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Abstract 

This study aims to analyze the influence of visual appeal, streamer interaction, arousal, 

and time pressure on impulsive buying behavior in the context of social commerce live 

streaming. Social commerce through live streaming has seen significant growth in Indonesia, 

especially as it has become highly popular among younger generations. Live streaming in 

social commerce successfully captures the interest of young consumers through its interactive 

experience and engaging video content, making it an essential marketing tool for businesses. 

This research adopts a quantitative approach through survey methods involving Generation Z 

respondents in the DKI Jakarta area as the research subjects. Data collected is analyzed using 

Partial Least Squares-Structural Equation Modeling (PLS-SEM) to identify the impact of 

visual appeal, streamer interaction, arousal, and time pressure on impulsive purchasing 

decisions. The findings of this study are expected to provide insights and recommendations for 

businesses on effective strategies to maximize live streaming features to enhance consumer 

engagement and encourage impulsive buying. This research is significant as it combines 

variables of visual appeal, streamer interaction, consumer arousal, and time pressure within a 

context relevant to social commerce trends, offering a new perspective on digital consumer 

behavior and contributing to the development of literature in digital marketing. 

Keyword: Impulsive Buying, Visual Appeal, Streamer Interaction, Time Pressure, Live 

Streaming, Social Commerce 

1. Introduction 

The advancement of digital technology has transformed consumer shopping behavior, 

particularly through social commerce, which integrates social interaction with e-commerce 

(Chevalier, 2024). In Indonesia, social commerce has experienced rapid growth, with 49.9% 

of the population actively using social media in 2024 (We Are Social Indonesia, 2024). One 

of the key features of social commerce is live streaming, which creates an interactive shopping 

experience and drives impulsive buying behavior through factors such as streamer interaction, 

visual appeal, and time pressure (Sun et al., 2023). 

Impulsive buying is characterized by quick, unplanned decisions influenced by emotions 

(Xu et al., 2020). Streamer interaction, visual appeal, and time pressure have been shown to 

enhance consumer arousal, triggering impulsive purchases (Cui et al., 2022; Kathuria & 

Bakshi, 2024; Xia et al., 2024). However, research in the context of live streaming in Indonesia 

remains limited, despite the market being dominated by Generation Z, who are highly 
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responsive to visual and interactive formats (Fairistha et al., 2023). This study aims to analyze 

the influence of these three factors on impulsive buying behavior, with consumer arousal 

serving as a mediating variable in Indonesia. Additionally, the research seeks to provide both 

theoretical and practical contributions to marketing strategies utilizing live streaming. 

2. Literature Review 

2.1 Impulsive Buying 

Impulsive buying behavior is defined as unplanned and sudden purchasing triggered by 

internal or external cues during shopping (Rani & Catherine, 2023). It encompasses consumer 

actions driven by personal values, hedonic lifestyles (Kristiyono & Gozali, 2022), and 

cognitive incentives such as consumption experiences. Factors like convenience, channel 

integration, and consumer characteristics (e.g., extraversion and neuroticism) play significant 

roles in impulsive buying, which often occurs spontaneously and is influenced by personal 

preferences, time availability, and advertising prompts. Additionally, factors such as consumer 

empowerment, trust, satisfaction, perceived value, self-control, and emotional temperament 

influence impulsive buying behavior (Boutsouki, 2019; Wang et al., 2022). 

Impulsive buying decisions are shaped by two types of stimuli: external and internal. 

External stimuli, such as product features, store attributes, and marketing cues, are objective 

and beyond the consumer's control. Meanwhile, internal stimuli, such as personal 

characteristics, are subjective and under the consumer's (Kimiagari & Asadi Malafe, 2021). 

Compared to traditional shopping, live streaming enhances the likelihood of impulsive 

purchases by integrating e-commerce, social interactions, and situational factors that influence 

users’ cognition and emotional perception (Ma et al., 2023). 

Social commerce enables sellers to influence users’ impulsive buying behavior, which 

often results from strong, sudden urges to purchase products. These impulses are triggered by 

shopping environments, marketing efforts, and interactive features provided by sellers 

(Sihombing et al., 2020). Consumers with higher emotional states are more likely to engage in 

spontaneous shopping experiences, with less defined shopping plans compared to those with 

lower emotional states (Xiang et al., 2022). 

Impulsive buying is characterized as a quick, hard-to-resist, and hedonically complex 

decision made without fully considering all relevant information (Carlini et al., 2021). While 

impulsive buying benefits e-commerce businesses in the short term, it poses challenges in the 

long term, such as unplanned spending and increased product returns (Zhang et al., 2021). 

Addressing these issues is critical as it provides valuable insights for e-commerce marketers 

and sales teams in shaping marketing strategies and understanding consumer behavior (Xiang 

et al., 2022). 

2.2 Streamer Interaction 

Real-time interactions in live streaming enable consumers to communicate with streamers 

and other viewers, creating a lively shopping atmosphere. These interactions foster emotional 

engagement, enhance perceived product value, and reduce consumer uncertainty about the 

product (Meng et al., 2021; Yang et al., 2020; Zhang et al., 2022). Streamers can adapt their 

product presentations in real time based on audience responses, such as tasting food, trying on 

clothing, or explaining product benefits, thereby increasing consumers' sense of inclusion and 
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engagement. This dynamic significantly influences purchase intentions and behaviors in e-

commerce (Hu & Chaudhry, 2020; Liu, 2022). 

2.3 Visual Appeal 

Visual appeal refers to the overall appearance of a product’s packaging or labeling, 

encompassing aspects such as color, shape, branding, illustrations, typography, and layout. 

These elements work together to create a convincing impression that enhances visual quality 

(Aprilia & Alfansi, 2024). Consumers tend to notice visual appeal during the initial stages, and 

this perception influences their views on other attributes. For instance, visual appeal can 

generate positive attitudes among consumers, which subsequently enhance their perception of 

the functional value of the activity (Chopdar & Balakrishnan, 2020). 

Visuals pertain to the level of visual complexity in a product or interface, which can affect 

how individuals perceive, comprehend, and respond to it. A live streaming shopping platform 

that is visually well-designed and highly appealing can significantly enhance the shopping 

experience and increase consumer satisfaction (Batara et al., 2024). Platforms or interfaces 

rich in visual elements significantly improve users’ emotional experiences, fostering feelings 

of excitement and enjoyment during the shopping process (Zhang et al., 2023). 

2.4 Time Pressure 

Time pressure refers to the subjective perception of limited or scarce time available to 

facilitate decision-making processes. It also incorporates perceptions of opportunity costs 

associated with both money and time. Particularly when a product is offered at a discounted 

price, delaying the purchase results in the opportunity cost reverting to its normal level quickly, 

causing consumers to face the potential for future losses. Consumers may worry that failing to 

purchase the discounted item will result in losing the chance to acquire it later (Sun et al., 

2023). Limited-time promotions heighten consumer awareness of product scarcity and 

discounts, thereby influencing the live streaming experience and their adaptation to time 

pressure. Moreover, such promotions highlight the impact mechanisms of live stream 

information source characteristics on consumers' impulsive consumption intentions in e-

commerce live streaming (Chen et al., 2020). Consumers often fear missing out on 

opportunities if they do not act quickly, leading them to overestimate the benefits of a product 

while neglecting potential risks (Zhang, 2023). Time pressure also acts as an emotional 

response that induces anxiety, moderating the relationship between product presentation and 

purchase intention (Di Vaio et al., 2021; Olschewski & Rieskamp, 2021). 

2.5 Arousal 

Arousal refers to the level of activation, a psychobiological state that indicates alertness or 

excitement. Consumers may feel aroused when exposed to the stimulating properties of a 

product (e.g., attractive or unattractive packaging design), which in turn leads to aesthetic 

judgments about the stimulus (e.g., positive or negative evaluation of the product design) (Ryu 

& Ryu, 2021). Online shopping sites have a significant influence on consumers' arousal and 

pleasure, but the pleasure and arousal evoked by the environment serve as the foundation for 

the emotional responses experienced by consumers (Liu et al., 2020). Arousal is a heightened 

emotional state, either in the form of excitement or tension, triggered by certain stimuli. In the 

context of online shopping, arousal is often triggered by scarcity promotions, which create a 
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sense of urgency or limitation in consumers. Scarcity promotions, such as limited-time offers 

or time-limited discounts, can increase feelings of tension or excitement within consumers, 

subsequently influencing their purchase decisions (Wu et al., 2021). Arousal and pleasure are 

emotional dimensions influenced by the environment surrounding consumers when purchasing 

a product. Emotions play a key mediating role, encompassing various feelings and emotional 

reactions triggered by persuasive advertising in live streaming broadcasts (Iyer et al., 2020). 

2.6 Hypotheses 

Perceived personalization and perceived responsiveness reflect the intensity of interaction with 

the streamer, with responsiveness indicating the speed of response to questions, and 

personalization representing communication tailored to the user's needs (Xia et al., 2024). In 

e-commerce live streaming, interactivity enables consumers to communicate with the streamer 

and receive timely feedback, creating an emotional exchange (Kang et al., 2021). Streamers 

can provide personalized recommendations, enhancing product evaluation abilities and 

consumer satisfaction (Sun et al., 2019). This deep interactive experience enriches the 

shopping experience, strengthens consumer arousal levels, and creates a positive experience 

(Wang et al., 2019). Unlike traditional e-commerce, interactions in live streaming are 

bidirectional and more dynamic (Wongkitrungrueng et al., 2020). 

Hypothesis 1 (H1). Streamer Interaction Influences Arousal 

Visual appeal, such as color and product aesthetics, has a significant impact on consumers' 

emotional responses and can influence purchase decisions (Wiedmann et al., 2019). Visually 

appealing elements, both on online stores and in product presentations on platforms like 

Shopee, can evoke arousal and pleasure that drive impulsive buying behavior, especially 

among Generation Z (Aires et al., 2024; Liu et al., 2020). Attractive visual presentations during 

live streaming also trigger strong emotional responses, increasing consumer engagement and 

influencing purchase decisions (Alsharif et al., 2021; Kathuria & Bakshi, 2024). 

Hypothesis 2 (H2). Visual Appeal memiliki Influences Arousal 

Time pressure, which creates a psychological urgency to make quick purchase decisions, 

stimulates interest and excitement in the shopping experience. Marketers often leverage 

strategies such as flash sales or limited-time offers to encourage consumers to act quickly 

(Gupta & Gentry, 2019). Time pressure, as an emotional response to external promotions, 

affects consumer decision-making (Cui et al., 2022). When promotions create time pressure, 

consumers experience positive emotions, such as pleasure, triggered by the live streaming 

atmosphere or the characteristics of the streamer (Sun et al., 2023). The arousal hypothesis 

suggests that the urgent need to act enhances attention and positive emotions, enriching the 

shopping experience (Ngo et al., 2024). 

Hypothesis 3 (H3). Time Pressure memiliki Influences Arousal 

Live streaming enhances authenticity and interactivity in online shopping, which encourages 

consumers to make impulsive purchases (Wongkitrungrueng et al., 2020). E-commerce live 

streaming allows consumers to get closer to the product, listen to the streamer's experiences, 

and see the effects of the product when tried, creating a more authentic shopping experience 

(Sun et al., 2019). High interactivity on electronic screens also positively impacts impulsive 
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consumption, with self-control playing a role (Moes et al., 2022). Real-time feedback from the 

streamer and effective interactions in live streaming can drive users' impulsive consumption 

intentions (Dong et al., 2023; Li et al., 2022). 

Hypothesis 4 (H4). Streamer Interaction Influences Impulsive buying 

Consumers are prone to making impulsive purchase decisions driven by emotions, especially 

when faced with time pressure (Liu et al., 2022). Time pressure in e-commerce creates a time 

constraint for decision-making, which increases vulnerability to impulsive buying, particularly 

when there are limited offers or discounts (Huang et al., 2024; Lee & Hong, 2021). Time 

limitations can intensify emotional reactions and increase the likelihood of impulsive 

purchases (Wang et al., 2022). Features such as countdowns and limited-time offers, along 

with interactive elements, encourage consumers to act immediately and enhance purchase 

conversion rates (Dong et al., 2023). 

Hypothesis 5 (H5). Time Pressure Influences Impulsive buying 

Consumers in e-commerce live streaming are easily influenced by external environmental 

factors, such as the appeal of the host, comment interactions, and the quality of information, 

which generate positive emotions such as arousal (Hou et al., 2020). Impulsive purchase 

intentions are influenced by emotional involvement and environmental stimuli (Li et al., 2022), 

with strong positive emotions increasing the likelihood of impulsive buying (Iyer et al., 2020). 

Intense emotional experiences drive impulsive behavior, especially when consumers 

experience high levels of arousal and pleasure (Ngo et al., 2024). Therefore, emotions play a 

crucial role in guiding impulsive purchase behavior (Shukun & Loang, 2024). 

Hypothesis 6 (H6). Arousal Influences Impulsive buying 

3. Material and Method 

This study employs a quantitative approach aimed at identifying patterns, testing causal 

relationships, and drawing conclusions that can be generalized to a broader population. The 

research was conducted over two months, from November to December 2024, focusing on 

users of social commerce platforms in the DKI Jakarta area, particularly those who are active 

in live streaming. The population of this study consists of Generation Z individuals who have 

experience shopping via live streaming, with a non-probability sampling technique, 

specifically purposive sampling. A minimum of 200 respondents were selected based on 

specific characteristics to minimize invalid data (Hair et al., 2022), such as ages between 12-

26 years, frequent use of the live streaming feature, and having made impulsive purchases 

within the last six months. 

The research instrument, a questionnaire, was designed to measure five main variables: 

streamer interaction, visual appeal, time pressure, arousal, and impulsive buying. Each variable 

is broken down into specific indicators adapted from previous studies, such as the streamer's 

communication skills, visually appealing elements, and the urgency created by limited-time 

promotions. A six-point Likert scale was used, with value weights ranging from 1 (strongly 

disagree) to 6 (strongly agree) (Sugiyono, 2021). The collected data were analyzed using 

Partial Least Square - Structural Equation Modeling (PLS-SEM) with the assistance of 

SmartPLS software. The analysis includes testing the measurement model (outer model) to 
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assess the validity and reliability of the instrument, as well as the structural model (inner 

model) to test the causal relationships between latent variables. 

3.1 Design Study 

This research adopts a quantitative approach aimed at examining the relationships between 

variables through the use of numerical data. The selection of this approach facilitates statistical 

analysis, enabling the generation of objective results and the identification of connections 

between the variables under investigation. It is particularly well-suited for studies on impulsive 

buying and arousal, as it allows for the mapping of perception patterns in a more measurable 

and systematic manner. 

3.2 Data Analysis 

Data analysis in this study was conducted to test the hypotheses formulated previously. 

The method used is Structural Equation Modeling Partial Least Squares (SEM-PLS) with 

SmartPLS 4.1.0.9 software. The analysis process includes testing both the measurement model 

(outer model) and the structural model (inner model). The measurement model is used to 

evaluate the validity and reliability of the data through tests such as convergent validity, 

discriminant validity, and instrument reliability. Validity testing is conducted by measuring 

the outer loading values and Average Variance Extracted (AVE), while reliability is assessed 

using Cronbach’s Alpha and Composite Reliability (CR) with standard values greater than 0.7 

(Hair et al., 2022). The structural model, on the other hand, is used to measure the relationships 

between latent variables, with assessments based on the coefficient of determination (R²) and 

F-square (F²) values. Hypothesis testing is performed through Path Coefficient analysis, 

involving the calculation of T-statistics and P-values. A hypothesis is considered significant if 

the T-statistics value is greater than 1.65 and the P-value is less than 0.05 (Hair et al., 2022). 

This method ensures the validity of the research model and identifies significant relationships 

between the research variables. On the basis of the aforementioned hypotheses, we build our 

conceptual framework as shown in Figure 1. 
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         Figure 1. Research Model 
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4. Result 

There are 203 respondents, and the demographic summary and overview of purchases 

made through live streaming social commerce include gender, age, residence, highest or 

current level of education, employment status, housing status, monthly income, and purchases 

made through live streaming social commerce within the past six months. The demographic 

summary of the respondents and the overview of live streaming social commerce purchases 

can be seen in Table 1. 

Tabel 1. Demographic Respondents 

Demographic Variabel  Amount Percentage 

Gender Perempuan 126 62,1% 

Laki-laki 77 37,9% 

Age 12-15  3 1,5% 

16-19   35 17,2% 

20-23  110 54,2% 

24-26  55 27,1% 

Residence Jakarta Timur 38 18,7% 

Jakarta Barat 56 27,6% 

Jakarta Selatan 57 28,1% 

Jakarta Pusat 38 18,7% 

Jakarta Utara 14 6,9% 

highest or current 

level of education 

< High School/Equivalent 13 6,4% 

High School/Equivalent 109 53,7% 

Diploma 10 4,9% 

Bachelor/Applied Bachelor 71 35% 

Postgraduate 0 0% 

employment 

status 

Students 113 55,7% 

Self-Employed/Entrepreneur 20 9,9% 

Government Employees 15 7,4% 
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Demographic Variabel  Amount Percentage 

Private Employees 48 23,6% 

Others 7 3,4% 

housing status Family Home 128 63,1% 

Apartment 27 13,3% 

Boarding House 40 19,7% 

Student Dormitory 4 2% 

Others 4 2% 

monthly income < Rp 1.000.000  20 9,9% 

Rp 1.000.000 – Rp 3.000.000 72 35,5% 

Rp 3.000.001 – Rp 5.000.000 56 27,6% 

Rp 5.000.001 – Rp 7.000.000 40 19,7% 

> Rp 7.000.000 15 7,4% 

purchases made 

through live 

streaming social 

commerce within 

the past six 

months 

5 Times 67 33% 

7 Times 56 27,6% 

9 Times 41 20,2% 

> 10 Times 39 19,2% 

Based on the convergent validity test results obtained using SmartPLS 4, it can be seen that 

the factor loadings on each construct are as follows. 
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Figure 2. Research Model 

Convergent validity is tested through the outer loading values and Average Variance 

Extracted (AVE) to determine the extent to which the indicators within a construct are 

correlated. When convergent validity is met, the indicators used accurately represent the 

intended construct (Hair et al., 2014). Each indicator within a construct must have an outer 

loading value greater than 0.70. A high outer loading value indicates that these indicators have 

a high degree of similarity and consistently support the construct they represent. This suggests 

that the indicators have accurately represented their respective construct (Hair et al., 2014). 

The AVE value represents the average variance extracted from a set of indicators used within 

a construct. If the AVE value reaches or exceeds 0.50, it indicates that the construct explains 

more than half of the variance of the measured indicators (Hair et al., 2014). Table 4.7 presents 

the initial outer loading values in the context of live streaming on social commerce. An 

indicator is considered reliable if it has a composite reliability value greater than 0.70 (Hair et 

al., 2022). A construct is considered to meet the reliability criteria if the Cronbach's Alpha 

value is equal to or greater than 0.70, indicating an acceptable level of consistency (Hair et al., 

2022). Table 1 shows the values for convergent validity and reliability. 

Tabel 2. Convergent Validity and Reliability 

Construct Item Loadings Cronbach’s 

Alpha 

Composte 

Realibility 

AVE 

Impulsive Buying IB1 0.834 0.927 0.945 0.880 

IB2 0.901 

IB3 0.886 

IB4 0.880 
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Construct Item Loadings Cronbach’s 

Alpha 

Composte 

Realibility 

AVE 

IB5 0.897 

Arousal A1 0.819 0.919 0.940 0.870 

A2 0.818 

A3 0.869 

A4 0.922 

A5 0.916 

Streamer 

Interaction 

SI1 0.727 0.884 0.916 0.829 

SI2 0.930 

SI3 0.735 

SI4 0.831 

SI5 0.902 

Visual Appeal VA1 0.698 0.910 0.935 0.863 

VA2 0.956 

VA3 0.912 

VA4 0.946 

VA5 0.772 

Time Pressure TP1 0.775 0.901 0.927 0.848 

TP2 0.836 

TP3 0.852 

TP4 0.907 

TP5 0.863 

 

The R² value is categorized into three levels 0.75, indicating a strong relationship 0.5, 

indicating a moderate relationship and 0.25, indicating a weak relationship (Hair et al., 2014). 

The results of the determination coefficient testing for live streaming in social commerce can 

be seen in Table 2. 

Tabel 3. R² 

Construct R² R² 

Adjusted 

Information 

A 0.774 0.771 Strong 

IB 0.844 0.842 Strong 
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f² value of 0.02 indicates a small effect, 0.15 indicates a medium effect, and 0.35 

indicates a large effect (Henseler et al., 2009). Table 3 presents the results of the f² evaluation 

for live streaming in social commerce. 

Tabel 3 F² 

 A IB SI TP VA 

A   0.157     

IB      

SI 0.033  0.089     

TP 0.368  0.207     

VA 0.006      

Based on the evaluation results of f² for live streaming in social commerce, it was found 

that the variable with the greatest influence on variable A is TP, with a value of 0.368, 

indicating a large effect. For the IB variable, the most influential variable is TP, with a value 

of 0.207, indicating a medium effect. 

A hypothesis is considered accepted if the t-statistic value is greater than the minimum 

t-statistic value (1.65) and the p-value is smaller than the significance level (0.05). Table 4.16 

presents the results of the path coefficient and hypothesis testing in the study related to live 

streaming in social commerce. 

Tabel 4 Hypothesis Results 

Hypothesis Path 
Path 

Coefficient 
T Statistics P Values Conclusion 

H1 SI → A 0.165  1.635  0.051  Rejected 

H2 VA → A  0.079  0.893  0.186  Rejected 

H3 TP → A  0.666  5.854  0.000  Accepted 

H4 SI → IB  0.219  2.870  0.002  Accepted 

H5 TP → IB  0.423  3.294  0.000  Accepted 

H6 A → IB  0.328  3.190  0.001  Accepted 

Based on the hypothesis test results table above, the results of the hypothesis testing 

analysis can be explained as follows: 

• Hypothesis 1 in live streaming social commerce is rejected because it has a p-value > 

0.05 (0.051) and a t-statistic < 1.65 (1.635). 

• Hypothesis 2 in live streaming social commerce is rejected because it has a p-value > 

0.05 (0.186) and a t-statistic < 1.65 (0.893). 

• Hypothesis 3 in live streaming social commerce is accepted because it has a p-value < 

0.05 (0.000) and a t-statistic > 1.65 (5.854). 
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• Hypothesis 4 in live streaming social commerce is accepted because it has a p-value < 

0.05 (0.002) and a t-statistic > 1.65 (2.870). 

• Hypothesis 5 in live streaming social commerce is accepted because it has a p-value < 

0.05 (0.000) and a t-statistic > 1.65 (3.294). 

• Hypothesis 6 in live streaming social commerce is accepted because it has a p-value < 

0.05 (0.001) and a t-statistic > 1.65 (3.190). 

 

5. Discussion 

This study tests six hypotheses connecting Streamer Interaction, Visual Appeal, Time 

Pressure, and Arousal with Impulsive Buying in the context of live streaming on social 

commerce. The results indicate that the effect of Streamer Interaction on Arousal (H1) is not 

significant, which contrasts with previous studies such as Wang et al. (2019) and Xia et al. 

(2024). This may be due to unresponsive streamer interactions or unclear information, which 

triggers negative arousal such as confusion. Additionally, the effect of Visual Appeal on 

Arousal (H2) is also not significant, contradicting studies by Wiedmann et al. (2019) and Ngo 

et al. (2024), possibly due to excessive visual complexity that drains the cognitive resources 

of users. Conversely, Time Pressure has a positive and significant effect on Arousal (H3), 

supporting the findings of Ngo et al. (2024), where promotional time limits create excitement 

in consumers to make quick decisions. 

Furthermore, Streamer Interaction positively and significantly influences Impulsive 

Buying (H4), in line with the research of Dong et al. (2023), which indicates that effective 

interaction between streamers and users drives impulsive buying behavior. Similarly, Time 

Pressure positively affects Impulsive Buying (H5), supporting the findings of Huang et al. 

(2024), which explain that time pressure in special promotions can encourage impulsive 

purchasing decisions. Finally, Arousal also has a positive effect on Impulsive Buying (H6), 

consistent with prior research indicating that intense emotional states drive impulsive behavior. 

Overall, this study highlights the importance of Time Pressure and Arousal as key factors 

influencing impulsive buying behavior in live streaming social commerce. 

6. Conclusion, Implication, and Recommendation 

This study aims to evaluate the influence of Streamer Interaction, Visual Appeal, and Time 

Pressure on Arousal and Impulsive Buying in live streaming on social commerce using a 

quantitative approach with a survey of 203 Generation Z respondents. The results show that 

Streamer Interaction significantly affects Impulsive Buying, indicating that responsive and 

personalized communication from streamers can enhance impulsive purchases. Additionally, 

Time Pressure has a significant impact on both Arousal and Impulsive Buying, with 

promotional time limits creating urgency that drives consumers to make quick decisions. 

However, Streamer Interaction and Visual Appeal did not significantly influence Arousal, 

suggesting that their relationship with Arousal may be indirect or dependent on consumer 

perception. The study also highlights the important role of Arousal as a mediator that 

strengthens the relationship between Streamer Interaction, Visual Appeal, and Time Pressure 

with Impulsive Buying through emotions such as enthusiasm and euphoria. Theoretically, this 

study enriches the literature on impulsive buying behavior in social commerce, while 

practically, the findings provide guidance for businesses to optimize streamer interactions, 

visual appeal, and time-based promotional strategies to enhance consumers' impulsive 

purchasing decisions. 
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This study makes a significant theoretical contribution to the development of social 

commerce literature, particularly in the context of live streaming, by emphasizing the role of 

Streamer Interaction, Visual Appeal, and Time Pressure in influencing Impulsive Buying, and 

highlighting the role of Arousal as a mediating variable. The findings reinforce the theory that 

emotional factors, such as excitement, can be enhanced through interactive and visual 

elements, while time pressure acts as an effective external stimulus in creating purchase 

urgency. Furthermore, this research enriches insights on how digital technology, through real-

time interactions, builds emotional engagement between consumers and streamers. However, 

the lack of significant influence of Streamer Interaction and Visual Appeal on Arousal suggests 

that these factors may not always be strong enough to directly trigger consumer emotional 

excitement. 

Practically, this research offers guidance for social commerce businesses to design more 

effective live streaming marketing strategies. The significant effect of Streamer Interaction on 

Impulsive Buying requires businesses to choose responsive streamers who can build personal 

relationships with the audience, even if they do not directly affect Arousal. Furthermore, 

businesses should enhance visual elements to create an enjoyable shopping experience. Time-

based promotional strategies, such as exclusive discounts and countdown features, have been 

proven effective in creating urgency and driving impulsive purchases. By optimizing streamer 

interactions, visual appeal, and time pressure, businesses can improve the consumer shopping 

experience and increase the likelihood of impulsive buying, thereby competing more 

effectively in the digital age. 

Future researchers are advised to expand the scope of the study to include regions beyond 

DKI Jakarta to obtain more representative results from diverse cultural and demographic 

backgrounds. Additionally, involving respondents from different age groups, such as 

Millennials or Generation X, would allow for comparisons of intergenerational behavior in the 

context of live streaming social commerce. Future studies could also consider other relevant 

variables, such as trust in streamers, information quality, or social factors. 
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