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Abstract — The rapid development of digital
landscapes has significantly transformed consumer
shopping behavior, making e-commerce integral to
daily life in Indonesia. Generation Z, born and raised in
the digital era, represents a substantial segment of e-
commerce users with impulsive buying tendencies.
Although e-commerce is widely adopted, there is still a
limited insight into how social presence (SP) during live
streaming affects impulsive purchasing behaviors
within Generation Z. This research offers an in-depth
examination of how SP within e-commerce live
streaming platforms influences impulsive purchasing
behavior, framed by the Social Presence Theory. Data
were collected through online surveys from 263
Generation Z respondents with live streaming e-
commerce shopping experience. The proposed
hypotheses were tested through structural equation
modeling. The findings reveal that the presence of
livestream hosts and their product demonstrations
significantly improve perceived usefulness and positive
emotions, both of which spark impulsive buying urges
and actions. The study also highlights that the presence
of other viewers positively affects perceived usefulness
but not positive emotions.
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These findings emphasize the need for integrating
social components into live streaming to foster
interactive and emotionally gratifying shopping
experiences. The research contributes to the academic
field and offers practical insights for developing more
effective digital marketing strategies.

Keywords — Social presence, impulse buying
behavior, e-commerce live streaming, Generation Z,
perceived usefulness.

1. Introduction

Indonesia, with the fourth largest population
globally, reaching 279.6 million people in May 2024
[1], demonstrates significant social and economic
dynamics. The gender distribution in the country is
almost balanced between men and women [2]. Internet
penetration in Indonesia is substantial, with 185.3
million users, although approximately 93.4 million
remain without Internet access. Social media is
immensely influential, with 139 million active users
utilizing platforms such as Facebook, Instagram, and
TikTok [2], reflecting Indonesia's evolving digital
behavior.

The rapid advancement of digital technologies has
introduced substantial shifts across numerous areas of
life, particularly in how consumers engage with
shopping. E-commerce has become a central element
of the everyday lives of Indonesian consumers,
functioning as the primary option for their shopping
activities [3]. Generation Z, defined as individuals
born between 1997 and 2012 [4], represents a key
demographic group in digital consumer behavior
analysis, with a population of 74.93 million,
approximately 27.94% of the total population [5]. This
cohort, raised during the digital era, demonstrates
advanced technological and social media proficiency.
Nearly 54% of e-commerce consumers in Indonesia
belong to Generation Z, and 6.5% actively participate
as e-commerce players [5].
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As reported by the APJII (Indonesian Internet
Service Providers Association) [6], Generation Z
constitutes 34.40% of Indonesia's Internet users, with
strong participation in e-commerce shopping [7].
Driven by accessible information and attractive offers,
this generation tends to make more impulse purchases
than their predecessors [8]. These behavioral patterns
make Generation Z an essential demographic segment
for further research on online shopping behavior [9],
particularly in understanding the factors influencing
impulse buying decisions.

The acceleration of e-commerce growth was
significantly influenced by the COVID-19 pandemic,
which prompted a shift from physical stores to online
platforms [10]. In April 2020, online sales
experienced a sharp surge, increasing by 480%
compared to January 2020 [11]. Between 2018 and
2024, the e-commerce sector is projected to grow
eightfold, with total revenues rising from $12.2 billion
to $94.9 billion [12]. This upward trajectory is
predicted to sustain market dominance, driven by
continuous innovations from leading platforms, such
as Shopee, Tokopedia, TikTok, and Lazada, which
consistently adapt to meet the needs of a digitally
oriented consumer base. Among these platforms,
Shopee is the preferred e-commerce platform for
Generation Z [13] due to its engaging shopping
experience and competitive offers.

Although the growth of e-commerce with digital
marketing provides numerous benefits, particular
challenges remain. One notable issue is the need for
more social and human elements in the online
shopping experience [14], resulting in lower
engagement levels among Generation Z compared to
traditional markets [15]. This gap increases perceived
purchase risks and fosters uncertainty among
Generation Z consumers, thereby hindering
purchasing activity [16]. The lack of direct interaction
also  limits their access to  personalized
recommendations, a critical factor influencing
purchasing decisions [17]. Furthermore, the inability
to convey products’ emotional value through e-
commerce platforms may undermine consumer trust
and reduce impulse buying tendencies [18]. While e-
commerce offers convenience and accessibility, the
need for an engaging and satisfying shopping
experience remains a pressing challenge.

Overcoming barriers to online shopping in e-
commerce can be achieved by incorporating human
and social elements into the shopping process, such as
real-time interactions between customers and sellers
through chat or video calls. This approach enables
more personalized experiences and allows customers
to ask questions and receive immediate feedback [19].
Virtual and augmented reality technologies also
contribute significantly by enabling customers
particularly technologically adept Generation Z to
interact with products more engagingly, thus boosting
purchase confidence [20].
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In the ever-evolving digital age, innovation in e-
commerce is critical for creating immersive shopping
experiences tailored to the preferences of Generation

Z, who oprioritize interactive and satisfying
engagements.
Live streaming has emerged as a notable

innovation in e-commerce, serving as an effective
marketing medium. This approach overcomes
geographic and temporal limitations, enhancing social
presence (SP) in online transactions [21]. SP arises
from real-time interactions between hosts and
viewers, significantly boosting consumer engagement
and building trust in the showcased products [22].
Personalized communication further strengthens
emotional connections between consumers and
brands, influencing purchase intent and fostering
customer loyalty [23]. For Generation Z, who has been
immersed in the digital age, this interactive shopping
experience holds particular value. They seek products
that fulfill both social and emotional needs [24]. SP in
live streaming has the potential to drive impulse
purchases by creating an emotionally engaging and
urgent environment that compels viewers to act [25].
Live product demonstrations conducted by hosts
foster a sense of immediacy and relatability [26],
encouraging spontaneous purchasing behavior.

Although the pivotal role of Generation Z is live
streaming-driven, e-commerce is widely recognized
[27], a comprehensive exploration of the dynamics of
SP in their interactions still needs to be developed.
Existing studies on Generation Z's interaction with
emerging technologies, such as live-streaming e-
commerce, particularly concerning their SP and
psychological dimensions, still need to be completed
[28]. Generation Z is critical in driving the growth of
e-commerce and is expected to shape the future of
online shopping [29]. While a significant body of
literature has investigated the relationship between SP
and consumer behavior in e-commerce live streaming
[29], [30], there still needs to be a greater
understanding of how specific SP elements
individually or collectively influence impulse buying
behavior. Previous research has often treated SP as
either a unified construct [29], [31] or separate
components [25], [32] typically focusing on the SP of
live streamers, audiences, platforms, and the concept
of telepresence [33].

In contrast, the SP of the product is often
overlooked [34]. When shopping online, consumers
cannot immediately see, taste, or try products [35].
Therefore, the information conveyed through product
presentations in live streaming serves as an essential
clue for consumers in assessing product quality and
making purchasing decisions. Moreover, previous
research has generally relied on the impulse buying
urge as a proxy for actual purchases [30], [36].
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The impulse buying urge does not always lead to
actual impulse purchases [37], and the transition from
impulse buying urge to actual impulse buying can be
understood through behavioral circuitry [38].

This research addresses the current gap by
investigating how SP in live streaming e-commerce
impacts impulsive purchasing behavior among
Generation Z, utilizing Social Presence Theory as the
analytical framework [39]. This approach was chosen
for its ability to explain how SP affects consumer
perceptions and interactions in a live-streaming
environment [22]. Social Presence Theory facilitates a
more detailed analysis of how different SP elements
such as live streamer-audience interactions and
product presentations cultivate engagement and
connection, subsequently influencing consumer
behavior. The examination focuses on how elevated
SP enhances perceived usefulness and positive
emotions, which may trigger impulsive buying urges
that evolve into actual purchase behaviors. Various
previous studies have successfully applied Social
Presence Theory in multiple contexts, such as
education [40] and online shopping behavior [41],
reinforcing this theory's relevance and validity in this
study. Through the application of Social Presence
Theory, this study seeks to elucidate how perceived
usefulness and positive emotions mediate the
relationship between SP and impulse buying among
Generation Z. The findings are anticipated to make a
significant contribution to academic discussions and
marketing strategies in the digital age, offering
valuable insights for more precise and effective
marketing approaches. Consequently, this study
enhances the theoretical understanding of SP in digital
consumer behavior while providing actionable
recommendations for marketers to design more
engaging e-commerce live-streaming experiences and
effectively shape consumer behavior.

2. Literature Review

The literature review examines the elements
shaping impulsive purchasing decisions in the context
of e-commerce live streaming, particularly within
Generation Z. Three pivotal themes are explored: (1)
e-commerce live streaming as a vibrant and
transforming platform, (2) impulse buying behavior
and the affective-cognitive framework as lenses to
comprehend consumer urges, and (3) the Theory of
SP, which highlights social connections that boost
engagement and purchasing behavior in Generation Z.

2.1. E-commerce Live Streaming
Live streaming refers to content that allows
individuals to share real-time activities, such as

playing musical instruments, performing dances, or
gaming [42].
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In its early stages, live-streaming platforms were
primarily dedicated to gaming and entertainment [43].
With advancements in technology and changing
consumer preferences, live streaming has become a
vital element of marketing strategies, leading to the
emergence of e-commerce live streaming [44]. This
form of social commerce offers a more interactive and
dynamic experience [45]. E-commerce live streaming
can be divided into two categories: Dedicated
platforms with live streaming capabilities, such as
Shopee Live and Tokopedia Live [46], and social
media platforms incorporating e-commerce features,
like Facebook Live and TikTok [47].

Live-streaming platforms are more effective than
conventional website-based e-commerce at triggering
impulse purchases among Generation Z due to their
authentic and socially engaging experiences [9].
Streamers can display products in real-time, provide
detailed information, and try products live, creating
visual demonstrations that increase customer
engagement and trust [48]. In addition, customer
interaction in live-streaming sessions creates a more
cohesive community [49]. As a result, e-commerce
live streaming delivers a more immersive, genuine,
and visually dynamic shopping experience, drawing in
more potential buyers and boosting impulsive buying
behavior among Generation Z. The uniqueness of live
and real-time interactions makes live streaming e-
commerce a significant innovation in modern digital
commerce. Although this topic is increasingly
attracting the attention of researchers, existing
research focuses more on customer engagement and
purchase intent. At the same time, the impulse buying
aspect, especially for Generation Z, still needs
adequate attention [45], [50], [51]. Thus, this research
examines the literature concerning impulse buying in
e-commerce live streaming, explicitly focusing on
Generation Z.

2.2. Impulse Buying and the Affective-Cognitive Models

Stern [52] defines impulse buying as an unplanned,
spontaneous decision to make a purchase, reflecting a
form of unintentional consumer behavior. Although
often equated with unplanned purchases, they have
essential differences [53]. Unplanned purchases do
not always involve strong intentions and positive
emotions, as with impulsive purchases [54].
Generation Z consumers frequently encounter strong
temptations and exhibit difficulties in resisting
impulsive tendencies [55]. Amos et al. [56] outline
three critical characteristics of impulsive buying: It is
spontaneous,  disregards  potential costs  or
consequences, and is driven by a strong desire for
personal satisfaction. Current research focuses more
on the reasons behind impulse buying urges [34].
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Purchase decisions involve cognitive and affective
processes [57]. The cognitive approach analyzes
product attributes, while the affective approach
involves direct emotional reactions [58]. The
cognitive system plays a role in self-control, while the
affective system reduces this ability [59]. Impulse
buying is frequently characterized as a hedonistic
behavior driven by positive emotions and minimal
rational consideration [60]. Casado-Aranda ef al. [61]
suggest that impulsive buying is more closely related
to hedonistic motivations than utilitarian ones.

Complex online shopping demands a re-evaluation
of impulse buying mechanisms [34]. Studies show
that online purchases tend to be more rational due to
high uncertainty and risk [62]. Even though they are
encouraged to buy impulsively, consumers still judge
product quality cognitively [34]. Research shows a
correlation between impulse purchases and cognitive
factors such as site ease of use [63], site quality [64],
and risk perception [65]. Pham et al. [66] affirm that
the perception of usefulness also influences
impulsiveness. Measuring these behaviors is difficult
due to memory bias and participant responses [67].
The impulse buying urge for an impulsive purchase is
a reliable predictor of such behavior and is frequently
employed as a proxy indicator [34], [49]. Studies have
examined the impact of traditional e-commerce
external stimuli and personal characteristics, such as
materialism and FOMO (Fear of Missing Out), on
impulse buying urges [68], [69], [70]. However, some
researchers point out that impulse buying urges do not
always result in actual purchasing behavior [37], [71].
The transition from impulse buying urge to purchasing
behavior is understood through complex behaviors
[38]. The distinct features of live-streaming e-
commerce may present challenges to conventional e-
commerce insights, particularly in the context of
impulsive buying behavior among Generation Z.
Additional research is required to investigate how
emotional and cognitive elements shape the urges and
impulsive buying behaviors within live-streaming e-
commerce environments.

2.3. Theory of Social Presence (SP)

The theory of social presence emphasizes the role
of interpersonal interactions and the capacity of
communication media to transmit social signals,
fostering intimacy and psychological closeness [39].
In the beginning, scholars believed that SP levels were
primarily shaped by the technical features of the
media, such as the capacity to deliver both visual and
verbal signals [39]. Media such as video conferencing
and phone calls are more effective at increasing SP
than email [72]. Earlier research conceptualized SP as
a single-dimensional construct, evaluated by the
medium's effectiveness in transmitting warmth and
fostering psychological nearness [73].
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However, this approach needs to be narrower,
given the complexity of today's digital interactions,
where users communicate with other community
members, creating a shared psychological presence
[74].

Recent research recognizes social existence as a
multidimensional concept [75]. Singh et al. [76]
identify the three elements of existence in online
education: cognitive, pedagogical, and social.
Algharabat and Rana [77] explored Two Dimensions
of'social commerce: The SP of websites and consumer
reviews. Li ef al. [32] formulated a three-dimensional
framework for e-commerce live streaming,
encompassing the SP of streamers, viewers, and the
live streaming environment. Ming et al. [25] introduce
a four-dimensional model: The SP of streamers,
viewers, platforms, and telepresence. However, the
literature often ignores the social existence of the
product [34]. In e-commerce live streaming,
consumers psychologically engage with displayed
products, fostering a sense of product presence [22].
Hence, this research introduces a model with three
critical dimensions of SP in e-commerce live
streaming: the live streamers, the viewers, and the
products being showcased.

A live streamer's SP is characterized by the
audience's perception that the streamer shares the
same space with them, enabling viewers to observe the
streamer's facial expressions, body language,
surroundings, and voice in real-time [34]. This
sensory stimulus creates the illusion of face-to-face
interaction, reinforcing the closeness and comfort of
the audience through the humorous or warm
communication style that the streamer uses, thereby
reducing psychological distance [21]. In e-commerce
live streaming, streamers present and test products
while offering personalized services, such as
demonstrating products upon request and showcasing
the results [31]. Real-time interactions such as
chatting, sending likes, and tipping strengthen the
streamer's social presence, increasing viewers'
shopping pleasure [78]. A solid social presence
enhances not only the sense of connection with the
streamer but also boosts the perceived effectiveness
and usability of the live streaming experience [79].

The audience's social presence in e-commerce live
streaming is defined by the visibility and participation
of other individuals within the online community, as
demonstrated through viewer interactions [80]. Real-
time comment systems on platforms such as Shopee
significantly promote communication and interaction,
enabling users to post and view comments directly on
the screen while watching live streams, thus providing
a more engaging and immersive experience [79].
Viewers can communicate with each other via text in
chat channels, making the online shopping experience
more social and interactive [81].
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This interaction between audiences allows for a
deeper understanding of the product through word of
mouth, which creates a more comprehensive shared
shopping experience [82]. When customers engage in
virtual shopping activities and become aware of the SP
of other viewers, they tend to experience increased
perceptions of usefulness and positive feelings.

In e-commerce live streaming, a product's SP is
reflected in consumers' ability to interact with it
directly, bypassing intermediaries, as streamers
showcase the product live in real time [83]. Streamers
show products from different angles, demonstrate how
to use them, and explain their functions directly,
allowing consumers to imagine themselves using the
product [84]. This experience resembles a real-world
product trial and is essential in improving the
perception of product usefulness [85].

Live demonstrations by streamers help consumers
understand how products work and benefit more
clearly, reduce perceived risks related to product
quality, and increase confidence in purchasing
decisions [86]. Real-time physical interactions and the
accompanying psychological connections foster a
sense of immediacy, enhancing the perceived realism
of the product [87]. Consumers who are more
confident in the quality and usability of products
through direct demonstrations tend to experience
more intense positive emotions. From a pleasant and
interactive shopping experience, these positive effects
increase consumers' satisfaction and enthusiasm for
the product, which can encourage impulsive
purchasing behavior [88].

Figure 1 shows the proposed model, supported by
the reviewed literature.
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Figure 1. Proposed model framework

Hypothesis 1: The presence of live streamers has a
significant impact on perceived usefulness (a) and
positive emotions (b).

Hypothesis 2: The presence of fellow viewers
significantly influences perceived usefulness (a) and
positive emotional responses (b).

Hypothesis 3: The presence of the product being
showcased has a significant impact on perceived
usefulness (a) and positive emotions (b).

Hypothesis 4a: Perceived usefulness has a significant
influence on the impulse buying urge.
Hypothesis 4b: Positive emotions
influence impulse buying urge.
Hypothesis 5: The impulse buying urge significantly
impacts impulsive buying behavior.

significantly

3. Method

A quantitative approach was employed to examine
how SP and related factors influence impulse buying
behavior in e-commerce live streaming among
Indonesia's Generation Z.
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The study used an online survey and PLS-SEM
analysis to validate the proposed connections. Each
methodological detail is further elaborated to uphold
precision and transparency in gathering and
interpreting data.

3.1. Questionnaire Design

Survey items were adapted from previously
validated scales in earlier studies. The items used to
assess the SP of live streamers and other viewers in e-
commerce were adapted from Ming et al. [25] and Li
et al. [49], each consisting of three questions.

Three items were adapted from Zhang et al. [34] to
measure the product's social presence.

Perceived usefulness was evaluated with five items
adapted from Lee and Chen [89], while positive
emotions were assessed using a four-item scale
developed by Xu ef al. [90]. The item to measure the
impulse buying urge is adapted from Lee and Chen
[91] with four questions.

TEM Journal — Volume 14 / Number 1 / 2025.
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In contrast, impulse buying behavior is measured
using items from Cavazos-Arroyo and Maynez-
Guaderrama [92], which consists of three questions.
All constructs were assessed using a five-point Likert
scale, with responses ranging from 1 (strongly
disagree) to 5 (strongly agree). The online survey was
conducted in Indonesia, with all items translated from
English to Indonesian for better contextual fit.

An initial trial was conducted with 30 respondents
who had previously shopped via e-commerce live
streaming to assess the instrument's validity and
reliability. The trial aimed to identify comprehension
issues with the survey items and verify the
translations' clarity and precision. The test results
showed that most respondents could understand the
survey items well, and only a slight language
adjustment was needed to improve clarity. Following
the trial, exploratory factor analysis (EFA) was
conducted to confirm that the items accurately
reflected the intended constructs. In addition,
confirmatory factor analysis (CFA) was employed to
validate the factor structure of the items. The
reliability of the constructs was assessed using
Cronbach's alpha, ensuring internal consistency across
the items within each construct. The analysis results
confirmed that all constructs demonstrated high
validity and reliability, with Cronbach's alpha values
surpassing  0.70, ensuring adequate internal
consistency. Thus, this survey instrument is feasible
for collecting primary research data.

3.2. Data Collection Procedures

The survey was administered online using Google
Forms, a widely utilized data collection tool in
Indonesia, accessible via a shared link. Using a
snowball sampling method, the questionnaire was
disseminated through social media channels like
WhatsApp, encouraging respondents to share it with
their friends and family. The target sample comprised
Generation Z consumers who had previously
purchased through e-commerce live-streaming
platforms. Accordingly, the survey included questions
to verify respondents' age and their experience of
buying on such platforms. Participants were requested
to reflect on their shopping experiences on live-
streaming platforms and respond to questions based
on those experiences.

The minimum sample size was calculated based on
Chin's method [93], which emphasizes statistical
power analysis and was executed using the G*Power
software.

The study indicated that at least 193 respondents
were required to attain a statistical power of 0.80. Data
collection via the questionnaire took place from April
14 to May 28, 2024, yielding 294 responses.
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Subsequently, the reactions of individuals, not
Generation Z, who had never purchased e-commerce
live-streaming platforms or provided invalid data
(e.g.: + outliers) were excluded. Finally, as many as
263 valid responses were maintained.

Among the 263 Generation Z respondents, 34%
were male, and 66% were female. Most respondents
have an undergraduate education level (51%),
followed by high school (44%) and postgraduate
(5%). Based on income level, 65% of respondents
have a monthly income of less than Rp. 1,500,000,
then 21% of respondents have an Rp income.
1,500,000-2,500,000, 8% of respondents earn Rp.
2,500,000-3,500,000, and 6% of respondents earn
more than Rp. 3,500,000. Regarding their experience
in e-commerce live streaming, the most frequently
used platforms are TikTok (66%), Shopee (19%),
Facebook Live (10%), and Tokopedia (5%). Based on
the frequency of purchases, as many as 87% of
respondents have purchased products through live
streaming 1 to 3 times, 12% have made purchases 4 to
6 times, and 1% have purchased more than six times.

3.3. Measures

Partial least squares structural equation modeling
(PLS-SEM) was employed to analyze survey data for
several reasons. Firstly, PLS-SEM is ideal for
managing complex research frameworks [94]. In
addition, PLS-SEM offers high flexibility in sample
size, making it practical for small and large samples
[95]. This method also excels in developing and
expanding theories [94]. Furthermore, PLS-SEM can
overcome abnormal data distribution, which is often
found in social science research [96]. The PLS
approach was the estimation method to develop a
complex model and extend social presence theory.
Adhering to the two-stage analysis approach [97],
SmartPLS 4.0 was used to evaluate the measurement
and structural models and conduct hypothesis testing
in the model.

4. Findings

This section presents key findings, including data
quality checks, model validation, and hypothesis
testing results, confirming the study’s framework and
variable relationships.

4. 1. Examination of Common Method Bias

Data collection from a single source at one point
introduces the potential risk of common method bias
(CMB), which may affect study consistency [98].

The study used the Harman one-factor test [97] to
overcome this and identify CMB threats. A threshold
of 50 percent was applied for a single-factor variance.
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The analysis showed that one common factor
explained 49.808 percent of the variance, indicating
the absence of CMB in the data. In addition, the
problem of multicollinearity was examined by
measuring the Variance Inflation Factor (VIF). The
ideal VIF value should be below 3 [99]. All VIF
values in this study were between 1,476 and 2,975,
confirming no multicollinearity problem.

4.2. Evaluation of the Measurement Model

The measurement model was evaluated by

As indicated in Table 1, the composite reliability
scores for all constructs exceed the recommended
threshold of 0.70, adhering to the guidelines provided
by Hair et al. [96]. Item loadings ranged from 0.807 to
0.903, and the average variance extracted (AVE) for
each construct exceeded 0.50, confirming convergent
validity. The Heterotrait-Monotrait Ratio (HTMT)
was applied to assess discriminant validity. As noted
by Henseler ef al. [100], HTMT values should remain
below 1 to maintain validity, mainly when item
loadings are high. In Table 1, all Heterotrait-Monotrait
Ratio (HTMT) values are below the critical threshold

assessing its composite reliability, convergent of 1, confirming that discriminant validity
validity, and discriminant validity. requirements are met.
Table 1. Measurement model analysis results
HTMT
Variables Loading CR AVE
IPB PE PU SPP SPS SPV | IBU

IPB 0.846-0.868 | 0.898 | 0.745

PE 0.854-0.903 | 0.931 | 0.771 | 0.759

PU 0.815-0.872 | 0.922 | 0.704 | 0.745 | 0.790

SPP 0.847-0.903 | 0.908 | 0.767 | 0.710 | 0.627 | 0.749

SPS 0.829-0.889 | 0.892 | 0.735 | 0.757 | 0.765 | 0.790 | 0.801

SPV 0.807-0.832 | 0.871 | 0.693 | 0.669 | 0.602 | 0.775 | 0.883 | 0.852

IBU 0.838-0.883 | 0.924 | 0.754 | 0.978 | 0.735 | 0.758 | 0.685 | 0.789 | 0.663

4.3. Structural Model

The structural model was assessed using critical
criteria such as the determination coefficient (R2),
cross-validation redundancy (Q2), PLS prediction,
and standardized root mean square residual (SRMR).
According to Table 2, the adjusted R2 results indicate
that the model variation for IPB, PE, PU, and IBU
accounted for 71%, 46%, 55.4%, and 52.6%,
respectively. IPB, PU, and IBU variables are
categorized as moderate, while PE is classified as low.
For endogenous structures, Q? values greater than 0
are considered low, 0.25 is moderate, and 0.50 is
considered high [96]. The Q2 values for the
endogenous variables in this study—IPB, PE, PU, and
IBU—were recorded at 0.523, 0.348, 0.382, and 0.39,
respectively. This shows that IPB is categorized as
high, while PE, PU, and IBU are classified as
moderate.

242

Previous research has demonstrated that models
with specific explanatory powers may yield different
levels of predictive accuracy [101]. This study
employed a PLS approach incorporating out-of-
sample predictions [102]. Using SmartPLS 4, the
predictive strength of the proposed framework is
evaluated. As indicated in Table 2, the analysis shows
that most RMSE and MAE values in the PLS model
are lower than those in the LM model, reflecting the
moderate predictive capability of the framework [96].
The SRMR measures the average discrepancy
between observed and predicted correlation matrices,
serving as an absolute goodness-of-fit index.
According to Henseler et al. [94], an SRMR value
below 0.1 is acceptable. Table 2 reports an SRMR
value of 0.095, which falls below the 0.1 threshold,
suggesting an adequate model fit.

TEM Journal — Volume 14 / Number 1 / 2025.
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Table 2. Results of R2, Q2, PLS predict, and SRMR tests

. PLS Predict

Variables R2 ] Q2 | SRMR | ltem [ /osr pIS | MAE PLS | RMSE LM | MAE LM
Impulsive Purchase 0.711 | 0.523 IPB1 1.035 0.794 1.058 0.759
Behavior IPB2 0.862 0.674 0.847 0.588
IPB3 0.976 0.787 1.01 0.768
Positive Emotion 0.46 0.348 PE1 0.828 0.612 0.812 0.602
PE2 0.876 0.665 091 0.681
PE3 0.908 0.694 0.929 0.704
PE4 0.861 0.659 0.865 0.67
Perceived Usefulness | 0.554 | 0.382 0.095 PUI1 0.865 0.625 0.909 0.653
’ PU2 0.78 0.586 0.819 0.6
PU3 0.741 0.545 0.777 0.574
PU4 0.749 0.551 0.757 0.549
PUS5 0.802 0.595 0.794 0.582
Impulse Buying Urge | 0.526 | 0.39 IBU1 0.921 0.7 0.96 0.673
IBU2 0.958 0.739 0.988 0.717
IBU3 0.881 0.684 0.903 0.669
IBU4 0.876 0.688 0.89 0.661

4.4. Outcomes of Hypothesis Testing The presence of other viewers positively

This research employed Smart PLS Version 4 to
examine the hypotheses, with the findings presented
in Table 3. Among the nine hypotheses tested, eight
were supported, with all confirmed paths
demonstrating significance at a p-value below 0.02.
The SP of the streamer had a significant effect on

influenced perceived usefulness but did not impact
substantially positive emotions, confirming H2a while
rejecting H2b. The SP of the product substantially
affects the perceived wusefulness and positive
emotions, supporting H3a and H3b. Perceived
usefulness and positive emotions significantly
influence the impulse buying urge, supporting H4a

perceived usefulness and positive emotions, and H4b. Impulse buying urge significantly influences
supporting Hla and H1b. impulse buying behavior, supporting HS5.
Table 3. Hypothesis testing results
Latent Variable Orig. Sample (O) StdDev T values P values Supported (Yes/No)

Hla | SPS->PU 0.356 0.069 5.157 0.000 Yes

Hlb | SPS ->PE 0.522 0.098 5.351 0.000 Yes

H2a | SPV->PU 0.217 0.081 2.684 0.007 Yes

H2b | SPV ->PE 0.022 0.102 0.213 0.831 No

H3a | SPP->PU 0.483 0.067 7.242 0.001 Yes

H3b | SPP ->PE 0.42 0.08 5.245 0.019 Yes

H4a | PU->IBU 0.42 0.08 5.245 0.000 Yes

H4b | PE ->1BU 0.363 0.085 4.277 0.000 Yes

HS5 IBU > IPB 0.843 0.02 41.532 0.000 Yes

5. Discussion

Hypothesis 1a, b: The findings indicate that the SP
of streamers in e-commerce live streaming
significantly enhances perceived usefulness and
evokes positive emotions among Generation Z in
Indonesia, supporting Hla and H1b. Previous research
by Li et al. [32], Andika et al. [85], and Zhang et al.
[34] similarly highlights that the appeal of streamers
positively influences usefulness perceptions and
enhances emotional engagement, making viewers
more receptive to recommendations and product
information. A solid SP not only improves platform
usefulness but also heightens positive emotional
responses, potentially driving impulsive purchasing
behaviors.

TEM Journal = Volume 14 / Number 1 / 2025.

Multiple factors contribute to this effect among
Indonesia’s Generation Z. First, this generation is
deeply connected to digital technologies and highly
values real-time interactions, making them more
responsive to live streaming formats that closely
mimic  face-to-face = communication.  Second,
Indonesia's cultural emphasis on social interaction and
community aligns seamlessly with the interactive
features of live streaming. Third, Generation Z in
Indonesia prioritizes authenticity, favoring influencers
or streamers who offer relatable, real-time product
demonstrations over polished, traditional advertising.
These combined factors make live streaming,
emphasizing SP, particularly impactful in shaping this
generation's emotional and cognitive responses.
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For Indonesia’s Generation Z, known for their
preference for authentic, immersive experiences, these
findings highlight the importance of incorporating SP
into marketing strategies to enhance user experience
and foster customer loyalty. This study supports social
presence theory and provides valuable insights for
developing more effective e-commerce strategies that
resonate with this dynamic group of consumers.

Hypothesis 2a, b: This research indicates that the
presence of other viewers in e-commerce live
streaming significantly enhances users' perceptions of
usefulness (H2a) but has no notable effect on their
emotional responses (H2b). The findings align with
Chong et al. [103] and Fu and Hsu [104], who
emphasize that SP fosters an immersive shopping
experience, enhancing consumer engagement through
viewer interactions and improving perceived
usefulness. The active participation of other viewers
simulates a shared experience, which supports
Generation Z—who are familiar with social media
platforms and peer-driven content—in navigating the
shopping process more confidently and effectively.
This collaborative environment enhances the
functionality of live streaming platforms, as users
benefit from real-time feedback and insights from
fellow viewers. The absence of a significant effect on
positive emotions suggests that while SP strengthens
cognitive aspects like usefulness, it may require
additional elements, such as content quality or
personalization, to evoke emotional responses [32].
Given that Indonesian Generation Z places high value
on personalized experiences and entertainment, social
interactions alone may not evoke emotional
engagement without content that is both captivating
and tailored to individual preferences. Therefore,
marketing strategies targeting Generation Z should
acknowledge that enhanced social interaction
positively  influences  usefulness. A  more
comprehensive approach—incorporating emotional
elements like personalized content and influencer
relatability—is essential to deliver a fulfilling and
emotionally engaging shopping experience.

Hypothesis 3a, b: The results of this research
confirm that the SP of products in e-commerce live
streaming  significantly  influences  perceived
usefulness (H3a) and evokes positive emotional
responses (H3b) among Generation Z consumers in
Indonesia. The SP of the product, created through
interactive presentations and engaging visualizations
during live streaming sessions, enhances consumer
perception of the product's usability by providing
detailed information and live demonstrations that can
be accessed in real-time. The findings align with the
work of Lee and Chen [91] and Zhang et al. [34],
emphasizing the pivotal role of product SP in
strengthening emotional and functional ties with
consumers.
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Critically, a robust SP of a product not only adds
functional value by presenting clear and
comprehensive information but also triggers a positive
affinity by creating a pleasant and immersive
shopping experience. During live streams, interactive
exchanges between hosts and audiences reinforce
emotional engagement, enhancing consumers' mood
and purchase interest. The combined effect of
heightened usefulness and positive emotions
demonstrates that integrating SP into live-streaming
marketing strategies can effectively influence
purchasing decisions and reinforce customer loyalty,
particularly among Generation Z, who are highly
adaptive to technology and value interactive,
personalized shopping experiences.

Hypothesis 4a, b: The findings of this research
substantiate that the perceived usefulness (H4a) and
positive emotional responses (H4b) derived from SP
significantly impact the impulse buying urge among
Generation Z in Indonesia. These findings are
consistent with prior research by Andika et al. [85],
Lee and Chen [91], and Lee et al. [36], which
highlights the critical role of SP in enhancing
perceived usefulness and evoking positive emotions,
thereby significantly driving impulsive buying
behaviors. Given the characteristics of Indonesian
Generation Z, who are highly notably proficient in
technology and active on social media, SP on e-
commerce live streaming platforms is crucial in
crafting an interactive and emotionally engaging
shopping experience, further reinforcing the impulse
to purchase. SP-driven real-time interactions and
immediate feedback strengthen the connection
between consumers and products, diminishing the
distinction between virtual and physical shopping
experiences. This heightens their emotional
engagement and perceived product value. This
demographic's preference for authentic and immersive
experiences amplifies their susceptibility to impulse
buying, as they tend to trust live-stream
demonstrations and peer interactions during streams.
These insights provide strategic value for e-commerce
practitioners crafting experience-driven marketing
strategies that enhance social interaction and drive
sales conversions among this consumer segment.
Furthermore, this study contributes to understanding
consumer behavior's psychological and emotional
dynamics in modern e-commerce.

Hypothesis 5: The present study affirms that the
impulse buying urge significantly influences buying
behavior among Generation Z in Indonesia. These
results not only corroborate prior studies [105], [106]
but also illuminate the intricacies of Generation Z's
consumer behavior within a swiftly transforming
digital landscape. In the contemporary interactive
digital age, e-commerce live-streaming platforms
provide a fluid and captivating shopping experience
that effectively stimulates impulsive buying urges.
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Indonesian  Generation Z demonstrates a
pronounced sensitivity to social media and digital
content, making them particularly receptive to live-
streaming commerce's immediacy and visual appeal.
Critical factors such as real-time engagement, visual
stimulation, and the sense of urgency fostered by the
interaction among streamers, viewers, and featured
products are instrumental in propelling impulse
purchases. The dynamic nature of these platforms
aligns with Generation Z's preference for concise,
visually engaging content, intensifying the impulse to
purchase with minimal deliberation. Furthermore, the
cultural transition toward digital shopping in
Indonesia, where convenience and immediate
satisfaction are greatly esteemed, amplifies this
conduct. This research underscores the necessity of
comprehending the psychological and emotional
catalysts underlying digital shopping, providing
essential insights for marketers aiming to refine their
approaches in Indonesia's rapidly evolving e-
commerce environment.

6. Conclusion

This study examines the dynamics of SP in live-
streaming e-commerce by categorizing it into three key
dimensions: streamer presence, viewer involvement,
and product representation. It analyzes how these
dimensions influence impulse buying behavior,
mediated by perceived usefulness and positive
emotions, among Generation Z consumers in
Indonesia. The results demonstrate that the SP of
streamers and products significantly boosted perceived
usefulness and positive emotional responses, which
triggered impulsive buying urges and purchase
behaviors. Meanwhile, the SP of other spectators only
affects the perception of usefulness. These results
highlight the critical role of SP in crafting engaging
and emotionally charged shopping experiences. This is
particularly relevant for e-commerce marketing
strategies  targeting the technologically adept
Generation Z segment, which values immersive and
authentic shopping experiences. As a result, this study
strengthens the understanding of social presence
theory while offering practical recommendations for
developing impactful marketing strategies in live-
streaming e-commerce.

The insights derived from this study provide several
actionable implications for e-commerce professionals.
Firstly, enhancing the SP of streamers in live streaming
e-commerce is essential. Training streamers to engage
interactively and deliver personalized information can
boost perceived usefulness and evoke positive
emotions, especially among Generation Z in Indonesia.
Second, fostering interaction among users and other
viewers during live-streaming sessions is vital.

TEM Journal = Volume 14 / Number 1 / 2025.

While it does not significantly impact positive
emotions, the presence of other viewers contributes to
an enhanced perception of the platform's usefulness.
Therefore, features such as live chat or user
collaboration can be optimized to enrich the shopping
experience. Third, displaying products engagingly and
interactively in live streaming is essential to increase
the perception of usefulness and positive emotions,
ultimately encouraging impulse buying behavior.
Informative product presentations and attractive
visuals can create an immersive and enjoyable
consumer shopping experience. Finally, marketers
should devise holistic strategies that integrate both
emotional and cognitive aspects of the shopping
experience. By effectively managing impulsive urges
through a solid SP, businesses can enhance the impact
of their digital marketing strategies and build stronger
customer loyalty among the tech-savvy and dynamic
Generation Z.

Although this study has important implications for
e-commerce practitioners, some recognized limitations
are the basis for further research advice. Firstly, this
research is limited to a specific geographical and
demographic context, focusing exclusively on
Generation Z in Indonesia. Consequently, the results
need more applicability and generalizability to
different demographic groups or geographical areas.
Future research should expand geographic and
demographic coverage by incorporating varied age
groups and regions, enabling a more comprehensive
understanding of how SP affects live-streaming e-
commerce. Secondly, this research's reliance on self-
reported data may introduce social desirability bias,
potentially affecting data accuracy. Therefore,
subsequent studies may use a mixed method
combining surveys with observations or experiments
to obtain more prosperous and accurate data. Thirdly,
this study focuses solely on three aspects of SP in live
streaming e-commerce, excluding critical factors such
as content quality, streamer credibility, and
technological  features. @ To  provide  more
comprehensive  insights, further research is
recommended to explore factors influencing impulse
purchases, such as content quality, platform
interactivity, and augmented reality technology.
Finally, this research does not account for product type
as a moderating factor, which may influence the
relationship between SP and impulsive buying
behavior. Different products may have different
appeals to consumers, which can affect the intensity
and nature of social interactions and impulsive
purchasing decisions. Further research should include
product type as a moderation variable in the research
model. Examining how products with different levels
of engagement (such as fashion products versus
electronic products) affect SP and impulse buying
behavior can provide more in-depth and specific
insights.
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