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ABSTRACT

This study aimed to investigate the factors influencing unplanned purchasing behavior during TikTok
live streaming among Chinese adolescent consumers. A quantitative research design was employed, and the
sample consisted of 385 Chinese adolescents, determined using Cochran’s (1963) formula with a 95%
confidence level and a 0.05 margin of error. The participants were selected through accidental sampling from
adolescents residing in Guangxi Province who met the inclusion criteria: being 15-25 years old, having
watched TikTok live broadcasts, and having purchased products from live commerce at least once. Data were
collected using a questionnaire and analyzed using descriptive statistics, including frequency, percentage,
and standard deviation.

The findings revealed that the factors influencing impulsive buying behavior among adolescent
consumers were at a high level. These factors included hedonic browsing (X = 3.97), information quality (X
= 3.96), content quality (X = 3.95), streamer interaction (X = 3.93), emotional response (X = 3.92), social
presence (X = 3.91), and emotional engagement (X = 3.89). The results indicate that enjoyment, information
quality, and the interactive atmosphere of live streaming are key elements that strongly influence impulsive
purchasing decisions among adolescents on the TikTok platform.

The study further demonstrates that emotional mechanisms and participatory experiences within
live streaming play critical roles in persuading viewers, while high-quality content and clear information
enhance credibility and reduce decision-making risk. From a digital marketing strategy perspective, the results
highlight that sellers and brands can enhance the effectiveness of live commerce by designing emotionally
engaging experiences, compelling storytelling, real-time interaction, and reliable information delivery. This
research also contributes to the broader understanding of digital consumer behavior by emphasizing the
significant roles of emotional and social interaction factors in shaping adolescents’ purchasing behavior in
the rapidly growing digital economy.
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TikTok vasfuslnadesuridu Juldedelsina nqudegfe uilaadesuridu 91uau 385 au lngld gnsves
Cochran (1963) fisgfuAnandesiu 95% wagAmnunainiadeu 0.05 Fadnidenngusegnareisnsguuuutady
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Usgnoudae Tadedumsviesuiiienumanmau (X = 3.97) Yedosuaunmaesdeya (X = 3.96) Tadesiu
ARt (X = 3.95) Tadeduuffuiuduesdinevenan (X = 3.93) thiufunisnouaussniansun (X
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Center [CNNIC], 2023)
nausegrslunsifenssdl Ao fuslnatosurniduluunmanined Usswedu Aiforgseuing 15-25 1
wazfluszaunisaflunisduranisanenenantitu TikTok usidiesanlianunsassysuiudssnsiomaldegng
Farau ilesnlifiguteyaiiduunduufuslnaioiunuraseigsuiungAnssunisiura TikTok Live lunama
N1198lAER3 (Guangxi Bureau of Statistics, 2023) 34ldgnsves Cochran (1963) TnuruunsysiuANUE et 95%

wagAAUARIALAGEUT 0.05 (5%) NaufieE iy 385 AU

Z*-p-(1-p)
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Tnersrumenlised
Z = 1.96 (szdunrandosiu 95%)
b = 0.5 (aunAlvidndaugsan elildunangusogiannme)
e = 0.05 (AANuAALAFDUTBBNSULS 5%)
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(1.96)% - 0.5(1 — 0.5)

(0.05)2
3.8416 - 0.5- 0.5

0.0025
3.8416 - 0.25

0.0025
0.9604

0.0025
= 384.16
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aumuuuldlinmilunisenenenanruTikTok $1uau 193 audadudosas 50.13 fanuilunisdeduduring
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AnudalauLaziiladg” uag e 3 “ileminisinauenadnassawazudanin” (X = 3.97) uazosiianfs o
4 “Wemilanuenfvnzauiasliigabe” (X = 3.91) muaau



A AN, Syl o waw 8139 Tnensd

Kun Zhang, Anchalee Chaisri and Samroeng Kaiyawong

n15197 5 Jadesnuuduiusvesyanenonan (Streamer Interaction)

Uadeauudunusvasgarenanda Auads  S.D.  uwlawa @
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fUslnATegusEu TikTok Live wuhanuaynauiukasmsiiujduiusfudoeiinanssdunistouuulallimaunuatig
Faau uonaniléh aonrdasty Zhang uay Zhao (2021) Aisvyinglda TikTok fojuiluuliunevauosions
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1. frunisviesiuiiaanawdniwdu (Hedonic Browsing) nan153danuin Jadudiunmsvieaiuiiie
AnsanmALTALRAsgean wansliiuinfosurnduld TikTok Wiemnuaynauulazaansnmdeniionnniy
N15919uNUT 0 AuATnenTe §edenadoetuauves Dinh et al. (2023) AfnwmgAnssuguilaaluviundedeny
paulail Wudwmmﬂ’mﬁaLLazﬂﬁza‘Ummil,%amsmiﬁ@w%waimmﬁawqﬁﬂiiums%aqué’uwé’u (impulsive
buying) uonanil fedenadeeiusuyes Chen et al. (2024) 1371 “Aannumdmnaulunisldan” (Perceived
Enjoyment) @ 40 aLF9UINAR BN1549 18 198 Flow waznisd owvululadarsunulunisatenendn
oehdlsfin naideillaiaenndosiunisideas Zhang (2020) fiszyhfuslnaunsdiuildunamiosufionnuiudia
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Audooulad ddldaanndasiu Lin & Liu (2020) fitinduilnatesuunanduliaruddniumsdiauefiiinmdnual
GPINHHRR T PRULHEIRART
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6. AUN15UINYAIN9F9AN (Social Presence) Han13ANBINUTT H¥u3anian1sdinus vy
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TngagungAnssunisdodudnlaglilinunurasnguiofuiu Wiudnswanniladeduaumannay
AruAsudautesteya waraunmusomitiaue Seduduildeddyiidmaronisiaduladodudlnglald
MUHUTEINTTUTIMITBvenans LN anasy TikTok vasfuilanfesurnivluunmanined uenaindidle
wodludmgul nedwivaivisatuayulima S-O-R (Stimulus-Organism—-Response) Inganansnaduisnalnnis
pouaussvasoguldogdaiudt duf1anidenwasismatiaueasgnussiananituensual anuddn uas
Usvaunmsainsfidiusi auhefiannelmiAanginssunisteaudlaglallinaun nuitelddudofndua
ilaludmauiifortunginssuguilanfivia Tnsianzluuiumvesmsternlaianiuiimauivlnegasingslu
Usenau Tnsnansideanmnsailuldidununmaliiuszneuns duisaudeoulat uasasadevuu TikTok
Uiudgenagninmiausdudliaenadesiunginssuvenguioiu wu nmaifivesduszneuanutuia nsld
demidauuandedeld msaauduiusiiasda uasnmsassusseinmanisiiduululadan Wedulonians
dinaulatoRuduuudunduldosnaiiussavsnmanndeiu

127




128

Journal of Integration Social Sciences and Development
Vol.5, No.2 (2025)

RIGILIE
1. Yaiauauuzigaulouny
1.1 aafguazmihisnuiumsinw msiimsduaiunsiiviviudedivalunguenvulasysanms
wdngns “nsivinsiude” (Media Literacy) uaz “nsivinviunisnainesulay” (Digital Marketing Awareness) Tu
sgdumsfne Welienvuannsoenuesdomidunslavan dilamaianimanludeding wasdnaula
v3lnAegaimana anlonafianginssunisteruudunduanusagdlanisensuel
1.2 MUy wwannasu TikTok kagyA1 AITATINNIATTIUNTONISAVUALLINIUTE “2TT8TUTIUY
denenandud” Midudesaugniesesteya aruilusda wasmslidaiduauiunes
1.3 psfiszuuiilviazuuumnanindedeveseviolarian 1y szuu *Verified Seller” #3038UU3H1
wuufinismsaey weadsanuiiulaliguilan Tnsamznduenauiidassaumsnilunisiadulade
2. forausuuzdun1sidenseoly
2.1 ﬁﬂquﬁﬂﬁmms%aquﬁfuwé’um’%wLﬂsmizmwﬂa;ui’as;uﬁ’umju;ﬂwaﬂumﬂaﬂmw
wwannasy TikTok
2.2 Awinsiuimnainifeevesdungiouseirentsiadulatoduduuudundusinu TikTok Live
2.3 Anwmavesnsidnagnsasiennuduiiia (Entertainment Strategy) fensteauuuuUSunEuUY
TikTok Tunguiasu

LONE1991984

China Internet Network Information Center. (2023). The 51st statistical report on Internet development in
China. CNNIC. https://www.cnnic.com.cn

Chen, J.,, Zhao, L., & Li, Y. (2024). Understanding consumer impulse buying in live streaming. International
Marketing Review. https://doi.org/10.1108/IMR-09-2024-0321

Chou, P. Y, & Yuan, S. T. (2022). Content relevance and engagement behavior on live streaming commerce
platforms. Journal of Retailing and Consumer Services, 68, 103071.

Cochran, W. G. (1963). Sampling techniques (2nd ed.). John Wiley & Sons.

Dinh, T. T. H., Nguyen, H. T., & Tran, D. M. (2023). A mediating model of the urge to buy impulsively in social
commerce. Journal of Retailing and Consumer Services, 71, 103244,

Gao, L., & Sun, Y. (2020). Emotional moderation and rational decision-making in online shopping. Journal of
Consumer Behaviour, 19(6), 597-609.

Guangxi Bureau of Statistics. (2023). Guangxi statistical yearbook 2023. China Statistics Press.

Guo, J, Li, Y., & Zhao, L. (2022). Social presence and trust formation in live commerce. Information &
Management, 59(8), 103682.

Hilvert-Bruce, Z., Neill, J. T., & Hamari, J. (2018). Social motivations of live-streaming viewer engagement on
Twitch. Computers in Human Behavior, 84, 58-67.

Huang, R., & Mohamad, M. (2025). Examining the impact of parasocial interaction and social presence on
impulsive purchase in live streaming commerce context. Frontiers in Communication, 10, 1554681.

Li, S., & Lee, C. (2021). Storytelling marketing and impulsive purchase in short video platforms. Journal of
Interactive Marketing, 55, 36-47.

Li, X., & Peng, Z. (2025). The trust-driven path to consumer engagement behaviors in live streaming commerce.
Journal of Interactive Business Research, 7(1), 44-59.

Liang, V., & Chen, C. (2021). Emotional stimuli and impulsive buying in live-streaming commerce. Frontiers in


https://www.cnnic.com.cn/

v s o . 2 P
A AN, Syl Toes waw dde lnedsd EERTe)

Kun Zhang, Anchalee Chaisri and Samroeng Kaiyawong

Psychology, 12, 749245,

Lin, C., & Liu, M. (2020). Visual appeal versus information richness: The drivers of impulsive purchase on live
streaming platforms. Journal of Internet Commerce, 19(3), 256-272.

Liu, H. (2021). Emotional fatigue and disengagement in live commerce. Journal of Digital Marketing Research,
33(5), 512-530.

Park, S., & Kim, H. (2020). Social expectation, self-presentation, and hesitation in online purchase.
Cyberpsychology, Behavior, and Social Networking, 23(10), 656—662.

Wang, S., Li, H., & Chen, X. (2023). Building platform trust for live stream commerce. Cogent Business &
Management, 10(1), 2482852.

Xu, R. (2020). The dark side of interactivity: When social interaction hinders purchase intention. Asia Pacific
Journal of Marketing and Logistics, 32(6), 1238-1255.

Zhang, Y. (2020). Entertainment motivation and online purchase intention: Evidence from Chinese social
media users. Asian Journal of Business Research, 10(3), 45-58.

Zhao, Y., & Wang, X. (2023). Emotional engagement and consumer loyalty in live-streaming commerce.
Journal of Retailing and Consumer Services, 74, 103464,

Zhao, Y., Wang, X., & Guo, J. (2024). Exploring how live-streaming in e-commerce influences consumers’ trust-

building. Frontiers in Psychology, 15, 1390411.



