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Study of the influence of psychological factors
on women's purchasing decisions during e-commerce livestream
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among women. Emotions, trust, and social influence play a key role in
this process. The practical significance of this study lies in the possibility
of helping women to better understand the factors that influence impulse
purchases, to avoid the influence of emotional stimuli and social pressure.
The findings of this study can be used to develop recommendations on how
people can effectively shop online

Keywords: impulsive spending; consumer psychology; emotions; social
influence; trust; deepfake
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INTRODUCTION

Live streaming has become an integral part of online shop-
ping, especially for women. Therefore, women need an
understanding of the psychological factors that influence
their purchasing decisions during live broadcasts. Under-
standing these mechanisms can bring more awareness and
protect the female audience from manipulation. Further-
more, research on this topic will help companies create
broadcasts and offers that meet the individual needs and
preferences of the female audience. On the other hand, if
this topic is not explored, women will make purchases less
consciously, which can lead to negative emotions after the
purchase. The present study is relevant because it can in-
fluence how this format will be developed in the future,
making it more focused on the needs and interests of the
female audience.

Research shows that the influence of emotions on con-
sumers’ intention to buy during e-commerce live streams is
important. L. Meng et al. (2021) note that emotional trust
and perceived emotional value are key mediators in the in-
fluence of various factors on purchase intention. These fac-
tors include the popularity of online celebrities, homoge-
neity (similarity between the consumer and the presenter),
product features, promotions, and the atmosphere during
the live broadcast. Emotional trust and perceived emo-
tional value fully mediate the effects of product and atmos-
phere, and partially mediate the effects of homogeneity and
promotions. At the same time, R.Z. Morteza et al. (2023)
note that to activate emotional states in consumers, re-
tailers should facilitate experiences. It is necessary to opti-
mise the purchase process so that the consumer enjoys it,
which is becoming a key factor in building loyalty. Retailers
should focus on creating a positive emotional experience
for consumers to gain their loyalty.

Y.K. Ifs & P. Hongal (2024) noted that it is important
that buyers should perceive positively a product presenta-
tion that includes a clear and relevant product for this au-
dience and an influential broadcast presenter. C. Yu (2023)
showed that there is a certain pattern in how the emo-
tional manifestations of the seller affect sales during the
presentation of the product. At the beginning and end of a
presentation, emotions can be more effective because they
grab the audience’s attention and help build rapport. How-
ever, excessive emotion in the middle of a presentation can
irritate viewers and negatively impact their purchase deci-
sions. Therefore, the best strategy is to reduce emotional

displays in the middle of the presentation and focus on
product information. A. Basit et al. (2024) confirmed that
women are more likely to be emotionally involved in shop-
ping than men and are prone to compulsive behaviour in
this area. Notably, the role of customer trust in the seller
or its employees has a considerable impact on the decision
to make a purchase. W. Yan (2023) showed that positive
physical and emotional experiences gained from custom-
ers’ perceptions of a product can trigger positive behaviour
and become the basis for trust, which is a significant factor
in creating and strengthening relationships based on a cy-
cle of guarantees and the performance of these guarantees
and obligations. X. Pan (2023) identified that increasing
consumer trust in a brand and product is possible through
presenters demonstrating their expertise and knowledge.
This can lead to an increase in impulse purchases, as con-
sumers feel more confident in their choices after receiving
additional information from the presenter.

Summarising the cited studies in the field of online
shopping, aspects that are till understudied were identified.
One aspect is the extrapolation of these findings to consid-
er the gender of consumers. It is precisely the gender aspect
that can provide more insight into the context of emotional
impact during a product presentation. The next aspect that
should be highlighted is the identification and outlining of
triggers that lead to emotional shopping. Therewith, one
should not forget about the level of customer trust and how
it affects the purchase decision, whether the presenter’s ex-
pertise and knowledge influence the consumer’ choice. It
is also important to include the age aspect of consumers in
the analysis. All these ideas became the basis for setting the
goal and objectives of this study.

The purpose of this study was to investigate the psy-
chological factors that influence women’s impulse pur-
chases during live e-commerce broadcasts in Thailand. To
tulfil this purpose, the study set and completed the follow-
ing objectives: to identify the key psychological character-
istics of the female audience prone to impulse purchases
during live broadcasts; to investigate how online shopping
experience, frequency of purchases, age, and number of
platforms used contribute to impulse purchases; to analyse
the role of live broadcast hosts in building trust in prod-
ucts and online platforms; to identify what psychological
triggers are used to push women to impulse purchases dur-
ing live broadcasts.
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The following hypotheses were put forward in the
study:

H1. The credibility and attractiveness of the presenter
positively influence the perceived pleasure of watching the
broadcast, which leads to impulse purchases.

H2. The emotional impact of live broadcasts (excite-
ment, pleasure) contributes to impulse purchases.

H3. Psychological factors (emotional arousal, fear of
missing out on a favourable offer, social influence) influ-
ence women’s impulse purchases.

LITERATURE REVIEW

Live streaming is changing e-commerce buying decisions
by focusing on Live Streaming Commerce (LSC). LSC is
an e-commerce service where sellers communicate with
consumers through live streaming, while consumers can
place orders in the same system (Wang et al., 2022). Com-
pared to conventional commerce and social commerce, live
commerce is considerably improved in terms of interactiv-
ity, visualisation, entertainment, and professionalization.
Notably, this was facilitated by the COVID-19 pandemic
(Ma et al., 2022; Tan, 2023).

In the pursuit of visual appeal, it is important for con-
tent creators to be mindful when using deepfake technol-
ogy, which synthesizes human images using artificial in-
telligence. While deepfake technology has the potential to
create highly realistic video and audio, it also introduces
complexities in how we perceive reality. The psycholog-
ical impact of deepfakes is multifaceted, and its implica-
tions for individuals and society should be carefully con-
sidered (Qureshi & Khan, 2024). But on the other hand,
such an innovative component of live streaming as aug-
mented reality considerably improves the shopping expe-
rience. Augmented reality offers benefits such as enhanced
product visualisation, virtual try-on, and enhanced cus-
tomer engagement that build trust and reduce purchase
uncertainty (Chodak, 2024). In addition, Q.-M. Ying &
K.-R. Kim (2022) proved that the higher the service and
interactivity of the live streaming function, the higher the
consumer’s purchase intention and relevance.

Deepfakes, according to Y. Chen (2024), can present
significant business opportunities for brands looking to
engage their target audiences in innovative ways and re-
duce marketing costs. Deepfake technology allows firms
to create convincing but fake media, such as videos and
images, by digitally manipulating a person’s likeness. This
can be used to extend the reach of influencer marketing
campaigns, showcase products on models with different
characteristics, and create personalized ads. However, the
use of deepfakes in advertising also raises legal considera-
tions around intellectual property rights, advertising rules,
and consumer trust. At the same time, H.A.D.M. Arach-
chi & G.D. Samarasinghe (2024) suggest that creative
Al technologies, such as deepfakes and generative ad-
versarial networks, can be used to make and edit audio
and video material in advertising in new ways, leading to
positive consequences in the minds of target consumers.
L. Whittaker et al. (2021), in turn, define deepfakes as

digital content created via machine learning and artificial
intelligence technology that is generating interest among
marketers and the general population, though often por-
trayed as a “phantom menace” in the media. The authors
argue for a balance (i.e., situations where all stakeholders
benefit) and see the development of “deep fakes” as a “new
hope” for marketing.

R. Zhou & L. Tong (2022) showed that emotional trust
and perceived emotional value are key mediators in the in-
fluence of factors on purchase intention. Specifically, emo-
tional trust and perceived emotional value fully mediate
the effects of product and atmosphere, and partially me-
diate the effects of homogeneity and promotions. L. Li et
al. (2024) and Y. Wang (2024) found that the similarity,
attractiveness, professionalism, and interactivity of pre-
senters have a positive impact on consumer emotions. The
attractiveness of the presenters has the greatest positive
impact on consumer satisfaction, followed by likability,
professionalism, and interactivity. However, a prominent
level of viewer engagement can reduce the impact of simi-
larity and attractiveness of the hosts on consumer satisfac-
tion. On the other hand, there are studies that show that
trust, professionalism, interactivity, and attractiveness of
e-commerce sites have a considerable positive impact on
the value perceived by customers and the customer flow
experience. The value perceived by customers and the cus-
tomer flow experience have a positive impact on the stable
retention of customers in live broadcast rooms. Further-
more, these factors act as mediators between the charac-
teristics of e-commerce anchors and sustainable customer
retention (Qi & Xiaoli, 2024).

Studies by G.R. Lakhan et al. (2021) and H. Li et
al. (2023) investigated the formation of consumer inten-
tions for live e-commerce purchases. The research data
support the conclusion that engaging opinion leaders and
adding entertainment content to product presentations
drives more purchases during live streaming. The factors
that X. Pan (2023) identified in his study that:

e influence the purchase decision are product quality;

e qualifications and abilities of the hosts;

® pricing policy;

e bilingual way of selling goods;

e combination of sales with lectures during live
broadcasts;

e brand trust.

W.H. Li et al. (2024) took a different approach to the
factors of influence, suggesting that the factors influencing
the purchase decision during live broadcasts include posi-
tive characteristics of the hosts; active interaction between
customers during live broadcasts; high level of trust in
the brand and the host; clear and straightforward product
value. R. Xu & B. Ding (2023) found that the factors that
influence consumers’ purchase intention are the host’s pro-
fessionalism, product content (quality, certification), the
atmosphere of the living room stage, and the third-party
warranty and service (logistics service).

Y. Huang & L. Suo (2021) examined the factors influ-
encing Chinese consumers’ impulsive purchasing decisions
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during e-commerce live streams. Four main factors were
considered: price promotions, time pressure, interperson-
al interaction, and visual appeal. The findings of the cited
study showed that all the above factors have a considerable
positive impact on impulsive buying decisions. Specifically,
price promotions and visual appeal were the key factors.
Factors that trigger impulsive consumer buying behaviour
during e-commerce livestreams include marketing incen-
tives (discounts for a promotion), scenarios (interaction
with an anchor), and individual characteristics (positive
emotions) (Sun, 2020). Notably, if the customer believes
that the product is excellent value for money, this can
evoke positive emotions and increase brand trust, which
ultimately leads to a purchase.

It is important to understand customer psychology
and use the S-O-R (stimulus-organism-response) the-
ory to analyse the impact of live streaming on impulsive
buying decisions. The theory suggests that external stim-
uli, such as visual content, interaction with the streamer,
and comments from other viewers, trigger emotional and
cognitive reactions in consumers, which influence their
behaviour and purchase decisions (Min & Tan, 2022; Cai
& Lan, 2024). X. Xu et al. (2020) show that consumer psy-
chology, on which sales promotion during live broadcasts
is based, is driven by an emotional component, cognitive
processes, and parasocial interaction.

MATERIALS AND METHODS

The study was conducted through questionnaires and in-
terviews. The questionnaires were distributed among the
participants of the online broadcasts, among female repre-
sentatives, regardless of age, income, education, and profes-
sion. A total of 554 questionnaires were collected, of which
154 were used for pilot testing and 400 — for the main study.
The sample size (n = 554) was determined using the general
statistical formula of z-value with a confidence level of 95%
(z=1.96) and a maximum margin of error of 5% (E = 0.05):

_ z2(p)*(1-p) _ 1.96%%(0.5)x(1-0.5) _
E2 N 0.052 =

4-00’ (1)

where: p - the probability of an event (in this case, a pur-
chase while watching a live broadcast), which is assumed to
be 0.5 for the maximum sample size.

The questionnaire was developed based on existing
research and adapted to the context of the study. The re-
spondents were women living in the Philippines, East Ti-
mor, Thailand, Singapore, Myanmar, Malaysia, and Laos.
The questionnaire included questions about demographic
data (age, income, education, place of residence); questions
about the experience of online shopping and watching live
broadcasts; questions about the perception of live broad-
casts as a way of shopping (emotions, trust, purchase in-
tention); questions about the influence of various factors
on the perception of live broadcasts (host, content, prices,
discounts). All variables were assessed on a 5-point Likert
scale. Pilot testing was conducted to verify the reliability
and validity of the questionnaire.

Study of the influence of psychological factors...

Age distribution:

e 18-24 years (25%) - young women actively use
social media and mobile applications, which makes them
prone to watching live broadcasts and impulse purchases;

® 25-34years (35%) - the largest group of young pro-
fessionals and young mothers. They are interested in a vari-
ety of products and services offered during live broadcasts;

® 35-44 years (25%) - a group of women who tend
to have stable incomes and families. They are looking for
quality products and convenient ways to shop that offer live
streaming;

® 45-54 years (10%) - a group that is less active in
online shopping, but some women in this age group may
be interested in live streaming, especially for health and
beauty products;

® 55+ years (5%) is the group least active in online
shopping, but some women may use live broadcasts for so-
cialising and sometimes for shopping.

Breakdown by income level:

e below average (15%) - the group is interested in
live broadcasts that offer discounts and affordable products;

e average (40%) - the largest group that has enough
money to make regular purchases during live broadcasts;

e above average (30%) - the group that is looking for
quality and branded products that are often offered during
live broadcasts;

e high (15%) - the group is interested in exclusive
products and personalised offers during live broadcasts.

SPSS 22.0 software was used to analyse the data. De-
scriptive statistical analysis, regression analysis, and me-
diation test were conducted. This approach reveals a con-
nection between the characteristics of online celebrities,
the atmosphere of the live broadcast, perceived emotional
value, and consumer purchase intent.

The second stage of the study included an experiment
(to test hypothesis H1) and interviews (to test hypotheses
H2 and H3) and was conducted with the participation of
100 women who make online purchases. The format was
voice calls via WeChat. The experiment involved dividing
respondents into two groups (experimental and control).
The conditions of the experiment included participants in
the two groups were familiarised with the study and agreed
to take part; participants in the experimental group watched
the broadcast with an unfamiliar presenter; participants in
the control group watched the broadcast with a familiar
presenter. After watching the broadcast, all participants an-
swered a questionnaire, which included questions about the
presenter’s credibility and attractiveness (Do you know the
presenter of this broadcast? Do you believe the presenter’s
recommendations? Do you find the presenter attractive?
How would you rate your level of satisfaction with watch-
ing this broadcast? Have you made a purchase of the prod-
uct presented in this broadcast? How would you rate your
attitude towards this e-commerce platform?). Comparison
of the results of the two groups using statistical methods.

The interview included questions about:

e the emotional impact of live broadcasts (What emo-
tions do you experience when watching live broadcasts? Do

Scientific Bulletin of Mukachevo State University. Series “Pedagogy and Psychology”, Vol. 10, No. 3



(o)

Psychology

you make impulsive purchases under the influence of the
broadcast atmosphere? What factors contribute to the fact
that you make impulsive purchases during live broadcasts?);

e psychological factors (What psychological factors
influence your purchase decision during live broadcasts?
Do you feel afraid of missing a good deal during live
broadcasts? Do you pay attention to the comments and
reactions of other viewers during the broadcast? Do you
trust the hosts’ recommendations?). The study followed
all provisions of the Declaration of Helsinki (2013). All
survey participants were informed that the information
they provided would be used to create a study and subse-
quently publish its findings.

RESULTS

The e-commerce space has seen live streaming become
an integral part of the buying process, and consumer ex-
pectations have risen considerably. Specifically, the female
part of the audience wants more than just convenience in
online shopping. The audience expects an exciting, inno-
vative, and personalised shopping experience. A person-
alised shopping experience means that live stream hosts
interact directly with consumers, offering individually tai-
lored content, and creating an intuitive shopping experi-
ence. Consumers can interact with the hosts in real time,
ask questions, get technical clarification, and take part in
conversations. This personalised approach strengthens the
connection between the customer and the presenter, which
leads to increased trust and a higher probability of purchase.

Thus, a personalised shopping experience implies that
presenters understand the needs and preferences of their
viewers. They can use this information to recommend
products that are likely to appeal to consumers and create
a more engaging and enjoyable shopping experience. Per-
sonalised content for a female audience should have three
aspects: it should be engaging, innovative, and feature ce-
lebrities or experts relevant to the female audience as hosts.
E-commerce content creators need to create engaging con-
tent. Women are no longer satisfied with static product
presentations. They crave dynamic, interactive content that
captures their attention and evokes an emotional response.
This can include live product demonstrations, unboxings,
reviews, and even entertainment segments that make the
live stream interesting and engaging. It is also worth paying
attention to innovation and modify live broadcasts dynam-
ically according to the trends of interesting content for the
female audience. As live streaming becomes increasingly
popular, consumers are constantly looking for new and in-
novative formats. This can include using augmented reali-
ty (AR) technology for virtual clothing try-on, interactive
polls and games, and collaborating with influencers or ex-
perts to provide unique insights.

Women consumers appreciate a personalised ap-
proach. They want to feel that the live streamers under-
stand their individual needs and preferences. This can be
achieved by recommending products based on previous
purchases or interests, addressing viewers by name, and
creating a sense of community during the live stream. A

(o]

personalised shopping experience not only satisfies con-
sumer desires but is crucial to the success of e-commerce
platforms. When women feel valued and heard, they are
more likely to return to live streams, trust the hosts’ recom-
mendations, and ultimately make purchases. One notable
effect of deepfakes is the potential impact on trust in infor-
mation. As deepfake technology becomes more advanced,
distinguishing between genuine and fabricated media can
become challenging. This may lead to increased scepticism
about the authenticity of various video and audio content.
Such scepticism could contribute to a broader climate of
uncertainty, affecting how people perceive and interpret in-
formation and potentially impacting public discourse. Ad-
ditionally, deepfakes have the ability to influence emotions
and perceptions by depicting individuals in scenarios they
have never experienced, which can lead to misunderstand-
ings and misconceptions. When deepfakes involve public
figures, they can sway public opinion and affect reputations
and mental well-being. In the realm of online commerce,
it's important to address how deepfakes might influence
consumer trust in hosts, products, or companies, poten-
tially affecting sales dynamics.

The following factors influence the intention of the fe-
male audience to purchase a product during a live broad-
cast: homogeneity, promotions, product, and atmosphere.
Homogeneity is defined as the consumer’s perception of
similarities between themselves and the live stream host
(e.g., shared interests, values, demographic characteris-
tics). Promotions work through incentives to act by creat-
ing unique offers that have certain restrictions. Targeting
the female audience through various incentives and offers
used to encourage purchases during live streaming (e.g.,
discounts, gifts, limited offers) can help boost sales. There-
with, the product should be interesting and of high quality,
meeting the preferences of the target audience. Finally, the
most influential factor that influences women to make pur-
chases during live streams is the overall feeling or mood
created during the live stream, including visuals, music,
audience interaction. However, the impact of these factors
on purchase intention is indirect. It is mediated by two key
emotional factors: emotional trust (the feeling of trust and
connection that the consumer develops towards the live
stream host) and perceived emotional value (the consum-
er’s perception that the product or service promoted during
the live stream can evoke positive emotions or satisfy emo-
tional needs). In other words, if the product and atmos-
phere do not evoke positive emotions and build trust, they
will not influence the consumer’s desire to buy the product.

In the context of the present study, it is necessary to
highlight the key psychological factors that influence
women during live shopping. These include the emotional
factor, trust and authority, and practical aspects. The emo-
tional factor is reflected in the excitement and satisfaction
of viewers during the live broadcast, in the fear of miss-
ing benefits, in increased communication with other live
viewers. The atmosphere of a live broadcast can be dynamic
and exciting, creating emotional excitement and a sense of
satisfaction. This can lead to impulsive purchases. Fear of
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missing out (FOMO) is created by offering limited-time
deals, exclusive discounts, and an artificial sense of urgency,
which are often used during live events. They can cause fear
of missing out on a profitable purchase. These conditions
encourage women to make impulsive purchases to avoid
missing out on a “bargain”. The comments and reactions of
other viewers, as well as the hosts’ recommendations, can
considerably affect women’s purchasing decisions. It can be
difficult for women to resist the pressure of the environ-
ment when they see other people buying the same products.

Another group of psychological factors is trust and
credibility, which can include the influence of the pre-
senter and a sense of community. Live stream hosts often
become authoritative figures whom women trust. Their
recommendations, charisma, and attractiveness can have
a significant impact on the purchase decision. A sense of
community is vital. Live broadcasts can create a sense of
community and unity with other viewers. This can make
women feel more inclined to buy to be part of a group. The
third group of psychological factors is practical aspects.
They include convenience and time saving; variety and
exclusivity. Live shopping can be convenient and can save
time because there is no need to leave the house and look
for products in the store. Live streams often offer exclusive
products that are not available in other stores, which can
be of interest to women looking for unique items. Notably,
not all women are equally prone to impulse buying during
live broadcasts. Individual factors, such as age, personality,
income level, and online shopping experience, can also in-
fluence their behaviour.

Live e-commerce is becoming increasingly popular,
and more companies are using it to engage consumers. The
characteristics of live streaming hosts are an essential factor
influencing consumers’ impulsive buying behaviour. Emo-
tional contagion plays a key role in this process, as the emo-
tions of the presenters can be transmitted to the viewers
and influence their purchasing decisions (Fig. 1).

LSC offers a new online
shopping experience for
consumers and creates a
new channel of
communication between
sellers and consumers

LSC acts as a decision
support system in the
consumer decision-
making process

N

>
Streamers use the
entertainment features of
live streaming to increase
consumer satisfaction and
excitement

LSC improves
consumers’ perception
of products and online

stores at the stages of
information search and
purchase decisions

Figure 1. Advantages of LSC
Source: compiled by the authors of this study based on
Q.-M. Ying & K.-R. Kim (2022), L. Ma et al. (2022) and
G. Chodak (2024)

Thus, LSC allows merchants to exchange information
with consumers based on their needs and provide additional
services to customers. Consumers are willing to buy goods in
LSCs because of the relevant product information and pleas-
ant shopping atmosphere. Streamers, as intermediaries be-
tween sellers and consumers, use their independent identity
to increase consumer awareness of shopping and persuade
them to make online purchasing decisions. In other words,
the entertainment component encourages consumers to
make purchases. Entertainment content in live broadcasts,
such as humour, music, and interactive elements, creates
positive emotions among consumers. Therewith, consumers
satisfy their emotional needs. Positive emotions promote re-
laxation and stress relief, which is important for modern con-
sumers and for presenters to increase consumers’ propensity
to buy. Not to forget, entertaining content also helps to cre-
ate a more trusting relationship between consumers and the
brand, which increases the probability of a purchase. Enter-
tainment not only makes live broadcasts more interesting, but
also increases the perceived value of the product, both func-
tional (quality, characteristics) and emotional (pleasure, joy).

The essence of the content is no less important than the
person who delivers it. This statement is true regarding the
professionalism, authority, and popularity of the live broad-
casthost. Influential opinion leaders (bloggers, celebrities, ex-
perts) considerably influence consumers, which significant-
ly increases the probability of consumers making purchases.
The recommendations and opinions of such presenters are
perceived as more reliable, which increases the credibility
of the product. An opinion leader can emphasise the bene-
fits of a product and evoke positive emotions in consumers,
which increases the perceived value. Thus, entertainment
and opinion leaders are effective tools to stimulate purchas-
es in LSCs from a psychological standpoint. Businesses and
brands can use these factors to create more engaging and
compelling live streams that will drive consumers to pur-
chase. Emotions, such as excitement and pleasure, play a key
role in purchasing decisions during live broadcasts. In terms
of cognitive processes, cognitive assimilation is important,
but it has less impact on consumer behaviour than emo-
tions. Parasocial interaction means that feeling connect-
ed to the live stream host can considerably affect viewers’
emotions and behaviour. Therefore, it is important for live
streaming hosts to be attractive, create parasocial interac-
tion, and provide quality information to influence the emo-
tions and behaviour of viewers. For platforms, it is important
to create an environment that promotes positive emotions
and viewer engagement. From a psychological standpoint,
this will help to stimulate purchases in live broadcasts.

The theoretical study identified four categories of incen-
tives that influence women’s impulse purchases during live
broadcasts: profitability, emotionality, quality, and sociality.
To determine the psychological characteristics of wom-
en who make impulsive purchases during live broadcasts,
a study was conducted among residents of Southeast Asia
(Philippines, East Timor, Thailand, Singapore, Myanmar,
Malaysia, Laos). The empirical study revealed the following
factors that influence the purchase of live products (Table 1).
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Table 1. Influence of various factors on the perception of e-commerce and live streaming
No. Signs Average value of indicators

1 Online shopping experience Under a year of online shopping Many years of experience (3.82)
PpIng exp experience (4.01) VY P ’

) Frequency of purchases Make a purchase over Make a purchase less

! yolp 3 times a week (4.05) than once a week (3.81)

Lo Watch broadcasts more than Watch broadcasts less

3 Frequency of viewing live broadcasts

3 times a week (4.11)

than once a week (3.82)

Positive attitude towards online

Age and positive perception

Neutral or negative attitude towards

4 . . shopping: under 18 years (4.04); online shopping: over 55 years (2.25);
of online shopping 26-35 years (4.01) 45-54 years (2.39)

5 Age and level of engagement More engaged: 18-25 years (4.08); Less engaged: over 55 years (2.25);
in online shopping 36-45 years (4.06) 45-54 years (2.39)

6 Number of platforms Attracting customers who use more than Attracting customers who use one

3 platforms for online shopping (4.21)

platform for shopping (3.56)

Source: compiled by the authors

Table 1 shows that women with less experience of on-
line shopping (under a year) demonstrate a more positive
perception of e-commerce compared to those with many
years of experience. This may be due to the “novelty effect”
or the fact that consumers with more experience have high-
er expectations. According to the frequency of purchases,
the more often women shop online, the more favourably
they evaluate various aspects of the online shopping expe-
rience. Therewith, the frequency of viewing live broadcasts
affects positive attitudes, as women who watch broadcasts
more often demonstrate more positive perceptions. This
confirms the idea that frequent interaction with an e-com-
merce platform pushes women to make impulsive purchas-
es. In terms of age ratios and positive attitudes and engage-
ment, the most positive perceptions of online shopping are
observed in two age groups: under 18 and 26-35. At the
same time, the highest level of customer engagement is
demonstrated by the 18-25 and 36-45 age groups. This may
be explained by the different life stages and consumption
habits of these groups. This confirms the idea that prod-
uct usefulness and ease of purchase have a positive impact
on the perception of product usefulness and encourage
impulse buying. Therewith, women who use more live
streaming platforms demonstrate a more positive attitude
towards all aspects of online shopping. This shows that
viewers do not stay on a single platform but actively move
between them. This can be related to the search for better
offers or a variety of content. This supports the idea that
different content and price of a product affect the percep-
tion of satisfaction or usefulness, and therefore influence
impulse purchases.

The second stage of the study was to conduct interviews
with respondents to confirm or refute the three hypotheses:

H1. The credibility and attractiveness of the presenter
positively influence the perceived pleasure of watching the
broadcast, which leads to impulse purchases.

H2. The emotional impact of live broadcasts (excite-
ment, pleasure) contributes to impulse purchases.

H3. Psychological factors (emotional arousal, fear of

missing out on a favourable offer, social influence) influ-
ence women’s impulse purchases.

In addition, this stage of the empirical research made
it possible to make a detailed description of the shopping
experience in LSC.

The interview was conducted after watchinglive e-com-
merce broadcasts. To test the H1 hypothesis, an experiment
was conducted. The study participants were divided into
two groups. The first group of participants watched the
broadcast with a presenter they did not know and therefore
did not trust. The second group of participants watched the
broadcast with a presenter they knew and trusted. After
watching the broadcast, the participants were asked to rate
their satisfaction with the broadcast; indicate whether they
made a purchase of the product presented in the broadcast
without planning it; and evaluate their attitude towards the
e-commerce platform. The results of the study showed that
participants in Group 2 (with a familiar presenter) rated the
level of satisfaction from watching the broadcast 57% high-
er than participants in Group 1. Participants in Group 2
made impulse purchases 62% more often than participants
in Group 1. Group 2 participants rated their attitude to-
wards the e-commerce platform 48% more positively than
Group 1 participants.

Respondents tend to believe that hosts play a key role
in shaping the perception of products and brands, with
the majority of women trusting the recommendations of
streamers — 74.2% and influencing purchase decisions
through personal charisma, a significant number of women
(62.5%) consider hosts attractive, 58.3% of women consid-
er them competent. Therewith, 25% value social proof, i.e.,
they are guided by the comments and reactions of other
viewers. The results of the study confirm the H1 hypothesis
that the credibility and attractiveness of the host positively
affect the perceived enjoyment of watching the broadcast,
which encourages impulse purchases and leads to a more
positive attitude towards the e-commerce platform itself. In
this case, the theory of social influence and the theory of
emotional value are at work.
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Social influence theory states that people tend to adopt
the thoughts and behaviour of people they respect and
trust. A presenter whom viewers trust is perceived as an
expert, which makes their opinion more authoritative. An
attractive presenter can evoke sympathy and an emotional
connection with viewers, making them more likely to be
influenced by the former. Emotional value theory states
that people seek emotional connection and positive expe-
riences when consuming content. A presenter who is trust-
worthy and attractive can create a positive atmosphere,
which makes watching the broadcast more enjoyable and
emotionally charged. Positive emotions associated with
watching a broadcast can lead to a more positive attitude
towards the advertised product and e-commerce platform.

The results of the survey in relation to other blocks
of questions, namely the emotional impact of live broad-
casts. Live streams create an atmosphere of excitement
and fun, which is conducive to impulse purchases. 68.3%
of women said they feel positive emotions when watching
live streams, and 52.5% admitted to making impulsive pur-
chases under the influence of the atmosphere. Therefore,
they confirm the H2 hypothesis. The psychological factors
that push women to make impulsive purchases during live
broadcasts are emotional excitement, fear of missing out on
a good deal, and social influence (Fig. 2).

80%
70%
60%
50%
40%
30%
20%-
10%-

0% ‘ T \
Visual component Interactivity Sense of community

W Percentage of respondents who consider the aspect significant

Percentage of respondents who consider the aspect insignificant

Figure 2. The significance of live streaming aspects
Source: created by the authors

For women, the emotional component is impor-
tant, and the emergence of positive emotions during live
e-commerce broadcasts helps to encourage women as buy-
ers. This is influenced by the vivid presentation of goods
(71.7% of respondents noted the significance of the visual
component), interactivity (56.7% consider it important to
communicate with the streamer), and a sense of commu-
nity with other viewers (63.3% feel part of a community
while watching) create positive emotions that encourage
impulse purchases. Fear also reflects the psychological por-
trait of a woman who makes impulsive purchases during
live broadcasts. This is the fear of missing out on a lucrative
offer (Fear of Missing Out (FOMO). When limited ofters
are offered during live broadcasts (58.3% of respondents

Study of the influence of psychological factors...

admitted that they buy goods out of fear of missing out on
a discount), discounts and promotions create an artificial
sense of urgency and FOMO.

Social influence also complements the psychological
portrait of women who are prone to impulsive purchases
during live broadcasts. Comments and reactions from oth-
er viewers (72.5% of respondents read comments during
the broadcast), as well as recommendations from streamers
(74.2% trust streamers recommendations), create social
pressure and confirm the correctness of the purchase deci-
sion. Thus, women are more susceptible to the influence of
marketing incentives due to their greater emotionality and
social activity. These results confirm the H3 hypothesis. The
results of the study suggest that online shopping experi-
ence, frequency of purchases, age, and number of platforms
used are significant factors that influence the perception of
e-commerce and live broadcasts. The psychology of wom-
en is focused on an interesting and convenient shopping
format that has emotional elements: trust in the products,
attractiveness, and expertise of the host.

Among the factors influencing impulse purchases are
external (discounts, special offers, free delivery) and inter-
nal (fear, curiosity, psychological perception). Therefore,
the psychological traits of women that influence impulse
purchases are emotionality, curiosity, and social influence -
they evoke a desire to purchase impulsively. Therewith, one
should not forget about convenience and benefits. Shop-
ping during a live stream saves time and effort. In other
words, an effective combination of marketing incentives
aimed at arousing the emotional component and well-de-
signed promotional offers (time constraints, limitations on
the number of goods, price reductions) encourage women
consumers to make unplanned purchases under the influ-
ence of the above-mentioned mental properties.

DISCUSSION

The growing popularity of LSC requires an in-depth un-
derstanding of the psychological factors that influence
consumer behaviour. This study analysed the factors that
influence the behaviour of women who make impulse pur-
chases during live broadcasts. This study identified how
live broadcasts and presenters stimulate impulse buying
in women using a mixed methodology including online
surveys and interviews. The female audience of e-com-
merce live streams expects an immersive, innovative, and
personalised shopping experience. Therewith, psycholog-
ical feelings are important. Women, feeling positive about
themselves, are more likely to return to shopping during
live broadcasts and trust the presentations of the hosts. The
intention of a female audience to purchase a product dur-
ing a live broadcast depends on several factors, including
homogeneity, promotions, product, and atmosphere. A
sense of commonality with the presenter (shared interests,
values, demographic characteristics), which is confirmed
by a positive correlation between the number of platforms
used and all ten constructs studied.

The conclusions of this study about the key role of
the presenter were confirmed in other scientific studies.
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C.-W. Ki et al. (2024) believe that the involvement of on-
line celebrities can stimulate consumers’ emotions and
thereby increase their intention to purchase recommended
products. Y. Wang (2024) identifies a positive effect of the
influence of Internet stars on impulsive consumer buying
behaviour. Streamers play a vital role in stimulating im-
pulse purchases during live broadcasts. X. Li et al. (2024)
concluded that the personal qualities and professionalism
of presenters contribute to the formation of consumer
trust, especially cognitive trust. Interactivity and entertain-
ing content help to create a flow effect, especially concen-
tration, which encourages impulse purchases. Incentives
and offers, such as discounts, gifts, and limited-time deals,
can encourage impulse purchases. A quality and relevant
product is also a principal factor, as it forms the basis for
arousing the desire to buy. The overall experience of a live
stream, including visuals, music, and audience interaction,
also influences purchase intent. Notably, the impact of these
factors is mediated by emotional trust in the presenter and
the perceived emotional value of the product.

The conclusions of the present study about the cases
when the product and the atmosphere of the broadcast do
not evoke positive emotions and do not build trust, the
broadcast does not affect the consumer’s desire to make a
purchase are also consistent with the findings of other stud-
ies. J. Cao et al. (2022), who examined the impact of self-ef-
ficacy and perceived value on customer engagement in a
live streaming commerce environment, found that over-
all self-efficacy positively influences perceived usefulness,
perceived entertainment, and live streaming self-efficacy;
perceived usefulness, perceived entertainment, and live
streaming self-efficacy have a positive effect on perceived
value; perceived value has a positive effect on customer ac-
quisition behaviour; and live streaming self-efficacy has a
positive effect on perceived value and customer acquisition.

It is important to understand customer psychology and
use the S-O-R theory. In the LSC context, the S-O-R theory
can be applied as follows: stimulus (S): live streaming with
all its elements (visual content, streamer, comments, limit-
ed offers). Organism (O): the psychological processes of the
consumer, such as emotional arousal, fear of missing out
(FOMO), social influence, perceived value, and trust in the
streamer. Reaction (R): impulsive purchase of a product.
Thus, the S-O-R theory helps to understand how a wom-
an’s psyche reacts to various aspects of live broadcasts and
how they influence and encourage her to make impulsive
purchases. C.-H. Lee & C.-W. Chen (2021) and Y. Qu et
al. (2023) also concluded that this stimulus-organism-re-
sponse (S-O-R) model explains how external stimuli (stim-
uli) affect internal states of a person (organism), leading to
certain behaviours (responses). Therewith, the attractive-
ness and expertise of the host has the greatest impact on
consumers’ propensity to make impulse purchases during
live broadcasts.

Sales promotion during live broadcasts relies on the
psychological aspects of consumers, such as emotions, cog-
nitive processes, and parasocial interaction. While cognitive

processes, such as rational product evaluation, play a role
in purchasing decisions during live streaming, emotions,
such as arousal and pleasure, have a more considerable im-
pact on consumer behaviour. Moreover, parasocial inter-
action, i.e., a sense of connection with the presenter, can
considerably increase the emotional response and encour-
age impulsive purchases. Thus, the emotional component
is key, and these findings are confirmed by other studies.
The main conclusion of the study by S. Cachero-Martinez
& R. Vazquez-Casielles (2021) is that to activate emotion-
al states in consumers, retailers must facilitate experienc-
es. The findings of N.B.O. Alvarado et al. (2020) suggest
that positive and negative emotions can trigger impulsive
buying behaviour, but negative emotions are stronger and
more prone to such an impulse.

The psychological factors that encourage women to
make impulse purchases during live broadcasts include
emotional excitement, fear of missing out on a good deal
(FOMO), and social influence. This is confirmed by the
study of the model of marketing strategies based on the use
of discounts and limited offers in C. Qing & S. Jin (2022).
Marketing strategies such as the use of discounts, limited
offers, and other tactics to encourage spontaneous purchas-
es. The findings of the study suggest that women’s percep-
tions of e-commerce and live streaming are influenced by a
range of factors, including their previous online shopping
experience, frequency of online shopping, age, and the
number of platforms they use. Therewith, women prefer
an interesting and convenient shopping format that has an
emotional impact, including trust in the products, attrac-
tiveness, and expertise of the host. The study found that
live broadcasts create an emotionally charged atmosphere,
which is reinforced by the fear of missing out on a good
deal (FOMO) and social influence. The role of presenters
is particularly important, as their charisma, expertise, and
attractiveness influence the perception of products and
brands, stimulating impulse purchases.

The above conclusions are partially consistent with
the study by B. Lu & Z. Chen (2021) in terms of the sig-
nificance of presenters and their values. Consumers who
share the values of broadcasters are more likely to trust
them and are more likely to buy the products they rec-
ommend; the significance of trust. Trust in the presenter
is a key factor in making a purchase decision. The theses
of this study refer to reducing uncertainty. Presenters help
to reduce consumer uncertainty about the product and the
seller, which increases the probability of a purchase; phys-
ical characteristics of broadcasters. Consumers who feel
physical likeness to broadcasters are more likely to buy the
products they recommend. This is inconsistent with the
findings of the present study. Interactivity, visual appeal,
and ease of shopping during live broadcasts are also cru-
cial factors. The study found that women who watch live
streams more often and use more platforms are more likely
to make impulse purchases. The conclusion of this study
on the significance of the visual component is confirmed
by E.M. Gonzalez et al. (2021), which emphasises the
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importance of visual presentation of products for female
consumers. Contextual saturation increases the perceived
emotional value of a product for women, which is a key
factor in shaping purchase intent.

This study provides valuable insights into understand-
ing the psychological mechanisms underlying women’s
impulse purchases during live broadcasts. Marketers and
business owners can use these findings to develop effective
strategies for attracting and retaining female customers in
the LSC industry.

CONCLUSIONS

The study found that live streaming in e-commerce sub-
stantially changes consumer behaviour, especially for wom-
en, by promoting impulse purchases. The study tested three
hypotheses, which were confirmed during the study. The
credibility and attractiveness of the presenter positively in-
fluence the perceived pleasure of watching the broadcast,
which leads to impulse purchases. Participants who watched
the broadcast with a familiar presenter rated their satisfac-
tion with the broadcast 57% higher than participants in
Group 1. Participants in Group 2 made impulse purchases
62% more often than participants in Group 1. Group 2 par-
ticipants rated their attitude towards the e-commerce plat-
form 48% more positively than Group 1 participants. The
emotional impact of live broadcasts (excitement, pleasure)
contributes to impulse purchases. 68.3% of women said
that they experience positive emotions while watching live
broadcasts. 52.5% admitted to making impulse purchases
under the influence of the created atmosphere.
Psychological factors (emotional arousal, fear of miss-
ing out on a favourable offer, social influence) influence
women’s impulse purchases. Emotional factor: Vivid pres-
entation of goods, interactivity, and a sense of community
with other viewers create positive emotions that encour-
age impulse purchases. Limited offers, discounts, and pro-
motions create an artificial sense of urgency and fear of

Jiang et al.

This phenomenon is explained by a combination of
psychological, social, and technological factors, which
are triggers for impulse purchases. Psychological aspects
include emotionality, fear, social influence, and trust. Live
broadcasts evoke positive emotions in viewers, such as ex-
citement, pleasure, and a sense of community, which leads
to impulse purchases. Limited offers, discounts, and pro-
motions create a sense of urgency that increases impulsive
behaviour. Comments and reactions from other viewers,
as well as recommendations from streamers, confirm the
correctness of the purchase decision and encourage action.
The personal charisma, expertise, and attractiveness of
streamers build trust in the product and brand, which is an
essential factor in making a purchase decision.

Emphasising the technological aspects that encourage
women to make impulse purchases during live broadcasts,
the study identified the following: interactivity, visual ap-
peal, and convenience. The ability to communicate with
the streamer and other viewers in real time increases en-
gagement and drives impulse purchases. High-quality prod-
uct presentation, demonstrations, and reviews stimulate an
emotional reaction and a desire to own the product. The abil-
ity to make a purchase while watching the broadcast simpli-
fies the process and prevents impulsive decisions.Social as-
pects that were identified in the study: parasocial interaction,
sense of community. A sense of connection with the stream-
er creates the illusion of a friendly relationship and increas-
es trust in recommendations. The feeling of belonging to a
community of viewers enhances emotional response and
promotes the adoption of group norms, including impulse
purchases. The study had certain limitations, such as the
small sample size and focus on the Southeast Asian market.
Further research could be aimed at investigating impulse
buying in different cultural contexts, as well as developing
more detailed psychological models of this phenomenon.
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[ocnig)xeHHs BNAIMBY NCUXONOriYHNX paKTOpiB Ha NPUAHATTSA XIHKaMM pillieHb
NpPo NOKYNKY nif Yac npamoro egipy B e/IeKTPOHHIN Komepuil

AHorauis. Oxpim YouTube ta Instagram, 3’saBumnuca HOBi InaTgopMu 1A MpsAMOI TPAaHCIALIT eleKTpoHHOI KoMepuii
(TikTok Shopping, Amazon Live), mo BifkpyuBae HOBi MOXIMBOCTI [/ B3a€MOJIIl 3 ayAUTOpi€l0 Ta CTUMY/IIOBAaHHS
npopaxis. JKiHkyM, IIyKaroun eMONifiHOrO Ta iHTepaKTMBHOTO JJOCBifly, CXM/IbHI 3[iJICHIOBaT! iMITy/IbCMBHI MOKYTIKI
IIif 9ac mpAMMX TpaHCoAnii. CaMe ToMy HeoOXifHO focmignTy 1o TeMy. MeTOI0 IaHOTO HOCTiIPKeHHA 6Y/I0 BUBUUTH
IICUXOJIOTi4HI YMHHMKY, AKi BIUIMBAIOTh HA IMITyJIbCHBHI IOKYIKM JKiHOK IIif 4ac Heperiapny npaMmux edipis Ta
BM3HAYUTH IICUXOJIOTIYHI XapaKTepUCTUKIU XKIHOK, fAKi 3HiJICHIOIOTh IMITy/JIbCMBHI NOKYIKM IIiJ 4ac mpAMux edipis.
Jocmif>xeHHA BKII0YalIo aHKeTyBaHHA Ta iHTepB’Io 3 )KiHKaMU, AKi MpoXKuBaloTh Ha Qiminminax, y CXilIHOMy Tumopi,
Tainanpi, Cinranypi, M’ anmi, Maraiisii ta Jlaoci. OCHOBHI BUCHOBKY IIOJIATAIOTH y TOMY, L0 HOCTII>)KEeHHA BUABUIIO
IICUXOJIOTiuHi (paKTOpM BIUIMBY Ta IICHXOJIOTIYHI XapaKTePUCTUKM >KIHOK, AKi 3HiMICHIOIOTh IOKYIIKM IIifl Yac IpAMUX
edipiB y cdepi enexrponnoi komepuii. Ilcuxosnoriyni 0co61MBOCTI BKII0YAIOTh €MOLIMHICTD Mif yac meperany (68,3 %
PECHOHJIeHTIiB), CTpaX IPONYCTUTH BUTifHY Iponosunio (58,3 % pecHOHAeHTIB) Ta HiffaBaTHCA BIUIMBY iHIINX
ApaviB Ta cTpiMepis (74,2 % moBipsioTh pekoMeHpaniaM). I[Icuxooriyni ¢pakTopy BKIOYAIOTh Habip TEXHOMOTIYHNX
Ta COLja/IbHMX CKIafoBuX. TeXHOOri4HI paKTOpY BKIIOYAIOTh iIHTePAaKTUBHICTD Ta CIIJIKYBaHHSA B PEXXVMI peabHOTO
vacy (56,7 % BBaXKalOTb Lje BaXXIMBUM); Bi3yaJbHy IpUBaOIUBICTb Ta eMOHCTpaliio ToBapy (71,7 % BBaXKaloTb Lie
BXIVMBUM); 3PYYHICTb 3iJiICHEHH:A IIOKYIOK Iif vac nepernany. ConianbHi ¢akTopy BKIIOYAIOTh IapacolliabHy
B3a€EMOJIiI0 3i cTpiMepoM, Bif9yTTA cninbHOCTI 3 iHmMMM rafadamu (63,3 %). JocmifykeHHA TaKo>K BU3HAYUIO POTIb
Be[ly4MX, 5IKa Bifirpae 3HauHy poib y GOpMyBaHHI JOBIpK 0 IIPOAYKTY Ta OHJIAH-IIaT¢opMu: GOpMyBaHHA LOBipU
Io ImpopyKTy Ta OpeHny (74,2 % NOBipAIOTh peKOMeHJallifAM); BIUIMB Yepe3 Xapu3My, eKCIIepTU3y Ta IpUBabINBiCTh
(62,5 % BBaXkaroTh ix mpuBabMUBYUMY, 58,3 % — koMueTeHTHUMM). [IpsAmi edipy epeKTUBHO CTUMY/IIOIOTD IMITY/IbCUBHI
TOKYTIKM cepefi XKiHOK. KTio4oBy poib y 1boMy IpOIieci BifjirpaloTh eMo1lii, foBipa Ta colliaabHuit Bus. IIpakTudne
3HAYeHHA JJOCIKEHHA II0JIATa€ B MOXK/IMBOCTI JOIIOMOITY XXiHKaM Kpalle 3po3yMiTi ¢pakTopy, AKi BIUIMBAIOTb Ha
iMITyTbCMBHI TOKYIIKM, YHMKHYTY BIUIMBY €MOLIHMX CTMMYJ/iB Ta COLjiaIbHOTO TUCKY. Pesynbratm mocmimKeHHA
MOXYTb Oy T BUKOPUCTAHI /I pO3pOOKM peKOMeH/Iallill II0f0 TOTO, K e(eKTUBHO 3[iICHIOBATI IIOKYNIKY B IHTepHeTi

Kniouosi cnoBa: iMITy/IbCVBHI BUTpaTy; IICUXOJIOTiA CIIOXKIBAYa; eMOLil; collia/IbHNIT BIUIUB; oBipa; deepfake
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