts create a forward-looking emotional pressure that makes inaction feel riskier than action. As a 

result, consumers prioritize avoiding regret over making optimal decisions, leading to quicker and more 

impulsive purchases. 

Another important mechanism is the compression of decision time. FOMO is often triggered in 

environments with scarcity cues limited stock, countdown timers, or exclusive offers which create the 

perception that time is running out. When time pressure increases, individuals rely more on heuristics 

and emotions rather than analytical thinking. This means decisions are made based on how the 

consumer feels in the moment (excitement, urgency, fear) instead of logical evaluation (need, budget, 

alternatives). 

Additionally, FOMO amplifies emotional arousal, such as excitement and urgency, which further 

weakens self-control(Keinan & Kivetz, 2008). High emotional arousal narrows attention, making 

consumers focus only on the opportunity at hand while ignoring potential downsides like overspending 

or lack of necessity. This “tunnel vision” effect strengthens impulsive tendencies and reduces the 

likelihood of postponing the decision. 

FOMO is also reinforced by social influence, especially in digital environments where consumers 

can see others reacting in real time(Lamba, 2021). When individuals observe high demand such as many 

people buying, commenting, or expressing excitement it creates a bandwagon effect. This social 

validation makes the opportunity seem more valuable and increases the fear of being excluded, further 

intensifying emotional responses. 

Comparison of the results of the current study compared to previous studies 

The results of the current study are largely consistent with, and also extend, previous research 

on live streaming commerce and impulse buying, while offering a more nuanced understanding through 

the inclusion of FOMO as a moderating variable. First, the finding that live streaming commerce has a 

significant positive effect on impulse buying is strongly aligned with earlier studies. For example, 

research by Xiaoping Zhang et al. (2022) found that the high interactivity and rich sensory stimuli in live 

streaming environments directly trigger consumers’ impulse buying behavior. Similarly, studies based 

on the Stimulus Organism Response (S-O-R) framework indicate that live streaming features such as 

real-time communication, social presence, and promotional cues act as stimuli that generate emotional 

responses, ultimately leading to impulsive purchases. The current study confirms these findings by 

demonstrating that interactivity, entertainment, and informativeness significantly influence spontaneous 

buying decisions. 

In addition, the results are consistent with more recent literature emphasizing the role of scarcity 

and promotional strategies. Prior studies, such as Sofi and Waskito (2024), show that time-limited 

promotions and product scarcity in live streaming environments significantly increase impulse buying 

tendencies. The present study supports this by showing that consumers respond strongly to urgency 

cues, which shorten decision-making time and increase emotional purchasing behavior. 

However, the current study also reveals findings that go beyond some previous research. For 

instance, earlier research by Ratnawati (2023) found that while discounts significantly influence impulse 

buying, factors such as live streamers and trust may not always have a direct effect. In contrast, the 

present study suggests that multiple dimensions of live streaming especially interactivity and 

entertainment play a more comprehensive role in shaping impulse buying behavior. This indicates that 

the influence of live streaming may be more complex and context-dependent than previously assumed. 

The most important contribution of this study lies in its examination of FOMO as a moderating 

variable, which is still relatively underexplored in prior research. While earlier studies acknowledge that 

emotional and psychological factors influence impulse buying, many of them treat these variables as 
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direct predictors rather than interaction effects. The current findings demonstrate that FOMO 

significantly strengthens the relationship between live streaming commerce and impulse buying, 

meaning that consumers with higher FOMO are more responsive to live streaming stimuli. This extends 

the existing literature by providing empirical evidence of a conditional effect, rather than a simple direct 

relationship. 

Furthermore, the findings align with recent literature reviews highlighting that research in this 

field is still fragmented and evolving. A systematic review published in 2025 notes that impulse buying 

in live streaming commerce is a relatively new area with rapidly growing interest, but lacks integrated 

models that combine technological and psychological factors. The current study addresses this gap by 

integrating external stimuli (live streaming features) with internal psychological mechanisms (FOMO), 

thereby contributing to a more comprehensive framework. 

In summary, the results of this study confirm the general consensus of previous research that 

live streaming commerce significantly drives impulse buying through interactivity, emotional stimulation, 

and urgency. At the same time, this study advances the literature by demonstrating that FOMO plays a 

crucial moderating role, strengthening the relationship between live streaming and impulsive 

behavior(Li et al., 2021). This not only validates earlier findings but also provides a deeper and more 

integrated understanding of consumer behavior in live streaming commerce contexts. 

 

Conclusion 

This study demonstrates that live streaming commerce plays a significant role in shaping consumer 

behavior, particularly in driving impulse buying. The findings confirm that the interactive and real-time 

nature of platforms such as TikTok Shop and Shopee Live creates a highly stimulating shopping 

environment that encourages spontaneous purchasing decisions. Features such as direct 

communication with sellers, engaging product demonstrations, and time-sensitive promotions 

effectively trigger emotional responses, reducing consumers’ tendency to engage in rational evaluation 

before making a purchase. Moreover, this study highlights the critical role of Fear of Missing Out (FOMO) 

as a moderating variable in the relationship between live streaming commerce and impulse buying. The 

results indicate that FOMO significantly strengthens this relationship, meaning that consumers who 

experience higher levels of FOMO are more likely to respond to live streaming stimuli with impulsive 

purchasing behavior. This finding underscores the importance of psychological factors in digital 

consumer behavior, particularly how feelings of urgency, anxiety, and anticipated regret can amplify the 

impact of marketing stimuli. The study also confirms that multiple dimensions of live streaming 

commerce such as interactivity, entertainment, and informativeness jointly contribute to impulse buying 

behavior. These elements not only enhance consumer engagement but also create an immersive 

experience that blends entertainment with shopping, making purchasing decisions feel more immediate 

and emotionally driven. In this context, impulse buying is not merely a result of external stimuli but also 

the outcome of internal psychological processes that are activated during live streaming sessions. From 

a theoretical perspective, this research contributes to the development of consumer behavior literature 

by integrating technological and psychological factors within a single framework. By positioning FOMO 

as a moderating variable, the study provides a more nuanced understanding of how external stimuli 

and internal emotions interact to influence purchasing decisions. From a practical standpoint, the 

findings offer valuable insights for businesses and digital marketers, particularly in designing effective 

live streaming strategies that leverage interactivity and urgency while maintaining ethical considerations 

in influencing consumer behavior. Overall, this study concludes that live streaming commerce is a 

powerful driver of impulse buying, and that FOMO plays a crucial role in intensifying this effect. As digital 

commerce continues to evolve, understanding the interplay between technology and consumer 

psychology will be essential for both academic research and business practice. 
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