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Abstract

This research aimed to investigate the impacts of the characteristics of the live
streaming commerce on Chinese Gen Z consumers’ compulsive and responsible fashion
consumption and explore the mechanism of the impacts. This study is based on
Stimulus-organism-response theory and explores the stimuli including the interactivity,
convenience, and playfulness of the live-streaming experience affect consumers’
enjoyment, which affect their impulsive and responsible consumption, and follower
number directly affects impulsive and responsible consumption. The study finds that in
both unsustainable fashion product condition and sustainable fashion product condition,
interactivity, convenience, and playfulness of the live-streaming experience affect
consumers’ enjoyment, which affect their impulsive and responsible consumption. The
large follower number has a positive impact on impulsive consumption while the small
follower number has a positive impact on responsible consumption. Moreover,
emotional resonance has no moderate effect on the relationship between enjoyment and
responsible consumption. The study expands the current literature on live streaming by
investigating both impulse buying and responsible buying behavior in apparel
consumption among Chinese Generation Z consumers.

Keywords: Live streaming,implusive consumption, responsible consumption,Chinese
GenZ
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1. Introduction

1.1 Background

Live streaming that features real-time interaction and high user engagement, has risen
to prominence as a leading form of online social interaction and entertainment (Wu,
2022). This technology enables users to transmit audio and video content instantly
through the internet, facilitating immediate interactions (Wu, 2022). The global
COVID-19 outbreak in 2019 particularly accelerated the development of the live
streaming economy. Based on the "2021 Global Live Streaming Market" report released
by Research and Markets, according to market projections, the global live streaming
industry is set to expand from $59.14 billion in 2021 to $223.34 billion by 2028 (Lv et
al., 2022). In particular, China has seen a substantial increase in live streaming activity
over the past few years.

As China’s retail giant, Taobao pioneered a new retail model. It integrates live
streaming with e-commerce stores, enabling viewers to make purchases while watching.
Live streaming has become an integral part of Double 11 (a major shopping festival in
mainland China), enhancing customer engagement and significantly boosting sales
(McKinsey, 2021).According to data from Statista, as of 2023, the transaction volume
of live streaming e-commerce in China is expected to exceed 4.9 trillion RMB, with
Chinese users spending an average of 8,660 RMB on live streaming shopping (Statista,
2024). According to a report by McKinsey, the most popular product categories in
Chinese live streaming are apparel and fashion, accounting for 36%, followed by beauty
products at 7.6% (McKinsey, 2021). Therefore, this study focuses on fashion products

in live streaming.



Apparel and fashion is by far the leading category in livestream events.
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Figure 1. Fashion and apparel have emerged as the most influential segment in the live

streaming industry (Mckinsey, 2021)

Traditional online shopping involves consumers merely browsing and clicking on e-
commerce websites. In contrast, live streaming creates an engaging and immersive
shopping experience led by hosts, drawing a wider viewer. Now, live streaming has
become an established online shopping habit among Chinese consumers, particularly
among younger generations.

According to iMedia, Generation Z (Gen Z) makes up 49.7% of Douyin's dominant live
streaming users, and live streaming e-commerce platforms have strong appeal to this
group, with rapid growth in their penetration rate (Zcool, 2024). Currently, China’s live
streaming audience now exceeds 660 million users, with platforms such as Taobao,

Douyin, and Kuaishou dominating the e-commerce live streaming market (Zcool, 2024).

However, different generations exhibit varying behaviors and preferences on social
media platforms. Generation X tends to favor traditional platforms. Millennials engage
with a broader range of platforms, while Generation Z shows a stronger preference for
platforms with high interactivity and diverse features, such as Tik Tok and Xiaohongshu
(Verot, 2023). Therefore, this thesis focuses on Chinese Generation Z consumers to gain

a deeper understanding of their live streaming consumption behavior.
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Figure 2. Chinese generations of live streaming platform (Verot, 2023)

In addition, live streaming has contributed to excessive consumption, particularly in
clothing purchases. It has resulted in unsustainable buying behaviors among consumers.
The over-consumption of clothing products has triggered a sharp increase in textile
waste. Millions of tons of clothing waste are discarded annually, with most garments
made from synthetic fibers that take decades or even centuries to decompose. During
landfill decomposition, they release greenhouse gases like methane, intensifying the
greenhouse effect. When incinerated, they emit toxic gases, further polluting the
atmospheric environment.

However, some literature suggests that live streaming can promote consumers’
sustainable purchasing behavior. For example, live streaming uses the sense of fun
generated through interaction and entertainment to encourage responsible consumption.
Therefore, this thesis explores the impact of live streaming on impulse buying and
responsible consumption among Chinese Gen Z consumers based on key characteristics

of live streaming.



1.2 Research Questions

RQ1: What are the characteristics of the live streaming commerce?

RQ2: How does the live streaming commerce lead to the Chinese Gen Z consumers’
compulsive fashion consumption through affective systems?

RQ3: How does the live streaming commerce lead to the Chinese Gen Z consumers’

responsible fashion consumption through affective systems?

1.3 Research Aim and Objectives

The purpose of this study is to investigate the impacts of the characteristics of the live
streaming commerce on Chinese Gen Z consumers’ compulsive and responsible fashion
consumption and explore the mechanism of the impacts based on Stimulus-organism-

response theory.

Research objectives:

RO1: To identify the characteristics of the live streaming commerce.

RO2: To investigate the impacts of the live streaming commerce on the Chinese Gen Z
consumers’ compulsive fashion consumption through affective systems.

RO3: To investigate the impacts of the live streaming commerce on the Chinese Gen Z

consumers’ responsible fashion consumption through affective systems.

1.4 Research Gaps

Recent studies suggest that excessive online buying involves rational decision-
making processes (Park et al, 2012). Live streaming affects consumers’
psychological state while generating increasing revenue for merchants and

platforms (Lu and Chen, 2020). However, the specific stimuli that influence

consumers’ impulse buying of clothing, leading to unsustainable purchasing

behavior, remain unclear.



In addition to impulsive consumer behavior, this study will explore whether live
streaming can promote responsible consumption among consumers. To fill this
research gap, the study will investigate the factors that influence impulsive
purchasing behavior and the psychological factors associated with responsible
consumption in live streaming shopping. Moreover, current live streaming
research rarely focuses on Chinese Gen Z consumers, so this study aims to

address this gap in research concerning this consumer group.

1.5 Research Contributions

This study makes several contributions by addressing these two issues. First, it expands
the current literature on live streaming by investigating both impulse buying and
responsible buying behavior in apparel consumption among Chinese Generation Z
consumers - an area that remains largely unexplored (Lv et al., 2022). Based on SOR
theoretical framework, this study illuminates how live streaming serves as an external
stimulus that influences consumers’ impulse buying intentions through emotional
pathways. Additionally, this research advances our understanding of Chinese

Generation Z consumers and sustainability in the clothing industry.

2. Literature review

2.1 Live streaming commerce

Live streaming has gained worldwide popularity, driven by its highly interactive and
engaging features. According to Twitch, the platform reached 9 million unique
streamers monthly with an average of 2.84 million concurrent viewers by September
2021 (Twitchtracker, 2021). These creators are referred to as streamers. The growth of
live streaming platforms has resulted in the rise of live streaming commerce as a distinct
business model. This innovation has revolutionized traditional e-commerce in several
ways. These creators are referred to as streamers. The rapid growth of live streaming
has spawned a new business model: live streaming commerce. This innovation has

revolutionized in multiple ways compared to traditional e-commerce.
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In traditional shopping environments, online interactions through product page review
systems are asynchronous. In contrast, live streaming supports real-time engagement
between brands and their audiences (Sun et al., 2020; Wongkitrungrueng & Assarut,
2020). Live streaming enables clothing brands to establish direct connections with their
followers. Through social interaction features such as likes, bullet-screen comments,
and comments, brands can cultivate a community atmosphere and enhance audience
loyalty. Additionally, followers can share their outfit ideas and style suggestions during
this period, making viewers an integral part of the content. Unlike traditional shopping,
live streaming integrates product demonstration, consultation, buying, and interaction
within a single platform. This enhances convenience and creates a seamless shopping
experience, allowing consumers to complete purchases in an efficient, intuitive, and

interactive manner.

Compared to traditional shopping, live streaming introduces gaming elements that
make the shopping process more entertaining and interactive, encouraging active
consumer participation (Li et al., 2021). For instance, clothing brands frequently
organize time-limited flash sales and limited-quantity offers during live streams, where
viewers must act quickly to secure discounted items. This mechanism resembles “boss
battles” in games, triggering viewers’ excitement and anticipation, thus enhancing the

sense of achievement in shopping.

Due to the real-time and persuasive environment created by live streaming, consumers
are likely to exhibit a higher propensity for impulse buying than in conventional e-
commerce. Empirical support for this argument can be found in the following fact: in
live streaming commerce, impulse purchases account for approximately 44% of total
purchases (199IT, 2020). Although some studies have explored consumer impulse
buying in live streaming commerce environments (Sun et al., 2020; Wongkitrungrueng
& Assarut, 2020), few have focused on the issue of unsustainable consumption caused

by impulse buying of clothing products among Chinese Gen Z consumers. Therefore,



this study focuses on the impulsive fashion purchases of young Chinese consumers in

live streaming commerce.

2.2 Impulsive and responsible fashion consumption

Impulse buying refers to the purchasing behavior that occurs suddenly and without prior
expectation or careful consideration (Karbasivar and Yarahmadi, 2011), and can be seen
as an irrational behavior (Parboteeah et al., 2009). There are many factors that
contribute to impulse buying, including the influence of the shopping environment,
external environmental stimuli, and personality traits (Xu et al., 2020; Park and Lin,

2020; McCormick, 2016; Lu and Chen, 2020; Geng et al., 2020).

Common strategies in live-stream shopping, such as limited-time offers, flash sales, and
countdown discounts, create a sense of urgency, triggering consumer anxiety about
potentially missing valuable opportunities and thus making quick purchasing decisions
under pressure. However, impulsive fashion buying behavior exacerbates the
unsustainability of the clothing industry. Impulse consumption leads consumers to
purchase large quantities of unnecessary clothing, which are often discarded quickly
due to a lack of real demand. A significant amount of clothing ends up in landfills,
wasting resources and causing pollution to soil and water. Although some studies have
investigated consumer impulse buying behavior in live-stream e-commerce
environments (Sun et al., 2020; Wongkitrungrueng & Assarut, 2020), few have focused
on the issue of unsustainable consumption caused by impulsive clothing purchases

among Chinese Gen Z consumers.

Responsible consumption refers to a conscious, ethical, and sustainable approach that
consumers adopt when buying, using, and disposing of fashion products (Lv et al.,
2022). It emphasizes reducing the fashion industry’s negative environmental and social

impacts while promoting sustainability, fairness, and responsibility (Lv et al., 2022).



While some literature addresses live streaming’s influence on sustainable product

purchases, research on responsible fashion consumption remains unexplored.

2.3 Stimulus-organism-response theory (SOR theory)

The SOR model originates from environmental psychology (Mehrabian and Russell,
1974). In this model, the relationship between stimulus and response is mediated by
individual cognitive and emotional processes. External stimuli lead to behavioral
responses through changes in cognition or emotion (Mummalaneni,
2005).Consequently, environmental cues as stimuli influence individuals’ emotional
responses, which in turn affect consumption behavior (Mehrabian and Russell, 1974).
This model suggests that stimulating factors in live streaming marketing, such as
convenience, interactivity, and game-like features, influence consumers’ positive
emotional responses (Mehrabian and Russell, 1974). These positive emotional

responses can drive both impulsive and responsible consumption behaviors.

For example, Eroglu et al. (2001), based on the SOR model, suggested that the
atmospheric cues of online stores act as environmental stimuli, influencing customers’
emotional states and thereby triggering purchasing behavior. It was argued that the
website atmosphere represents a constructed virtual space aimed at enhancing
consumers’ perception of online retailers, with the role of generating positive emotional
responses that influence and alter consumer behavior. Laato et al. (2020) pointed out
that the online environment stimulates more frequent consumption behavior. Therefore,
providing a high-quality website environment can elicit impulsive buying behavior
responses from consumers (Manganari et al., 2011). Flight et al. (2012) found that
creating a good shopping atmosphere is crucial in promoting consumers’ impulse
buying, as it increases emotional state responses, such as perceived website hedonic
value, thereby encouraging impulsive purchasing behavior (Parboteeah et al., 2009). In
their 2001 study, Eroglu et al. re-evaluated how online retail environments influence

consumer behavior. The results indicated that the more promotional information



available in the internet environment, the more likely it is to positively influence
impulsive buying behavior, as emotional states dominate the occurrence of buying

impulses.

Findings from the above research demonstrate that environmental stimuli play a
significant role in promoting or inhibiting consumers’ impulsive buying tendencies.
Live-streaming e-commerce has witnessed significant growth in popularity in recent
years. By showcasing and introducing products in real time, hosts can directly drive
sales conversions. At the same time, business models such as gift tipping, brand

sponsorships, and paid memberships provide live-streaming with profit potential.
Particularly in the fashion industry, hosts or fashion influencers can answer viewers'’

questions in real time, recommend suitable outfits or product combinations, and offer
personalized shopping advice. This interactive shopping experience allows viewers to
better understand the products, increasing their willingness to purchase. Therefore, live-
streaming e-commerce, as an external environmental stimulus, can evoke emotional
reactions from consumers. These stimuli include the interactivity, convenience, and
gamification aspects of the live-streaming experience. Such positive emotional

reactions may lead to impulsive consumption of fashion products.

2.4 The impact of interactivity on enjoyment

Compared to traditional e-commerce, interactivity is a key factor driving change in live
streaming (Sedig et al., 2014; Yang and Shen, 2018). Live streaming commerce
introduces hosts as a crucial element, which plays a vital role in consumer engagement.
Prior research highlights internet interactivity as a major contributor to enhancing
consumers’ perceived enjoyment and the quality of their online experiences (Akar and

Topgu, 2011; Yang and Shen, 2018).

The interaction between the live streamer and consumers creates a sense of pleasure for

the consumers. Xu et al. (2020) found that attractive live streamers can bring fantasy



and enjoyment to viewers, stimulating their continued participation. Live-stream
shopping enhances interactivity between the streamer and the consumer. For example,
many clothing brands invite fashion influencers, celebrities, or brand ambassadors to
host live-streams, leveraging their influence to attract more followers. Viewers can
interact with their favorite celebrities or influencers, receive fashion styling advice, and
have the chance to win signed products or celebrity-inspired items.

Especially for Chinese Gen Z consumers, they are heavily influenced by celebrities and
influencers, and interacting with these stars greatly enhances their sense of enjoyment.
Some brands' live streams encourage viewers to share their fashion tips and shopping
experiences, even showcasing some fans' outfit photos or videos during the live session.
This kind of interaction makes fans feel like they are part of the brand community. It
allows young Chinese consumers to view live-stream shopping not only as a
consumption behavior but also as a social activity. This community atmosphere meets
their online social needs. Such interaction brings pleasure and fun to consumers.
Streamers use interactivity to capture consumers' attention, create positive emotions,
and thereby influence their perceptions, enhancing their willingness to make a purchase.
Hypothesisl: The interactivity of live streaming significantly enhances users’

perceived enjoyment.

2.5 The impact of convenience on enjoyment

The convenience of live streaming shopping also brings consumers enjoyment (Lin et
al., 2021). Unlike traditional shopping, online purchasing saves consumers
considerable time and effort. With advances in live streaming e-commerce technology,
online shopping has become simple (De Kerviler et al., 2016). Shopping convenience
is crucial for Gen Z consumers. Having grown up with the internet and smart devices,
they are accustomed to solving problems quickly through technology and expect instant,
efficient shopping experiences. These conveniences bring enjoyment to young
consumers. During live streams, hosts provide purchase links or QR codes, allowing

viewers to directly access purchase pages without searching on e-commerce platforms.
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This one-click transition improves shopping efficiency, making purchases simple and
convenient. Many live streaming platforms also offer rapid logistics services, with some
brands promising next-day delivery. This swift delivery experience reduces consumer
waiting time and enhances their enjoyment.

Hypothesis2: The convenience of live streaming significantly enhances users’

perceived enjoyment.

2.6 The impact of playfulness on affective intensity

Playfulness can be defined as users’ perceived engagement mindset during an
experience or behavior (Barnett, 2011). According to Chang et al. (2015), playfulness
plays a crucial role in influencing users’ engagement intentions on social media,
creating an enjoyable interactive atmosphere. The study by Kang et al. (2020) found
that playfulness facilitates a more effective purchase process for consumers in virtual
reality stores. According to Byun et al. (2017) emphasized that playfulness influenced
pioneer consumers’ pre-purchase behavior for novel products. Fashion live streams
incorporate games where completing tasks (such as checking in or answering questions
correctly) creates a sense of achievement and rewards that enhance consumer
satisfaction and enjoyment. Gen Z consumers tend to seek novel and entertaining
experiences, and this kind of designs align with their consumption preferences, making
it easier to evoke enjoyment.

Hypothesis3: The playfulness of live streaming significantly enhances users’

perceived enjoyment.

2.7 Live-streaming influencers and Popularity Metrics

Scholars and industry professionals increasingly debate the follower thresholds that
define a social media influencer. De Veirman et al. (2017) classified a low number of
followers as 2,100 and a high number as 21,000. A study by Kusumasondjaja and
Tjiptono (2019) distinguished influencers based on the average number of likes

attracted by food-related Instagram posts, suggesting that follower count influences the
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number of likes, and thus, likes can be used to categorize types of influencers. Xiong et
al. (2018) argued that there is no consistent method for measuring perceived opinion
leadership, leading to a lack of consensus on the threshold of followers or likes required
to classify social media influencers into different groups.In addition, Lin et al. (2018)
argued that different influencers possess specific roles as online opinion leaders, and
these roles and their influence vary depending on the influencers' social reach (the
number of followers they attract and the number of likes they receive).

Therefore, There remains a critical gap in understanding the effects of different
influencer types on consumer decision-making. While academic research has yet to
establish a standardized definition for a large number of followers, industry
practitioners provide more explicit guidelines. In practice, social media influencers are
categorized in various ways. For instance, Porteous (2018) proposed a three-tier
classification—micro, macro, and celebrity—while others suggest a two-tier model
comprising micro and macro influencers (Dhanik, 2016; Hatton, 2018). Influencers are
essentially defined as anyone with followers on social media (Esber & Wong, 2020).
Despite some influencers having a considerable number of followers on social media,
most are characterized by an active niche audience. This study adopts the two-tier
classification of macro and micro influencers, excluding celebrity influencers from its

scope.

Influencers are typically categorized based on popularity metrics such as follower count
and number of likes. Mega-influencers are celebrities with millions of followers.
Macro-influencers with micro-influencers usually possessing several hundred thousand
followers and around ten thousand followers, respectively. It is commonly believed that
micro-influencers are more trustworthy and authentic (Appel, Grewal, Hadi, & Stephen,
2020). Nonetheless, research has demonstrated that a higher follower count enables
influencers to reach a broader audience and can enhance perceived likability (De
Veirman, Cauberghe, & Hudders, 2017). This study explores the perspective that visible
popularity indicators such as follower count influence intangible characteristics like

trustworthiness in different ways (Seo, Kim, Choi, & Li, 2019). In numerous online

12



contexts, consumer trust and motivation serve as key influencing factors (Urban, Amyx
& Lorenzon, 2009).

However, conducting environmental activities on social media holds great potential,
particularly those that leverage the right influencers. According to Bedard and Tolmie
(2018), interpersonal influence on social media positively correlates with consumers’
intention to make green purchases, indicating that individuals have the ability to
persuade others in a positive direction. The study by Kay et al. (2020) revealed that
micro-influencer trust is more susceptible to damage. In contrast, macro-influencers are

perceived to have greater influence due to their larger follower base.

It is suggested that, based on the nature of the endorsed products, influencers with
smaller followings may be viewed as more credible. For green influencers, an increase
in popularity metrics might lead to a decline in trust and raise suspicions of
“greenwashing” (Laufer, 2003). Therefore, historically, marketing strategies have
favored the use of macro-influencers, as their wide network reach and higher follower
count are typically seen as positive factors in enhancing trust (De Vries, 2019).

Nonetheless, research indicates that when it comes to green brands or products,

influencers with lower popularity metrics may be deemed more trustworthy.

Firstly, micro-green influencers—who generally possess limited follower counts and
are valued for their sustainability expertise—may help position partnering brands as
more trustworthy. Secondly, due to their persona, micro-green influencers may be more
effective at persuading consumers to purchase sustainable products in a relatable and
practical manner. Compared to mainstream consumption, sustainable lifestyles are still
viewed as a choice for the minority. Therefore, green advocates with fewer followers
are expected to more authentically represent this minority lifestyle.

Additionally, perceived similarity and identification are crucial for trust in influencers
(Schouten et al., 2020). Ordinary consumers are more likely to identify with micro-
level green influencers, as highly popular green figures may represent a refined,

luxurious, or unsustainable lifestyle that feels distant from their own reality. Thus, it is
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evident that studies comparing the influence of micro and macro influencers on
consumer behavior yield conflicting results. Therefore, this study aims to provide
guidance on selecting appropriate and effective product influencers by comparing
macro and micro influencers in the promotion of green apparel products.

Hypothesis4: Follower number has a significant impact on impulsive and responsible

consumption.

2.8 The impact of enjoyment feelings on impulsive consumption

Impulsive consumption is defined as "an unplanned buying which is due to a
decision made immediately after being stimulated" (Piron, 1991, p. 512).
Research suggests that this type of shopping is unplanned and contrasts with
shopping done with plans (Xiang et al., 2016). Cui et al. (2022) studied the
impact of social factors such as similarity and expertise and system factors such
as randomness on impulsive consumption within the context of mobile short-
video apps. The study also suggests that several factors, such as scarcity appeals,
perceived pricing, interpersonal engagement, and social contagion, may
stimulate cognitive processes and emotional responses, leading to impulsive
purchases in live streams (Lo et al., 2022). This research posits that the sense of
pleasure triggered by short-video live streaming can lead to impulsive

consumption by consumers.

Enjoyment is a positive emotion related to how happy, or satisfied a person feels
about their environment (Eroglu et al., 2001). It is a subjective experience (Shiau
and Luo, 2013). Some literature suggests that feelings of enjoyment promote
consumer behavior. Wu et al. (2018) noted that enjoyment can predict users’
continued engagement with social network gaming applications. Byun et al.
(2017) emphasized that enjoyment increases innovative consumers’ purchase
intentions. Saad and Metawie (2015) stressed that enjoyment significantly

correlates with impulse buying behavior in virtual stores. Additionally, it can
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trigger consumers’ purchase impulses (Madhavaram and Laverie, 2004).

Firstly, from a psychological perspective, when an individual is in a state of
pleasure, their internal emotional regulation mechanisms tend to seek immediate
gratification and rewards. Pleasant emotions reinforce the pursuit of current
enjoyment, which in turn reduces rational thinking and self-control, making
consumers more likely to make quick, impulsive purchasing decisions without
careful consideration (Han and Chen, 2022). Secondly, from the perspective of
behavioral economics, pleasure activates the brain's intuitive and emotional
thinking system (Han and Chen, 2022). This system typically responds quickly
to external stimuli, such as tempting products or promotional information,
without thoroughly evaluating the actual need for the product or budget
constraints, thus triggering impulsive buying behavior. At the consumer behavior
level, pleasure is often closely linked to the external shopping environment, such
as store design or promotional atmosphere, which further enhances the
consumer's pleasurable experience, thus amplifying the tendency for impulsive
consumption. In summary, pleasure becomes an important psychological and
emotional factor driving impulsive consumption behavior.

Hypothesis5: The enjoyment feelings have a significant impact on impulsive

consumption.

2.8.1 The impact of enjoyment feelings on responsible consumption

According to previous literature, positive emotions are more effective than useful
information in promoting sustainable consumption among consumers (Ma et al., 2022).
The reason for this is that emotions are spontaneously generated, while influencing
consumers with information often fails because of their limited cognitive abilities or
knowledge base, preventing them from absorbing sustainable information and making
them less willing to engage in sustainable behaviors (Assaker et al., 2020). Research
has shown that when consumers experience pleasure, they are more likely to

emotionally resonate with a brand's sustainable philosophy (Heo et al., 2020). Driven
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by pleasure, consumers may find it easier to accept information related to sustainable
consumption and translate it into actual behavior (Li et al., 2020). For example, brands
that promote positive values such as "environmentally friendly" can evoke a sense of
“kind consumption” (e.g., pride in contributing to environmental protection),
generating pleasure during the purchase process. This joy during shopping can
encourage consumers to choose more environmentally friendly products in practice.

Hypothesis6: The enjoyment feelings have a significant impact on responsible

consumption.

2.9 The moderate role of emotional resonance

Emotional resonance can give deeper meaning to consumption behaviour by resonating
with consumers' values and lifestyles through narrative or visualization (Li et al., 2020).
In the case of live streaming about environmentally friendly and sustainable products,
consumers report greater enjoyment when they feel that their purchases contribute
positively to society and the environment. The ‘pleasure’ goes beyond material
enjoyment to emotional and moral fulfilment, which in turn inspires consumers’
responsible consumption. Emotional resonance plays a moderating role in this process,
and when consumers have stronger emotional resonance, enjoyment plays a more
positive role in responsible consumption.

Hypothesis7: The emotional resonance moderates the relationship between

enjoyment feelings and responsible consumption.
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Figure 3: Research Model

3. Methodology

3.1 Research philosophy

In this study, the adopted research philosophy is positivism. Positivism originates from
the philosophical tradition of the natural sciences and asserts that the social world has
an objectively existing reality, the patterns of which can be revealed through systematic
observation and measurement (Saunders et al., 2019). From the positivist perspective,
knowledge should be obtained based on observable and quantifiable empirical facts,
rather than subjective interpretation (Saunders et al., 2019). Therefore, this research
philosophy ensures the objectivity and reliability of research findings. Adopting
positivism means that the study focuses on the causal relationships between variables
and validates them through data analysis (Saunders et al., 2019).

Researchers typically formulate hypotheses under the guidance of existing theories and
collect data using structured tools for statistical analysis, in order to test the applicability
and explanatory power of the theories (Alvesson and Skoldberg, 2000). This study,
based on the SOR (Stimulus-Organism-Response) theory, proposes hypotheses that the
live streaming features—interactivity, convenience, playfulness, and number of
followers—have a positive impact on consumers’ enjoyment. It also hypothesizes that
enjoyment significantly influences consumers’ impulse buying and responsible

consumption. Therefore, this study is well-suited to the positivist research philosophy.
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3.2 Research approach

This study adopts the deductive approach as the path for theory development.
Deduction is a logical reasoning process that moves from the general to the specific—
researchers propose hypotheses based on existing theories or literature, and these
hypotheses are then subject to validation via systematic data gathering and analytical
procedures (Saunders et al., 2019). It emphasizes the dominant role of theory in the
research process. Typically, research starts from a well-established theory or conceptual
model, under which researchers construct the research framework, design measurement
tools, and conduct systematic data analysis, aiming to either support or refute the theory
with empirical data (Saunders et al., 2019). Using a deductive approach implies that the
study is guided by clearly defined research questions and hypotheses. Data collection
and analysis are centered around these hypotheses, and the main task of the researcher
is to test the theory rather than to generate it (Gill and Johnson, 2010). This approach
aligns strongly with the positivist research philosophy. The deductive research path is
especially suitable for examining relationships between variables. In this study, based
on the SOR (Stimulus-Organism-Response) theory, the research aims to validate the
relationships between the wvariables interactivity, convenience, playfulness, and
enjoyment, as well as between enjoyment and impulse buying and responsible

consumption. Therefore, this study is well-suited to a deductive approach.

3.3 Research design

This study adopts a quantitative research approach. In research methodology,
quantitative research is based on objective measurement and statistical analysis, and is
typically closely associated with positivist philosophy and the deductive approach
(Alvesson and Skoldberg, 2000). Quantitative research collects numerical data through
structured questionnaires, experimental designs, or existing databases to test
hypotheses, explore relationships between variables, and, to some extent, generalize the

research findings (Alvesson and Skoldberg, 2000). Its advantages lie in the
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standardization and strong replicability of the research process; however, it may
overlook deeper meanings of social behaviors and individual differences (Alvesson and

Skoldberg, 2000).

In terms of data collection, this study uses a between-subject experiment. In
experimental research, the between-subject design is a key quantitative experimental
method. In this design, participants are randomly assigned to different experimental
groups, with each group receiving a different treatment. Causal relationships are
inferred by comparing differences in outcomes between groups (Alvesson and
Skoldberg, 2000). This method as an important means to control variables and enhance

the internal validity of the experiment.

3.4 Experiment design

For the stimuli design, this study first produced two live-streaming videos of fashion T-
shirt product as experimental materials: one targeting impulsive consumption
(conventional live-streaming script) and the other focusing on responsible consumption.
For the impulse consumption video, participants watched the video and then responded

to a corresponding questionnaire.

In the conventional live-streaming script, the host begins with lively and enthusiastic
language, quickly establishing a connection with the audience through interactive
phrases such as “type 1,type 6 in the comments,” creating a relaxed and engaging
atmosphere. During the product introduction, the emphasis is placed on the T-shirt’s
material (e.g., 100% cotton), wearing experience (breathable, soft, skin-friendly), its
loose and non-bulky fit, and multiple color options—highlighting its comfort and
versatility for summer. In terms of pricing, promotional strategies such as “¥199 with
free shipping,” “limited-time offer for the first 20 pieces,” and “buy two, get a mystery
gift” are used to stimulate consumers’ purchase desire. Additionally, real-time thank-

you messages for orders, live Q&A, and lucky draw activities are employed to enhance
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audience engagement and immediate feedback, thereby improving purchase conversion
rates. The entire livestream maintains a fast-paced, emotionally engaging tone,
emphasizing an entertainment- and interaction-driven strategy focused on price

sensitivity(Appendix A).

In contrast, the sustainability-themed live-streaming script integrates more messages
about social responsibility and environmental protection. While the host similarly opens
with interactive phrases to grab attention, they quickly transition into the theme of
“wearing comfortably, and meaningfully,” guiding viewers to reflect on the
environmental costs behind clothing production—such as “a single T-shirt may
consume 2,700 liters of water.” The product introduction highlights details like “100%
organic cotton” and “certified by the Global Organic Textile Standard (GOTS),”
emphasizing its eco-friendly value, durability, and its role in reducing consumption
waste. Although common sales tactics such as “¥199 with free shipping,” “limited-time
offer,” and “gift with purchase” are retained, additional elements like “sustainable
fashion trivia quizzes” and “charity lottery events” are incorporated to further stimulate
users’ environmental awareness and emotional resonance.This script not only focuses
on the product’s practicality but also strengthens the consumer’s value identification,

reflecting a fusion of commercial promotion and social education (Appendix B).

Additionally, the experiment included the design of poster images for the livestream
hosts, featuring the number of followers, in order to assess whether follower count
influences consumer decision-making (Appendix C). After viewing both the video and
the poster, participants answered questions regarding followers number, interactivity,
convenience, playfulness, enjoyment, impulsive consumption, and responsible

consumption (Appendix D).

3.5 Sampling strategy

The participants in this experiment are Generation Z consumers in China, aged between
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18 and 26. China was selected as the research context primarily because it is one of the
most mature and dynamic markets for live-streaming e-commerce globally (Lv et al.,
2022). According to relevant data, the scale of China’s live-streaming commerce market
continues to expand, with both user volume and platform penetration ranking among
the highest worldwide, resulting in a highly commercialized and content-diverse live-
streaming ecosystem (Lv et al., 2022). In this context, Chinese consumers exhibit a high
level of acceptance and active participation in live-stream shopping, offering a solid
empirical foundation for exploring interactive elements, consumer behavior, and

decision-making mechanisms.

Moreover, Gen Z consumers are widely regarded as the driving force behind the rapid
growth of live-streaming e-commerce. Growing up in an environment shaped by rapid
advancements in digital technology, they typically possess strong information-
gathering capabilities, established habits of online consumption, and high adaptability
to emerging media (Zcool, 2024). Compared to other age groups, Gen Z demonstrates
a greater sensitivity to and willingness to engage with the interactivity, entertainment
value, and personalized experiences of livestream content (Zcool, 2024). Thus,
focusing on this demographic helps to delve deeper into the specific impacts of
interactive elements on consumer behavior in live-stream shopping, while also offering
practical insights for brands developing live marketing strategies targeting young

consumers.

Before the formal start of the experiment, the researchers will first verify whether
participants have experience watching live-stream shopping, and further confirm if they
have actually made purchases via live-streaming platforms. This step aims to ensure
that all participants have basic awareness and prior engagement with the live-streaming
shopping format, thereby enhancing the validity of the data and the interpretability of
the results. Individuals who have never been exposed to or are unfamiliar with live-
stream shopping will be excluded from the experiment to avoid potential data biases

caused by differences in familiarity.
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3.6 Data collection and analysis

In this study, the questionnaire was created using the Wenjuanxing platform, with the
live-streaming video links embedded directly into the survey to ensure that participants
watch the designated content in full before responding to related questions. Once the
questionnaire setup is complete, a QR code is automatically generated to facilitate
distribution and sharing across various social media platforms. These QR codes will be
disseminated through popular Chinese social media platforms such as WeChat and
Weibo, targeting eligible Chinese Gen Z consumers. To broaden sample coverage, a
snowball sampling strategy will be adopted, encouraging initial participants to forward
the questionnaire to peers within their social circles who also meet the eligibility criteria

(Saunders et al., 2019).

In addition, the researchers will post recruitment ads for experiment volunteers on
relevant social platforms. These ads will include a brief introduction to the research
topic, participant eligibility requirements (e.g., age range, prior experience with live-
stream shopping), an explanation of the experiment process, and a link to the
questionnaire, aiming to attract voluntary participation from the target demographic.
Each of the four experiments will collect 50 valid responses, resulting in a total sample
size of 200. After data collection, SPSS software will be used to perform statistical
analysis on all experimental data, including descriptive statistics, reliability and validity
testing, correlation analysis, and regression analysis, in order to examine the impact of

different experimental conditions on consumer behavior.

3.7 Ethics

Each participant takes part in the questionnaire survey on a voluntary basis and may
withdraw at any time during the process. The questionnaire does not collect any
personal information from participants. All data results are used solely for the purpose

of a master’s thesis.
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4.Findings

Table 1. Sample Profiles

Number:231 100%
Your age
18-20 74 32.0
21-23 102 442
24-27 55 23.8
Your gender
Male 118 51.1
Female 113 48.9
Your education
Undergraduate 127 55.0
Postgraduate 85 36.8
Others 19 8.2
The time you spend
watching live streams
weekly
1 or less per week 43 18.6
2-3 hours per week 48 20.8
4-5 hours per week 48 20.8
6-7 hours per week 36 15.6
8-9 hours per week 28 12.1
More than 9 hours per week 28 12.1
Have you ever
purchased products
during live streaming
Yes 172 74.5
No 59 25.5
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A total of 231 valid questionnaires were collected for this study, achieving a 100%
overall response rate. Respondents were primarily aged between 18 and 27, with the
21-23 age group being the largest segment, accounting for 44.2% (n = 102); those aged
18-20 accounted for 32.0% (n=74), and those aged 24-27 accounted for 23.8%
(n=55). The gender distribution was relatively balanced, with 51.1% male (n=118)
and 48.9% female (n=113). In terms of education level, undergraduates comprised
55.0% (n=127), postgraduates and above accounted for 36.8% (n=285), and others

(e.g., vocational school, high school) made up 8.2% (n=19).

The sample was dominated by young individuals with a high level of education,
providing a sound foundation for studying live streaming behavior. Additionally, the
balanced gender distribution helps mitigate gender bias in interpreting the results.
Moderate to heavy users (those who watch >2 hours per week) made up approximately
81.6%, indicating a strong engagement with live streaming content. Among the
respondents, 74.5% (n=172) reported making purchases during live streams, while
25.5% (n=159) did not. This high conversion rate highlights the significant penetration
of livestream shopping among the target demographic, supporting the development of

targeted marketing strategies.

In this study, 231 participants assessed their willingness to pay for a T-shirt. Descriptive
statistics revealed a minimum willingness to pay of ¥20 and a maximum of ¥400, with

an average willingness to pay of M = 157.03 (RMB).

4.1 Experiment 1

In Experiment 1, 58 participants watched a video about a standard product accompanied
by a brief profile of a social media influencer with 50,000 followers,then they did the

relevant questionnaire.
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The study primarily examined whether interactivity, convenience, and playfulness
influenced enjoyment, and whether enjoyment in turn affected impulsive buying. It also
measured the direct effect of the number of followers on impulsive buying.

First, reliability, validity, and correlations were tested. A reliability analysis of the
variables was conducted to assess the consistency and stability of the measurement
tools. Results showed that the Cronbach’s alpha values for all constructs were above
0.7, indicating good internal consistency across all scales used, meeting the generally

accepted reliability standards in social science research (o > 0.70).

Prior to conducting exploratory factor analysis (EFA), a KMO test was performed,
yielding a sampling adequacy score of .873—well above the recommended minimum
threshold of 0.60—classified as “meritorious.” Furthermore, Bartlett’s test of sphericity
was significant (p <.001, Sig. =.000), rejecting the null hypothesis that the correlation

matrix is an identity matrix, thus confirming the suitability of the data for factor analysis.

In the exploratory factor analysis, factor loadings above .70 indicated strong stability
and explanatory power. The variables in this study exhibited loadings within a
reasonable range, confirming good construct validity of the measurement tools and
allowing for further analysis. Pearson correlation coefficients were analyzed among the
six constructs (Followers number, Interactivity, Convenience, Playfulness, Enjoyment,
Impulsive consumption) (see Table 5). Results showed all constructs were significantly

positively correlated (p <.01), supporting the theoretical relationships between them.

Table 2. Reliability Test

Constructs Cronbach’s alpha Mean
Followers number 0.731 3.701
Interactivity 0.703 3.815
Convenience 0.700 3.828
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Playfulness 0.700 3.966
Enjoyment 0.712 3.822
Impulsive consumption 0.698 3.971
Table 3. KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 873

Bartlett's Test of Sphericity Approx. Chi-Square 262.087

df 15

Sig. .000

Table 4. Component Matrix

Constructs FL

Followers number .694
Interactivity .884
Convenience .661
Playfulness .760
Enjoyment .836
Impulsive consumption .693
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Table 5. Correlation Test

Followers Convenience Enjoyment Impulsive
Interactivity Playfulness

number consumption

Followers number 1

Interactivity .648%* 1

Convenience A432%* .699%** 1

Playfulness .595%* .819%* .631%* 1

Enjoyment .545%* B15%* 7168%* 7133%* 1

Impulsive consumption A436%* TTTH* 593 %% .639%* 760%** 1

*#**p=<0.001, »*p=0.01, *p=<0.05. **,

In testing the structural paths of the hypothesized model, all paths were found to be
significant and directionally consistent. Specifically, interactivity had a significant
positive effect on enjoyment (unstandardized coefficient B=0.502, SE=0.164,
standardized f=0.430, t=3.056, p=.004). Convenience also positively influenced
enjoyment (B=0.444, SE=0.116, =0.375, t=3.829, p<.001). Playfulness had the
strongest impact on enjoyment (B=0.887, SE=0.110, f=0.733, t=8.055, p<.001).
Moreover, enjoyment was a strong predictor of impulsive buying behavior (B =0.659,
SE=0.075, $=0.760, t=8.764, p<.001), and the number of followers also showed a
significant positive effect on impulsive buying (B=0.361, SE=0.099, =0.436,
t=3.628, p=.001).
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Table 6. Regression Test

Path Unstandardized B Coefficients Std. Standardized T-Value P-Value
Error Coefficients
Beta
Interactivity —enjoyment 502 .164 430 3.056 .004
Convenience —enjoyment 444 116 375 3.829 .000
Playfulness —enjoyment .887 110 733 8.055 .000
enjoyment —Impulsive .659 .075 760 8.764 .000

consumption
Followers number —Impulsive 361 .099 436 3.628 .001

consumption

4.2 Experiment 2
In Experiment 2, 57 participants watched a video about an ordinary product

accompanied by a profile of a social media influencer with 5,000 followers, ,then they

did the relevant questionnaire.This study primarily tested whether interactivity,
convenience, and playfulness influence enjoyment, and whether enjoyment in turn
affects impulse buying. Additionally, the study measured the direct impact of follower
count on impulse buying. According to the data results (Tables 7-10), the experiment's
data met the required standards for reliability, validity, and correlation testing.

Table 7. Reliability Test

Constructs Cronbach’s alpha Mean
Followers number 0.721 3.701
Interactivity 0.702 3.815
Convenience 0.679 3.828
Playfulness 0.748 3.966
Enjoyment 0.685 3.822
Impulsive consumption 0.575 3.971
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Table 8. KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .886
Bartlett's Test of Sphericity Approx. Chi-Square 198.994
df 15
Sig. .000

Table 9. Component Matrix

Constructs FL
Followers number .692
Interactivity 741
Convenience .695
Playfulness 770
Enjoyment .669
Impulsive consumption 720
Followers Convenience Enjoyment Impulsive
Interactivity Playfulness
number consumption
Followers number 1
Interactivity . 5 1 5 sk 1
Convenience 509** 624** 1
Playfuiness S519%* 746%*F 656%* 1
Enjoyment S27%* H17%% 607**  T1T7F* 1
Impulsive consumption A483%* J26%% 715%*  671%* STTE* 1

Table 10. Correlation Test
*xp<(.001, »*p=<0.01, »p=<0.05.

In the structural equation modeling analysis, all hypothesized paths were tested, and the

results showed that all paths had significant positive effects, except for the path from
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follower count to impulse buying, which was not significant. Specifically, interactivity
had a significant positive predictive effect on enjoyment (unstandardized
coefficient B=0.690, SE=0.119, standardized coefficient=0.617, t=5.815,
p<.001); convenience also had a significant impact on enjoyment (B=0.718,
SE=0.127, B=0.607, t=5.663, p<.001); and playfulness significantly enhanced
enjoyment as well (B=0.521, SE=0.158, f=0.488, t=3.294, p=.002). Moreover,
enjoyment exhibited a strong positive effect on impulse buying behavior (B=0.541,
SE=0.103,3=0.577,t=5.233, p<.001). However, contrary to expectations, the effect
of follower count on impulse buying was not significant (B =0.028, SE=0.098,
B=0.029,t=0.283, p=.779).

Table 11. Regression Test

Path Unstandardized B Coefficients Std. Standardized T-Value P-Value
Error Coefficients
Beta

Interactivity —enjoyment .690 119 617 5.815 .000

Convenience —enjoyment 718 127 .607 5.663 .000

Playfulness —enjoyment 521 158 488 3.294 .002

enjoyment —Impulsive 541 .103 577 5.233 .000

consumption

Followers number —TImpulsive .028 .098 .029 .283 779

consumption

4.3 Experiment 3
In Experiment 3, 57 participants watched a video about a sustainable product

accompanied by a profile of a social media influencer with 5,000 followers, ,then they

did the relevant questionnaire.
This study primarily tested whether interactivity, convenience, and playfulness

influence enjoyment, and whether enjoyment in turn affects responsible consumption.
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Additionally, the study measured the direct impact of follower count on impulse buying.
According to the data results (Tables 12—15), the experiment's data met the required

standards for reliability, validity, and correlation testing.

Table 12. Reliability Test

Constructs Cronbach’s alpha Mean
Followers number 0.674 3.661
Interactivity 0.657 3.636
Emotional resonance 0.679 3.789
Convenience 0.665 3.746
Playfulness 0.748 3.750
Enjoyment 0.714 3.795
Responsible consumption 0.786 3.702

Table 13. KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 900
Bartlett's Test of Sphericity Approx. Chi-Square 303.957
df 21
Sig. .000

Table 14. Component Matrix

Constructs FL

Followers number 0.674
Interactivity 0.657
Emotional resonance 0.679
Convenience 0.665
Playfulness 0.748
Enjoyment 0.714
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Responsible consumption 0.786

Table 15. Correlation Test

Followers Emotional Convenience Enjoyment Responsible
Interactivity Playfulness

number resonance consumption

Followers number 1

669%F 1
Emotional resonance 603%* 628%*% |

Convenience 615%* 645%%  GO4** 1

Pl 652%% 600%F  T14¥x  679%F 1

iy J3LRE O JITEE 7728k 702%% 812 ]
Reponibieconspion JOO¥®G9T*F651%F  689%F  7A4I¥*  673%F ]

***p=<0.001, »*p=0.01, *p=<<0.05. **,

In the structural model constructed in this study, all major paths and hypotheses were
tested, with most paths showing significant positive relationships. First, interactivity
had a significant positive predictive effect on enjoyment (unstandardized B = 0.322, SE
=0.103, standardized f = 0.297, t =3.133, p =.003), indicating that higher engagement
in interaction enhances users’ emotional involvement. Convenience had an especially
significant impact on enjoyment (B =0.802, SE=0.110, 3=0.702,t=7.312, p <.001),
suggesting that a more convenient experience effectively fosters positive feelings
among the audience. Playfulness also significantly enhanced enjoyment (B = 0.538, SE
=0.101, B =0.527, t = 5.344, p = .000), indicating that entertainment elements in the

context play an important role in driving emotional experience.

Furthermore, enjoyment had a significant positive effect on responsible consumption
behavior (B =0.696, SE=0.103,  =0.673, t=6.744, p <.001), revealing that a higher
emotional experience helps trigger consumers' responsible and eco-conscious decisions.

In another path, follower count also significantly predicted responsible consumption (B
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= 0.622, SE = 0.086, B = 0.700, t = 7.274, p < .001), highlighting the positive
motivational role of social scale and community presence in promoting ethical

consumer behavior.

In addition, this study explored emotional resonance as a moderating variable in the
path from follower count to responsible consumption. The results showed that the
moderating effect was not significant (coeff =—-0.0972, t =—-0.8060, p = .4239, LLCI =
—0.3390, ULCI = 0.1447), indicating that emotional resonance did not play a significant

mediating or enhancing role in this relationship.

Table 16. Regression Test

Path Unstandardized B Coefficients Std. Standardized T-Value P-Value
Error Coefficients
Beta
Interactivity —enjoyment 322 .103 297 3.133 .003
Convenience —enjoyment .802 110 .702 7.312 .000
Playfulness —enjoyment 538 101 527 5.344 .000
enjoyment —Responsible .696 .103 .673 6.744 .000

consumption

Followers number —Responsible 622 .086 .700 7.274 .000

consumption

Moderator: coeff t p LLCI ULCI
Emotional resonance -.0972 -.8060 4239 -.3390 .1447
4.4 Experiment 4

In Experiment 4, 59 participants watched a video about a sustainable product

accompanied by a profile of a social media influencer with 50,000 followers, ,then they
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did the relevant questionnaire.This study primarily tested whether interactivity,
convenience, and playfulness influence enjoyment, and whether enjoyment in turn
affects responsible consumption. Additionally, the study measured the direct impact of
follower count on impulse buying. According to the data results (Tables 17-20), the

experiment's data met the required standards for reliability, validity, and correlation

testing.
Table 17. Reliability Test
Constructs Cronbach’s alpha Mean
Followers number 0.767 2.345
Interactivity 0.855 3.873
Emotional resonance 0.753 4.107
Convenience 0.675 4.203
Playfulness 0.802 4.208
Enjoyment 0.687 4.136
Responsible consumption 0.810 4.072

Table 18. KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .890
Bartlett's Test of Sphericity Approx. Chi-Square 304.326
df 21
Sig. .000
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Table 19. Component Matrix

Constructs FL
Followers number 741
Interactivity 776
Emotional resonance 75
Convenience .636
Playfulness 778
Enjoyment 726
Responsible consumption 714

Table 20. Correlation Test

Followers Emotional Convenience Enjoyment Responsible
Interactivity Playfulness
number resonance consumption

Followers number 1
Interactivity B46** 1
Emotional resonance B4 x* 1 2%* 1
Convenience 528#*x* 045%* 589%* 1
Paytness 636x 669k 734wk 686+ 1
Enjoyment 518 675%x  730%* 635+ 803 1
Responsible consumption 516%* 759%* 780** 022%* B4T*x B27** 1

***p=<0.001, »*p=0.01, *p=<0.05. **,

In the constructed model, contextual variables showed significant effects on enjoyment
and the subsequent path to responsible consumption. Interactivity continued to have a
positive predictive effect on enjoyment (B=0.158, SE=0.077, B=0.222, t=2.042,
p =.046); although the effect was relatively weak, it met the conventional threshold for

significance (p < .05). Convenience had a significant and strong impact on enjoyment
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(B=0.705, SE=0.114, B=0.635, t=6.206, p < .001); playfulness also significantly
enhanced emotional experience (B=0.617, SE=0.118, =0.599, t=5.240, p <.001).

Enjoyment significantly promoted responsible consumption behavior (B=0.563,
SE=0.134, f=0.491, t=4.214, p <.001), indicating that emotional experience plays
a key role in guiding responsible consumption. In contrast, fans number did not
significantly predict responsible consumption (B=0.149, SE=0.150, B=0.137,
t=0.988, p=.338), suggesting that social scale had a limited impact on behavior within

the current model.

The moderation analysis of emotional resonance showed that this variable did not have
a significant moderating effect on the path from follower count to responsible
consumption (coeff=0.1259, t=1.016, p=.314, LLCI = -0.1223, ULCI = 0.3741),
indicating that emotional resonance neither strengthened nor weakened the influence of
social presence on responsible consumption.

Table 21. Regression Test

Path Unstandardized B Coefficients Std. Standardized T-Value  P-Value

Error Coefficients

Beta

Interactivity —enjoyment 158 077 222 2.042 .046
Convenience —enjoyment .705 .114 .635 6.206 .000
Playfulness —enjoyment .617 118 .599 5.240 .000
enjoyment —Responsible 563 134 491 4214 .000
consumption
Followers number —Responsible .149 150 137 988 338
consumption
Moderator: coeff p LLCI ULCI
Emotional resonance 1259 1.0163 3139 -.1223 3741

36



5. Discussion

This study is based on the Stimulus-Organism-Response (SOR) theory and explores
how the three characteristics of interactivity, convenience, and entertainment in live-
streaming e-commerce affect the impulsive and responsible fashion consumption
behavior of Chinese Generation Z consumers through emotional mechanisms (i.e.,
enjoyment). The study further introduces the number of followers as an influencer
popularity indicator to examine its impact on impulsive and responsible fashion
consumption, and emotional resonance as a moderating variable between enjoyment
and responsible fashion consumption behavior, aiming to reveal the complex

mechanisms of consumer behavior in live-streaming e-commerce.

5.1 The Impact of Live-Streaming Features on Consumer Enjoyment

This study validates that interactivity, convenience, and playfulness in live-streaming
e-commerce significantly enhance consumers' enjoyment levels (H1-H3 are supported).
This finding aligns with the conclusions of Ha and James (1998), Lin et al. (2021), and
Barnett (2011). The research data shows that in the experiments with both non-
sustainable and sustainable fashion products, the standardized regression coefficient for
playfulness is significantly higher than that of the other two variables, highlighting the
dominant role of playfulness in influencing the emotional responses of Generation Z
consumers in live-stream shopping scenarios.

Convenience significantly and positively affects enjoyment under in both non-
sustainable and sustainable fashion product experimental conditions, with its impact
being most pronounced in the sustainable consumption experiment. This suggests that
Generation Z consumers are highly sensitive to convenient and efficient shopping
processes. This aligns with the consumption characteristics of Generation Z as "digital
natives." Although interactivity has a positive and significant effect in both non-
sustainable and sustainable product scenarios, its explanatory power is relatively

weaker in the sustainable consumption scenario, perhaps indicating that when value-
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driven content is involved, interactivity is less likely to be regarded by consumers as

the primary influencing factor.

5.2 The Impact of Enjoyment on Impulsive and Responsible

Consumption

The empirical results support H5 and H6, indicating that enjoyment is a significant
predictor of both impulsive and responsible consumption. Specifically, in the impulsive
consumption path, the influence of enjoyment is more significant, suggesting that
positive emotions play a key role in immediate, irrational purchasing behavior. This
conclusion aligns with the research by Madhavaram and Laverie (2004) and Han and
Chen (2022) on the relationship between emotions and irrational consumption behavior.
At the same time, the positive impact of enjoyment on responsible consumption is also
supported. Driven by positive emotions, consumers are more likely to accept and
internalize information related to sustainability, suggesting that positive emotions not
only stimulate immediate gratification but also help form moral and long-term oriented
consumption decisions (Heo et al., 2020; Li et al., 2020). This further confirms that
"enjoyment—responsibility" is not necessarily in opposition but may be a path that can

be jointly triggered in live-stream marketing.

5.3 The Heterogeneous Effect of Followers Number as an Influencing Factor

This study finds that the impact of followers number on consumption behavior varies
depending on the context. In the scenario combining non-sustainable fashion products
with macro influencers, followers number significantly and positively predicts
impulsive consumption behavior. This indicates that the “social identity” and “authority”
brought by a high follower count can indeed increase consumers' trust and acceptance
of live-streamed content (De Veirman et al., 2017; Seo et al., 2019). However, in the
scenario of non-sustainable products and micro-influencers, followers number does not
have a significant impact on predicting impulsive consumption behavior. This may be

because although Generation Z consumers recognize the authenticity and intimacy of
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micro-influencers, their limited reach cannot effectively stimulate a strong enough
purchasing motivation.

However, in the context of sustainable fashion products combined with macro
influencers, the effect of followers number on consumer behavior is the opposite.
Macro influencers do not have a significant impact on consumers' sustainable
purchasing decisions. This confirms some literature suggesting that influencers with a
large number of followers may raise suspicions of "greenwashing" when endorsing
environmentally friendly products (Laufer, 2003). This is because the product
categories endorsed by these macro influencers are often diverse, leading consumers to
perceive them as lacking expertise and authority in the field of sustainable products.In
the case of sustainable fashion combined with micro-influencers, micro-influencers
have a significant positive effect on responsible consumption behavior. This finding
aligns with some "micro-green influencers," who may be more capable of persuading
consumers to buy sustainable products in an approachable and practical manner.
Compared to mass consumption, a sustainable lifestyle is still considered a choice for
a minority (Chouten et al., 2020). Therefore, green endorsers with a smaller following
can more authentically represent the lifestyle of a minority. This result also reveals that
influencers should be cautious when selecting strategies for promoting sustainability—
having a high number of followers is not always more persuasive, especially when

dealing with value-driven products.

5.4The Moderating Effect of Emotional Resonance

Although emotional resonance was proposed as a moderating variable (H7), the results
show that its moderating effect on the path from enjoyment to responsible consumption
is not significant. This finding suggests that short-term live-stream content is
insufficient to trigger deep emotional identification, and consumers' resonance with
green concepts did not effectively enhance the driving role of enjoyment in responsible

behavior. This conclusion implies that emotional resonance may require more long-
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term, systematic brand building and content penetration to truly influence consumer

behavior (Li et al., 2020).

6. Conclusion

6.1 Research Summary

Based on the Stimulus—Organism—Response (SOR) theory, this study systematically
explores how the three key features of live-streaming e-commerce—interactivity,
convenience, and playfulness—affect the impulsive and responsible consumption
behaviors of Chinese Generation Z consumers in fashion consumption by triggering
their enjoyment. The results indicate that all three live-stream features significantly and
positively influence consumers' enjoyment, and that enjoyment itself plays a central
role in guiding consumers along two distinct consumption paths—impulsive
consumption and responsible consumption.

Additionally, the study found that the impact of an influencer's follower count on
consumption decisions varies across different contexts: in the impulsive consumption
scenario, macro influencers with a high follower count significantly promoted
purchasing behavior; whereas, in the responsible consumption scenario, the influence
of high-follower macro influencers was limited. In contrast, micro-influencers, who are
perceived as more credible in the sustainable product context, had a significant
influence on responsible consumption behavior. On the other hand, the study's original
hypothesis that emotional resonance would moderate the relationship between
enjoyment and responsible consumption was not supported by the empirical results,
indicating that the activation of this mechanism may be relatively limited in the live-

streaming context.

6.2 Theoretical and Practical Contributions

This study enriches the applicability of the SOR theory by applying it for the first time
to explain the formation paths of both impulsive and responsible consumption

behaviors in the live-streaming environment. It expands the theoretical boundaries of
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the emotional mechanism in digital marketing by demonstrating its dual-directional
guiding role. At the same time, the study highlights the central role of enjoyment in
promoting different consumption tendencies, challenging the traditional view in

existing research that associates enjoyment solely with irrational behavior.

In practical terms, this study provides targeted guidance for brands and e-commerce
platforms when formulating live-streaming strategies. First, for live-streaming of
regular fashion products aimed at improving sales conversion rates, the focus should be
on enhancing the playfulness and interactivity of the content. Specifically, brands can
introduce gamification mechanisms (such as lotteries, flash sales, time-limited
challenges), increase visual stimulation (such as multi-camera displays, AR try-on
features), and foster real-time interaction between the host and the audience (such as
bullet comments, instant Q& A, audience polls), to stimulate consumers' enjoyment and
immersion. This positive emotional response not only enhances consumers'
identification with the product but also makes it easier to prompt them to make
purchasing decisions within a short period, thus improving the live-streaming
conversion rate.

Secondly, in the live-streaming promotion of sustainable products, brand strategies
should focus on value-driven content expression. Since sustainable fashion inherently
carries strong ethical and conceptual aspects, relying solely on price discounts or
entertainment-focused content may not fully engage consumers' identification and
behavior. Therefore, brands should enhance consumers' perception of brand
responsibility through the host's explanation of sustainability concepts, introduction of
eco-friendly production processes, and value resonance interaction with consumers.
Additionally, the selection of influencers should take into account their expertise and
credibility in the sustainability field. Compared to macro-influencers, micro-influencers
who have authentic practices in eco-friendly living are more likely to gain the trust of
target consumers, especially among Generation Z, who are more inclined to follow

individuals whose lifestyles are relatable and whose values align with their own.
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Therefore, when developing KOL collaboration strategies, platforms should consider
both the influencer's reach and alignment with the brand.

In addition, brands should focus on building consumer communities with emotional
connections during live-streaming. Research indicates that Generation Z consumers
place greater importance on a sense of participation and belonging during their
consumption process. Therefore, live-streaming should not only be seen as a
promotional tool but also as an important medium for establishing emotional
relationships between the brand community and consumers. By encouraging consumers
to engage in brand-related topics, share personal eco-friendly stories, or regularly
organize charity-driven live-stream events, brands can effectively enhance consumer
loyalty and sense of responsibility, further promoting the formation of sustained,

rational sustainable consumption behaviors in the future.

6.3 Research Limitations and Future Directions

However, there are certain limitations to this study. First, the experimental materials
used in this research were simulated live-stream videos. Although the design aimed to
replicate the interactivity, promotional mechanisms, and host communication style
found in real live-stream scenarios, it is still difficult to fully reproduce the complex,
dynamic, and highly contextual atmosphere of a real live-stream e-commerce
environment. For example, in an actual live-stream, factors such as viewers' real-time
comments, group emotions, and changes in sales data would collectively influence
consumer decision-making, but these factors are challenging to fully capture in a
simulated environment. Second, the data collection relied on self-reported
questionnaires from participants. While this method is common in consumer behavior
research, it is susceptible to biases such as social desirability bias and emotional recall
errors. For instance, participants may adjust their responses to questions about
impulsive or responsible consumption tendencies based on social approval or personal
ideals, leading to measurement results that may not accurately reflect actual

behavior.Third, the research sample primarily consisted of Chinese Generation Z
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consumers aged 18-27. Although this group dominates live-stream e-commerce, their
cultural background, technology acceptance, and values have distinct characteristics.
Therefore, the results may not be directly applicable to consumers in other cultural
contexts, generational groups, or societal environments.Future research could further
incorporate real live-stream data to improve the objectivity of emotion measurement. It
could also extend the study to different countries or age groups to validate and enrich

the findings and theoretical model of this research.

Based on the aforementioned limitations, future research could expand in the following
areas. First, future studies could utilize real live-stream platform behavioral data to
dynamically analyze user comments, bullet screen content, and purchasing behavior to
enhance data diversity. Second, cross-cultural and cross-generational comparative
studies could be adopt to test the similarities and differences in how live-streaming
features affect consumer consumption across different social and cultural contexts,
thereby enhancing the generalizability and adaptability of the theoretical model. Finally,
further refinement of the classification criteria for influencer types could be made,
incorporating multidimensional analyses based on their content style, expertise, and
audience structure to explore the trust-building mechanisms between influencers and
consumers. Additionally, introducing psychological variables at the individual
consumer level, such as impulsive control ability, consumption values, and social
responsibility, would help construct a more comprehensive model for predicting live-

stream consumption behavior.
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Appendix A

Scenario 1 involves content focused on the live-streaming sale of regular T-shirt
products.

VideoLink: https://www.xinpianchang.com/al3320483?from=private pwd

Password: k7ls
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Scenario 1 script (Translate)

Hello everyone, welcome to our livestream! Is anyone here for the first time today? If
so, drop a ‘1’ in the comments, and if you're a returning friend, type ‘6°!”
Make sure to stay tuned, because not only do we have amazing discounts, but also

mysterious gifts waiting for you!

First, take a look at this T-shirt I’'m wearing — what do you think? This is one of our

new Spring/Summer arrivals.

It’s made from 100% cotton, breathable and soft, with a super comfy skin feel.

Check out the fit — loose but not sloppy. We’ve got 4 colors available. The one I'm
wearing is black, which is a classic and easy to match; we also have white and blue and
pink colours, casual and full of energy. Most importantly, take a guess at the price.

Today in the livestream, it’s only199 yuan, with free shipping right to your door.

The purchase link is up now,Limited-time deal for the first 20 pieces.

Click the little yellow cart at the bottom right and grab yours now. Free shipping!

Buy two and get a mysterious gift. Where else can you find a deal like this? It’s
seriously such a great value.Limited-time offer, If you want it, hurry up.

Thanks to [user Cola] for buying the black one. If you have other questions, feel free to
ask in our livestream — I’ll answer them for you.

Even if you’re not buying, stick around for the perks — the giveaway is coming

up.We’ll randomly select 5 lucky viewers in the comments to receive a free T-shirt.

Alright, today’s event is coming to an end! Don’t worry if you didn’t grab one — follow
me and we’ll try again next time.

Thanks for all your support — don’t forget to check the shipping info after placing your
order, and post a buyer photo once you get it.

See you next time in the livestream — bye bye.
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Appendix B

Scenario 2 involves content focused on the live-streaming sale of sustainable T-shirt products.

Video link: https://www.xinpianchang.com/al13320537?from=private pwd

Password: mlen

Scenario 2 script (Translate)
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Hello everyone, welcome to our livestream. Is anyone here for the first time? If so, type

‘1’ in the comments, and our returning friends, type ‘6’

Make sure to stay tuned, because we’ve got not only amazing deals, but also mystery
gifts waiting for you.Today's theme is “Dress for Comfort, Dress with Purpose” — let's

practice a sustainable lifestyle together.

Did you know producing just one T-shirt can use up more than 2,700 liters of water. In
today's livestream, we’re bringing you super comfy T-shirts that are also eco-
friendly.The one I’'m wearing is made of 100% organic cotton — not only breathable
and comfortable, but also better for the environment. What’s more, it’s GOTS certified
— that’s the Global Organic Textile Standard, ensuring strict environmental standards
from materials to production. You can shop with peace of mind and wear it with

confidence.

Check out the fit — loose but not sloppy. We have four colors in total. The one I’'m
wearing is black, a timeless classic; we also have blue pink and white colours. This T-

shirt won’t go out of style for years and helps reduce overconsumption.
Now the big question — guess the price! Today, it’s only ¥199, with free shipping.

The product link is up! First 20 pieces are available at a special price. Click the yellow
cart at the bottom right and grab yours now — shipped straight to your door. Buy two
and get a mystery gift. Where else can you find a deal like this? Super worth it. Thanks
to [user Cola] for grabbing the black one!

If you have any questions, just ask in the chat — I’ll answer them live! Even if you’re
not buying, stay for the giveaways — quiz with award time is coming.Do you know
which country leads in sustainable fashion? Join our guessing game and the first to

answer correctly will win an eco-friendly gift.

To get more people involved in sustainable fashion, we’ll select 5 lucky winners at the
end to join an animal protection charity event. Thanks for all your support — don’t
forget to check your shipping info after placing your order, and post a buyer’s show

when your item arrives. See you in our next livestream — bye bye!
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Appendix C Poster Image
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The host, with 5,000 followers on the social media platform, focuses on fashion styling,

trendy item recommendations, and leading followers through the fashion scene.
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The host, with over 50,000 followers on the social media platform, focuses on fashion
styling, trendy item recommendations, and leading followers through the fashion

scene.
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The host, with 5,000 followers on the social media platform, focuses on sharing
sustainable fashion products, leading followers through the fashion scene, and
exploring sustainable lifestyles.
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The host, with over 50,000 followers on the social media platform, focuses on sharing
sustainable fashion products, leading followers through the fashion scene, and
exploring sustainable lifestyles.
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Appendix D Questionnaire

Kio)s SERRAMEESETTE Z #H1R (1827 %) ERTHOTWHE . HEEEE
HXT GenZ JHBE PR/ TIFLARMTIE. HHARNSS.

This survey aims to explore how fashion marketing influences the consumption behaviors of
Generation Z (aged 18-27) in China, with a focus on its impact on impulsive buying and
sustainable consumption. Thank you for your participation!

1. YRESERS Your age
A 18-20
B21-23
C24-27

2. YRASME S Your gender
A. B Male
B. % Female

C. NZEFE Prefer not to say

3. {RESZBEHS = Your educational background
A. AR} Undergraduate

B. #ff54E Postgraduate

C. Hfth Others

4. {REEEE#EHRYE) The time you spend watching live streams weekly
A. FE 1 /B 1 or less per week

B. 45/ 2-3 /\BY 2-3 hours per week

C. £5[E 4-5 7/)\f¥ 4-5 hours per week

D. 45/E 5-6 /)\B} 5-6 hours per week

E. £5[& 7-8 /)\i 7-8 hours per week

F. £5[&) 8-9 7\ 8-9 hours per week

5. REARHE B ME =& Have you ever purchased products during live streaming?
A B (INRE. MIHRBM™MEERMTA?)

Yes (If yes, what is the type of product you purchased the most?)

B. & No

TBA TR MUE [ DT a1
Please Answer the following questions after watching the linked video
$%3£. https://www.xinpianchang.com/a13320483?from=private_pwd 285 k7ls

*LE 6 VRIBETES D ERIMETHX SR T 2

How much would you be willing to spend on this T-shirt?
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7. XA LEBR T IR TR KT

Would the live streamer's follower count influence your purchasing decision?

1 3% 5205 No effect
2880 Some effect

3 Hsz Neutral

4 tEES B F2 06 Quite an effect
5 3E% B0 Very much so

8 T AV LB F W IRAIME KT A

Would the live streamer's follower count influence your purchasing behavior?
1 388 520 No effect

2FF M Some effect

3 sy Neutral

4 LA FH 0 Quite an effect

53E®E B Very much so

9. FEAMULBRVMARNEHRAEREED

Would the live streamer's follower count affect how much you like the streamer?
1 3% 50 No effect

2FF W Some effect

3 sy Neutral

4 LEERX A0 Quite an effect
5 % B5 M Very much so

10.350] ILE #5 FHEZSR | can communicate directly with the online streamer
1. 3% A[E) & Strongly disagree

2. R[E#&E Disagree

3. 3z Neutral

4. BE Agree

5. dEE [EFE Strongly agree

1. oM EES Hith & #W E3E E5) 1 can communicate directly with other participants in the
livestream

1. 3% A[E) & Strongly disagree

2. A[E#E Disagree

3. f37 Neutral

4. [EE Agree

5. dEF EE Strongly agree

57



12 FoTWEEEEBEITIEE 5HMA BEE) 1 can interact with others by leaving a message in
thelive stream

1. FEFAEI T Strongly disagree

. NG Disagree

. AA3Z Neutral

[E7% Agree

. dEFEFE Strongly agree

[T NIV N

13 b AR EIE 1 FEE|Z 5 It makes me feel engaged while reading others' responses
1. JEHAE R Strongly disagree

2. A[ER& Disagree

3. fA37 Neutral

4. [E)RE Agree

5. JEFBER Strongly agree

14 BB A SR FHIE R L AES

I feel emotionally connected to the sustainable fashion content by the live streamer
1. IEFEA[E R Strongly disagree

2. A[Ei#& Disagree

3. &137 Neutral

4. [ERE Agree

5. JEFBER Strongly agree

15 FRER BV OTHSLERY MW A 1 like the sustainable fashion content by the live streamer
1. IEFA[E 7 Strongly disagree

2. K[E& Disagree

3. #137 Neutral

4. B Agree

5. IEFERE Strongly agree

16 U BT RO THFEN SARE, REEFBRILG

I feel emotional when I watch the content of sustainable fashion by the live streamer
1. IEFERERE Strongly disagree

2. A[ER& Disagree

3. fA37 Neutral

4. [GIRE Agree

5. IEHEERE Strongly agree

17 3581576 B 458 9YAR 77{€ 1 find it is convenient to shop in the live stream
1. IEFEA[E R Strongly disagree

2. A[Ef& Disagree

3. 4137 Neutral

4. [E)R& Agree

5. EFRERE Strongly agree
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18. I E BT A TRIR D 8]

It saves me much time by shopping in the live stream
1. EEFEABRE Strongly disagree

2. AN[E& Disagree

3. 237 Neutral

4. [E)7% Agree

5. IEFER Strongly agree

19. BEREMYMIEFTIE. RABRTUERXRIRAEET A E WP BRGT

"Livestream shopping is so convenient because the delivery comes right to my door, saving me
from all the hassle of in-store shopping."

1. FEFARRER Strongly disagree
2. AN[E& Disagree

3. 57 Neutral

4. [E)7% Agree

5. EFRER Strongly agree

20. EIEMYRZAHRFERE 8 The payment process is simple in live stream shopping
1. JEFEARER Strongly disagree

2. AN[E& Disagree

3. 3L Neutral

4. [E)7% Agree

5. JEFREF Strongly agree

21 s EEEHNARIRF R [ observe the content of live stream shopping is interesting
1. IEFABRE Strongly disagree

2. N[E#& Disagree

3. 237 Neutral

4. [E)7% Agree

5. IEFER Strongly agree

22 N EE EMYNLFEE R Watching live stream shopping makes me joyful
1. FFEARER Strongly disagree

2. N[E#R& Disagree

3. 237 Neutral

4. [E)7% Agree

5. FFRE R Strongly agree
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23. Z5RBEYXT RN BGYESD

Toparticipate in the live streaming shopping is an interesting activity for me
1. IEFAER Strongly disagree

2. IN[E#& Disagree

3. f37 Neutral

4. B Agree

5. JEHRIF Strongly agree

24. S E5REGYIENE EER B

It makes my life more interesting while participating in live streaming shopping
1. IEFA[ER Strongly disagree

2. A[E#& Disagree

3. 37 Neutral

4. E)7R& Agree

5. EFER Strongly agree

25. W EE B3 S| FF( It makes me feel happy while watching live stream shopping
1. IEFA[ER Strongly disagree

2. A"[E#& Disagree

3. 37 Neutral

4. B Agree

5. EFER Strongly agree

26. FHERSEE) B IR AR SUE I can feel the happy atmosphere in live stream shopping
1. IEFA[ER Strongly disagree

2. AN[ER& Disagree

3. F37 Neutral

4. 7 Agree

5. JEFRER Strongly agree

27. FERIWE EHEMY) 1 enjoy watching live streaming shopping
1. JEFEARER Strongly disagree

2. A[E#& Disagree

3. A37 Neutral

4. [FR& Agree

5. JEFRER Strongly agree

284 T8 AV e RSB PR BURY . SLEFU e SR ARk

Whenthe item I wantto buy has a time limit, it makes me want toown it impulsively
1. IEFARER Strongly disagree

2. IN[E#& Disagree

3. 37 Neutral

4. [ERK Agree

5. EFEF Strongly agree
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29. ELHEE) REURMEEIHG]. SR MshETaIRE

The limited-time purchase mechanismin live streaming makes me want to own it impulsively
1. IEFARERE Strongly disagree

2. A[E#& Disagree

3. 137 Neutral

4. ER& Agree

5. JEHRER Strongly agree

30. THERZUEFNFES M R MR

The atmosphere of being strongly introduced by the online streamer will increase my desire to buy
immediately

1. IEFARERE Strongly disagree

2. INE#& Disagree

3. 37 Neutral

4. B Agree

5. JEHER Strongly agree

31. AHEEYIP A (RIS B R SR i

The promotion in the live stream shopping makes me want to buy the item instantly
1. IEFARERE Strongly disagree

2. N[EJ#& Disagree

3. 37 Neutral

4. B Agree

5. JEHER Strongly agree

32. FIETEAEE IR ) I oI A

I amwilling to buy sustainable fashion products inlive streaming shopping
1. IEFEARERE Strongly disagree

2. NEf& Disagree

3. 37 Neutral

4. F7& Agree

5. EFER Strongly agree

33. VT 7EE 8 ) SIY SE O 8

I plan to buy sustainable fashion products in live stream shopping
1. IEFARERE Strongly disagree

2. IN[EJ#& Disagree

3. 37 Neutral

4. B Agree

5. JEHER Strongly agree

34, FHXFTHEER F 77 88, H ESIREX M e SR G

I have gained an understanding of sustainable fashion and want to purchase sustainable fashion
products

1. IEFARERE Strongly disagree

2. R[E#E Disagree

3. fA37 Neutral

4. B Agree

5. EFER Strongly agree

35. B FEIEIE Sak o) TR
I will consider switching fromstandard products to sustainable fashion products
1. JEFEARER Strongly disagree
2. KRG Disagree
3. 137 Neutral
4. B Agree
5. JEFREF Strongly agree
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