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Abstract  

Purpose: Live-streaming commerce emerges as a new e-commerce powerhouse. Based on the Stimulus-Organism-Response model and 

the latest literature on live commerce, this study presents an integrated theoretical model with factors influencing potential consumers' 

intention to watch live broadcasts. This study expects that four factors (product fit, parasocial interaction, perceived serendipity, and 

deal proneness) would be positively related to one’s intention to watch live streams. In addition, the intention to watch live commerce 

is expected to play a role in linking these factors to impulse purchases. Research design, data and methodology: A survey was 

conducted with 280 consumers in Korea who recently watched live commerce. Results: Statistical analyses were performed using 

structural equation modeling in which all four factors were found to show positive and statistically significant relationships with the 

intention to view the program live. As expected, the intention to watch live commerce simultaneously demonstrated the indirect effect. 

Conclusions: This study found significant antecedents of continuous watching intention and impulse buying, including product fit, 

parasocial interaction, perceived serendipity, and deal proneness. Furthermore, this study confirmed both the direct and indirect effect 

of continuous watching intention on impulse buying, which was found to be a meaningful and impactful indicator in live commerce. 
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1. Introduction12 
 

With the advancement of digital technology and the 

emergence of new business models, live streaming 

commerce has continued to expand in global markets, 

particularly in the United States, China, and Korea. 

According to Statista, the U.S. live streaming commerce 

market size is projected to reach $68 billion by 2026 

(Statista, n.d.a). In China, approximately 597 million people, 

or about 54.7 percent of the country’s Internet users, 

engaged in live streaming commerce in 2023 (Statista, n.d.b). 
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In Korea, live streaming commerce sales surpassed $11 

billion in 2023 (Statista, n.d.c). 

Live streaming commerce serves as a distribution 

channel that leverages the increasing emphasis on online 

services, which has grown due to the expansion of at-home 

and virtual environments. It extends beyond traditional 

online shopping, featuring enhanced real-time experiences, 

high interactivity, intensive engagement, rich information, 

and a full entertainment experience. Unique characteristics 

of live streaming commerce include two-way synchronous 

interactions not only between streamers and consumers but 

also consumers themselves (Kang et al., 2021). 
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Despite its rapid growth, research on live streaming 

commerce remains limited. Prior studies have primarily 

focused on the impact of streamers on purchase intentions 

(Gao et al., 2023; Guo et al., 2022; Hu et al., 2017; Li et al., 

2021), technological features (Park & Lin, 2020; Sun et al., 

2019), and the relationship between platform factors and 

purchase behavior (Chong et al., 2023; Zhang et al., 2021). 

In contrast, few studies addressed antecedents of continuous 

viewing of live streaming (Hu et al., 2017; Liu et al., 2023; 

Lv et al., 2022) and the relationship between continuous 

viewing of live streaming and impulse purchases (Lv et al., 

2022; Xia et al., 2024). 

Although significant factors that stimulate consumer 

purchase intention have been identified in existing studies 

on live commerce, most studies have focused on fragmented 

relationships rather than capturing the entire process of 

consumers' impulse buying behavior in live streams. 

Therefore, this study works to enhance the understanding of 

a more integrated and comprehensive approach that 

examines consumers' continuous viewing intention and 

purchase behavior on live stream platforms. To address this 

gap, the present study investigates multiple predictors of 

consumers' intention to continue watching live streams, 

factors influencing impulse purchases in live streaming 

commerce, and the mediating effect of continuous viewing 

on impulse buying. Therefore, this study offers a more 

integrative model of the processes that lead consumers to 

impulse purchases while watching live streaming commerce. 

This study specifically investigates the complex 

dimensions of impulse buying within live streaming 

commerce, based on the comprehensive review of previous 

literature on the continuous viewing intention in live 

streaming contexts, integrating the Stimulus-Organism-

Response (SOR) model into its research framework. 

Consequently, the research aims are threefold: (1) to 

examine the antecedents influencing continuous watching 

intention in live streaming, (2) to identify factors affecting 

impulse purchases in the live streaming commerce setting, 

and (3) to assess how impulse buying antecedents are 

mediated by continuous viewing intention in a more 

cohesive theoretical model within live streaming commerce. 

Findings of this study will provide deeper insight into the 

significant role of sustained viewing intention in the live 

commerce domain in an integrative approach linking 

various external stimuli (including from product features to 

interactive relationships) to impulse buying. 
 

 

2. Literature Review and Hypotheses Development 
 

2.1. The Stimulus-Organism-Response (SOR) Model 
 

The Stimulus-Organism-Response (SOR) model 

provides a valuable theoretical framework for analyzing 

how external environmental stimuli influence individual 

behavioral responses through their effects on psychological 

states (Guo et al., 2021). Under this framework, the stimulus 

(S) denotes external factors beyond one’s control, such as 

marketing nudges or pleasant scents near a retail location. 

The Organism (O) represents the individuals’ internal 

affective and cognitive states, such as feelings or emotions 

they experience, while the Response (R) stands for the 

behavioral outcomes resulting from these psychological 

reactions, as purchase decisions. The SOR model has been 

widely employed to investigate how external stimuli shape 

specific behavioral responses (Guo et al., 2021; Mehrabian, 

1974; Peng & Kim, 2014; Vieira, 2013) and is applied 

across various retail settings, including physical stores, e-

commerce, and live-streaming commerce.  

The SOR model is also frequently applied to examine 

consumer behaviors linked to impulse buying (Huang & Suo, 

2021; Lo et al., 2022; Ming et al., 2021). In line with 

previous research, this study adopts the SOR model to 

investigate how external factors (i.e., antecedents of impulse 

buying) lead to specific behavioral responses (i.e., impulse 

buying), mediated by internal psychological states (i.e., 

continuous watching intention). 

 

2.2. Live Streaming Commerce 

 

Live streaming commerce, a novel e-commerce platform, 

has garnered significant scholarly and industry attention due 

to its distinctive attributes of immersiveness, immediacy, 

engagement, and interactivity (Wongkitrungrueng & 

Assarut, 2020). This platform facilitates real-time 

interactions between streamers and viewers, where hosts 

actively provide information and showcase products to 

viewers while interacting with them as potential customers 

(Liu et al., 2023; Xu et al., 2020). Through live presentations, 

viewers gain a deeper understanding of product features, 

which helps reduce uncertainty and supports purchase 

decisions (Lu & Chen, 2021). Unlike traditional physical or 

standard online shopping, live streaming commerce 

emphasizes the role of streamers due to the high levels of 

consumer involvement, engagement, and interactivity 

required in this format (Gao et al., 2021; Ma et al., 2022). 

A large body of previous literature have discussed the 

influence of streamers in live streaming commerce. The 

characteristics of streamers, including attractiveness, 

trustworthiness, knowledge, responsiveness, etc. have 

influenced consumers’ purchase behavior in live streaming 

commerce (Chen et al., 2022; Guo et al., 2022; Park & Lin, 

2020; Xu et al., 2020; Zhang et al., 2022). Additionally, the 

characteristics of technology have been studied in live 

streaming commerce. For example, the IT affordance, media 

richness, platform accessibility, and interface design have 

enhanced consumers’ purchase intention and engagement 
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(Chong et al., 2-23; Kim et al., 2020; Li et al., 2021; Ma, 

2021; Sun et al., 2019; Zhang et al., 2021).  
A substantial body of literature has explored the role of 

streamers in live-streaming commerce. Factors related to 

streamer characteristics—such as attractiveness, 

trustworthiness, expertise, and responsiveness—have been 

shown to significantly influence consumer purchasing 

behavior in this context (Chen et al., 2022; Guo et al., 2022; 

Park & Lin, 2020; Xu et al., 2020; Zhang et al., 2022). 

Additionally, studies have examined technological 

characteristics within live-streaming commerce, including 

IT affordance, media richness, platform accessibility, and 

interface design, which collectively enhance consumer 

engagement and purchase intentions (Chong et al., 2023; 

Kim et al., 2020; Li et al., 2021; Ma, 2021; Sun et al., 2019; 

Zhang et al., 2021). 

 

2.3. Factors Influencing Impulse Buying 

 

Impulse buying, defined as the spontaneous urge to 

make a purchase without prior intention, has been 

extensively studied within consumer behavior literature, 

spanning both offline and online retail environments 

(Abdelsalam et al., 2020; Beatty & Ferrell, 1998; Block & 

Morwitz, 1999; Rook, 1987; Verhagen & Van Dolen, 2011; 

Zhang et al., 2023). While traditionally considered an 

impulsive behavior associated with compulsiveness and 

reduced self-control (Vohs et al., 2018), impulse buying in 

live-streaming commerce is frequently promoted as a 

strategic marketing approach. In live streaming commerce, 

consumers are often encouraged to make purchases during 

the brief duration of the broadcast, making strategies that 

elicit impulse intentions directly impacting sales outcomes. 

Figure 1 illustrates our proposed research framework, 

including five hypotheses. The framework examines four 

antecedents of continuous watching intention—product fit, 

parasocial interaction, perceived serendipity, and deal 

proneness—across Hypotheses H1 to H4, while H5 

evaluates the relationship between continuous watching 

intention and impulse buying. 

This study adopts SOR theory to investigate a 

comprehensive and integrative research framework of 

impulse purchases that incorporates (1) external factors – 

product fit, parasocial interaction, perceived serendipity and 

deal proneness (S), (2) internal psychological states – 

continuous watching intention (O), and (3) behavioral 

response – impulsive buying (R). In sum, according to the 

SOR model, external stimuli (S) (i.e., product fit, parasocial 

interaction, perceived serendipity, and deal proneness) lead 

to specific behaviors (R) (i.e., impulse buying), mediated by 

affective and cognitive states (O) (i.e., continuous watching 

intention) in our integrative research framework. 

 

2.3.1. Product Fit 

Product fit refers to the degree to which a product 

presented by streamers aligns with the consumers’ personal 

needs and preferences (Zhang et al., 2014). When 

consumers perceive that a product meets their personal 

requirements or tastes, they are more likely to consider 

purchasing it. In live streaming commerce, high product fit 

enhances consumer engagement by attracting attention and 

meeting individualized needs. During live streaming 

sessions, consumers acquire information that matches their 

tastes through the streamer's demonstration of product use 

and benefits, which encourages continued viewing. For 

instance, those who plan to purchase a new laptop are more 

likely to continuously watch a live streaming session if it 

presents laptops and electronic devices. In line with the SOR 

theory, product fit is considered as an external stimulus, 

which influences the individual’s internal affective and 

cognitive states (i.e., continuous viewer intention in live 

streams). This study thus hypothesizes that perceived 

product fit positively influences continuous watching 

intention. 

H1: Product fit will be positively associated with the 

continuous watching intention in live streaming 

commerce. 

 
2.3.2. Parasocial Interaction 

Parasocial interaction describes the perceived 

connection or quasi-social relationship that media users 

experience with media personalities. It is defined as the 

extent to which users perceive their relationship with media 

figures as close and interactive (Horton & Richard Wohl, 

1956). Originating in mass communication, this concept has 

gained application in live streaming commerce and online 

shopping settings (Cohen, & Tyler, 2016; Hu et al., 2017; 

Labrecque, 2014; Lee & Oh, 2012; Powell et al., 2011). In 

live streaming commerce, a sense of parasocial interaction 

is fostered when streamers establish friendly and positive 

relationships with viewers. As consumers perceive a 

"friendship-like" bond with streamers, their personal 

attachment, loyalty, and commitment to the streamer may 

strengthen (Labrecque, 2014). Consumers who experience 

parasocial interactions are more likely to engage actively 

and remain involved in the live streaming sessions, resulting 

in sustained viewing. According to the SOR model, 

parasocial interaction as an external stimulus affects an 

individual’s psychological state which influences one’s 

inclination to watch live streams in a sustained way. 

Consequently, this study posits parasocial interaction has a 

positive influence on continuous viewer intention in live 

streams. 

H2: Parasocial interaction will be positively associated with 

continuous watching intention in live streaming 

commerce. 
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2.3.3. Perceived Serendipity 

In this study, we define perceived serendipity as that 

extent to which potential consumers believe that watching 

live commerce helps them discover unexpected or better 

suited products beyond their expectations. Traditional 

perspectives of consumer purchasing behavior research 

assumes that consumers always prefer products that exactly 

fit their needs while searching for additional product 

information (McCay-Peet & Toms, 2015; Wang & Wu, 

2019). However, recent research reveals empirical evidence 

that serendipity has a positive effect on consumer purchases. 

For example, when consumers encounter a surprise during 

the purchasing process, they become more attracted to the 

product and experience a "a-ha" moment of sorts alongside 

feelings of satisfaction. (Niu et al., 2021).  

During a live session, live commerce platforms often 

provide unexpected gifts in a package with a target product 

to attract potential customers. Live platforms also encourage 

consumer participation by providing surprise prizes to a few 

consumers who frequently interact with streamers. While 

watching a live broadcast and discovering unexpected 

products or surprise gifts, potential customers tend to 

continue watching the broadcast until they find their 

consumption to be relevant and useful to their needs. Built 

on the SOR theory, perceived serendipity (S) is considered 

as an external stimulus, which will lead to continuous 

watching intention in lives streams (O) (i.e., psychological 

states) in this research. 

This study, thus, expects that consumers are likely to 

continue watching live commerce to further satisfy unexpected 

pleasures and serendipitous happiness. Based on this logical 

argument, the study presented the following hypothesis: 

H3: Perceived serendipity will be positively associated with 

continuous watching intention in live streaming commerce. 

 

2.3.4. Deal Proneness 

Deal proneness refers to a consumer's tendency to pursue 

special offers or other financial benefits. It is one of the 

important factors driving consumers to engage in impulse 

purchases and live commerce (Huang & Suo, 2021; Palazon 

& Delgado-Ballester, 2011). Due to the limited time that 

these offerings are available, as well as rapid price changes 

during the live commerce broadcasts, consumers can easily 

be prompted to watch the live sessions on an ongoing basis. 

Moreover, deal-prone customers tend to invest their time 

and effort to find better deals and special promotions (Luo 

et al., 2024). Based on the SOR framework, deal proneness 

(S) is expected to function as an external factor, which will 

influence an internal state accordingly to increase 

continuous viewer intention (O) in this research framework. 

Therefore, this study predicts that deal process will have a 

positive effect on consumers' intention to continue watching 

live commerce. 

H4: Deal proneness will be positively associated with 

continuous watching intention of live streaming commerce. 

 

2.3.5. Continuous Watching Intention 

Continuous watching intention is defined as a 

viewer's enduring and sustained preference to continue 

viewing live commerce (Hou et al., 2020; Hu et al., 

2017). In a live commerce platform, it is crucial for 

potential consumers to access the live broadcast and 

remain engaged without leaving. Previous studies 

found that when consumers become interested in live 

streaming content, they are likely to continue watching 

the sessions and consequently increase product 

purchasing behavior (Hou et al., 2020; Liu et al., 2023; 

Sun et al., 2019). Attracting customers’ attention 

through live broadcasts can eventually stimulate them 

to engage in impulse buying behavior due to the 

special offers, promotions, and overall financial 

benefits associated with the product in the session. 

This study incorporates consumers’ individual 

cognitive and affective states, continuous viewing 

intention (O) and the behavioral responses of impulse 

purchases (R) within the SOR model. As a result, this 

study postulates that continuous watching intention 

will be positively correlated with impulse buying. 

H5: Continuous watching intention will be positively 

associated with impulse buying in live streaming 

commerce.  

 

 
Figure 1: Hypothesized Model 

 
 

3. Research Methods  
 

3.1. Survey Sample Desing and Data Collection Process  

 

The research question studied in this paper focuses on 

comprehensively identifying the factors that promote 
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potential consumers to continue watching live commerce, as 

well as the resulting impact on the product purchase process 

during the sessions. To test our hypotheses, Korean 

consumers who watched live commerce were targeted by an 

online survey. Survey questions were originally written in 

English and then translated into Korean. 

The survey subjects were limited to adults who had 

experience watching live commerce broadcasts within the 

past three months. Ultimately, a sample size of 280 

individuals was developed for the analysis. The gender of the 

study subjects was 55.7% female and 44.3% male. The age 

groups of the survey respondents were very diverse, with 

16.8% 19-29 years, 33.2% 30-39 years old, 33.2% 40-49 

years, 11.4% 50-59 years, 11.4% 50-59 years, and 4.6% 60-

69 years, and .7% over the age of 70. This shows that 

purchasing products through live commerce broadcasts 

occurs across all generations in Korea. The occupations of 

the sample were as follows. Standard office workers made up 

63.2% of the results, professionals in advanced fields (such 

as doctors, lawyers, and accountants), made up 10.4%, and 

homemakers, students, as well as all other categories made 

up 10.0%, 6.4%, and 4.6% respectively.  

The survey questions included questions related to (1) the 

four main factors that were expected to stimulate continuous 

watching, product fit, parasocial interaction, perceived 

serendipity, and deal proneness, (2) continuous watching 

intention as a mediating variable, and (3) impulse buying 

behavior, and (4) demographic characteristics. All main 

study variables were measured on a 7-point Likert scale (1 = 

‘not at all’, 7 = ‘strongly agree’). 

Product fit and perceived serendipity were measured with 

three and four items each adapted from Liu et al. (2023). 

Parasocial interaction was measured with four items 

adopted from Rubin et al. (1985). Deal proneness was 

measured 

based on four items developed Lu and Chen (2021). 

Continuous watching intention was measured with three 

items adapted from Hu et al. (2017). Lastly, impulse buying 

behavior was evaluated with four items from Beatty and 

Ferrell (1998). Table 1 exhibits means, standard deviations, 

correlations, and Cronbach’s alpha of the main research 

variables (see Table 1).  
 
 

4. Results 
 

In order to verify the construct validity, confirmatory factor 

analysis was conducted. The results with our original 
six-factor model showed a satisfactory level of fit, compared 

to alternative four- or five-factor models. χ2 = 438.48 (df = 

194), p < .001, CFI = .94, IFI =.94, RMSEA=.067. The AVE 

values were higher than .50, and the CR values were higher 

than .80, which demonstrates convergent validity and 

discriminant validity of our main study variables. Table 2 

exhibits more detailed information about reliability and 

validity of the variables.  

Next, Structural Equation Modeling has been conducted 

to test our main hypotheses. As shown in Table 3, all 

suggested research hypotheses were supported. The results 

exhibit a reasonable fit to the data (χ2 = 494.08, df=198 (p 

< .001), CFI = .93, IFI = .93, RMSEA = .07). Table 2 

summarizes the findings (see Table 2). 

 ypothesis 1 hypothesized a positive relationship 

between product fit and continuous viewer intention. The 

path was found to be positive and statistically significant (β 

= .168, p = .03).  ypothesis 2 postulated that parasocial 

interaction would positively influence continuous viewer 

intention, and this path was found to be positive and 

significant (β = .241, p < .001). As for  ypothesis 3, which 

considered the positive relationship between perceived 

serendipity and continuous viewer intention, the result 

demonstrated that perceived serendipity had a positive 

impact on continuous viewer intention (β = .214, p = .029). 

 ypothesis 4 expected a positive relationship between deal 

proneness and continuous viewer intention, and the result 

showed the relationship existed in a statistically significant 

way (β = .343, p < .001). Lastly,  ypothesis 5, predicting a 

positive relationship between continuous viewer intention 

and impulse buying, was statistically significant (β = .568, p 

< .001). 

Lastly, a bootstrapping procedure (5000 subsamples with 

a 95% confidence intervals) was conducted to check the 

expected indirect effect of continuous watching intention. 

The results showed that continuous watching intention 

significantly mediates the relationships between the four 

antecedents (product fit, parasocial interactions, perceived 

serendipity, and deal proneness) and impulse buying (b = .34, 

SE= .06, [.2344, .4631]; b= .16, SE= .03, [.0929, .2287]; 

b= .16, SE= .03, [.0929, .2287]; b= .18, SE= .06, 

[.0619, .3039]; b= .24, SE = .05, [.1413, .3361], respectively). 

 

 

5. Conclusions 
  
This study was developed to explore the comprehensive 

process through which impulse buying is provoked by live 

streaming commerce. By including antecedents and a 

mediator by applying the SOR framework, this study 

provides an expansive understanding of the factors that drive 

continuous watching intention as well as the matching 

impulse purchase behavior. This study found significant 

antecedents of continuous watching intention and impulse 

buying, to include product fit, parasocial interaction, 

perceived serendipity, and deal proneness. Furthermore, this 

study confirmed both direct and indirect links between 

antecedents of continuous watching intention and impulse 

buying. The major findings are as follows.  
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Table 1: Descriptives, Correlations, and Cronbach’s Alphas 

Variables M SD 1 2 3 4 5 6 

1. Product Fit 4.77 .93 α = .79      

2. Parasocial Interaction 4.10 1.31 .38*** α = .90     

3. Perceived Serendipity 4.93 .84 .56*** .39*** α = .84    

4. Deal Proneness 5.30 .91 .53*** .30*** .62*** α = .87   

5. Continuous Watching Intention 4.90 .93 .57*** .49*** .60*** .61*** α = .83  

6. Impulsive Buying 4.74 1.11 .25*** .38*** .56*** .45*** .48*** α = .90 

Note: N = 280.  ***p < .001. 

 
Table 2: Reliability and Validity of the Study Variables 

Factors and Items Factor loadings AVE CR 

Factor 1: Product Fit 
Fit1 
Fit2 
Fit3 

 
.874 
.879 
.567 

.619 .825 

Factor 2: Parasocial Interaction 
Para1 
Para2 
Para3 
Para4 

 
.790 
.850 
.873 
.803 

.688 .898 

Factor 3: Perceived Serendipity 
Ser1 
Ser2 
Ser3 
Ser4 

 
.709 
.784 
.786 
.749 

.574 .843 

Factor 4: Deal Proneness 
Deal1 
Deal2 
Deal3 
Deal4 

 
.723 
.820 
.795 
.821 

.625 .869 

Factor 5: Continuous Watching 
Intention 
Con1 
Con2 
Con3 

 
.861 
.831 
.739 

.659 .853 

Factor 6: Impulsive Buying 
ImBu1 
ImBu2 
ImBu3 
ImBu4 

 
.873 
.803 
.882 
.763 

.692 .899 

Note: AVE = average variance extracted; CR = composite reliability. 
 

In this study, the intention to continuously watch live 

commerce showed the strongest influence of impulse buying. 

In the similar realm, Liu et al. (2023)’s study found that as 

consumers spend more time watching the live sessions, the 

possibility of purchasing a product increases. Among the 

antecedents of continuous watching intention, it was found 

that deal proneness was the most impactful factor (in a 

positive light) on continuous watching intention during live 

streamed sessions. Since product prices may change 

dramatically throughout live commerce sessions (Huang & 

Suo, 2021), deal proneness is considered to be an important 

element in promoting consumers' impulsive buying 

(Palazon & Delgado-Ballester, 2011). As expected, 

financial benefits are the most impactful element for 

consumers, as those who watch live commerce realize how 

the streams provide strong price advantages over traditional 

retailers and e-commerce. 

Similar to the findings suggested by previous research 

(McCay-Peet & Toms, 2011; Sun et al., 2013; Wang & Wu, 

2019), this study confirmed that perceived serendipity had a 

considerable influence on continuously watching live 

streaming intention. To clarify, consumers are willing to 

watch broadcasts on live commerce platforms when they 

accidentally run into unexpected pleasure, joy, and surprises. 

The definition of serendipity states how consumers may 

expect to meet "happy accidents" (Golin, 1957, p. 2084) or 

"accidental discovery" (Andel, 1994, p. 631) while watching 

the live streaming session. This eventually leads to 

intentionally watching live broadcasts in a continuous pattern. 

This study confirmed that parasocial interaction also 

positively affects one's intention to continue watching (i.e. 

the variable "continuous watching intention") a live stream. 

In line with previous studies (Liu et al., 2023), the finding 

of this study supported that the development of a positive 

relationship between streamers and consumers makes 

consumers more likely to watch live streaming and purchase 

impulsively. Specifically, once consumers develop the 

feeling of intimacy or a sense of mutual awareness during 

viewing, consumers are likely to watch the live session 

continuously. 

Product fit led to a positive influence on continuous 

watching intention. Zhang et al. (2014)'s study supports this 

as consumers continuously watch live streaming commerce 

when the presented products fit their personal needs and 

interest. 
 

Table 3: Path Analysis Results 

Hypothesized Path Direction Estimatesa 

H1: Product Fit →  
Continuous Watching Intention 

+ .168* 

H2: Parasocial Interaction → 
Continuous Watching Intention 

+ .241*** 

H3: Perceived Serendipity → 
Continuous Watching Intention 

+ .214* 

H4: Deal Proneness → 
Continuous Watching Intention 

+ .343*** 

H5: Continuous Watching Intention → 
Impulse Buying 

+ .568*** 

Note: a Standardized coefficients; * p < .05; *** p < .001 
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5.1. Theoretical and Practical Implications  

 

This study explored specific and various indicators 

(product fit, parasocial interaction, perceived serendipity, 

and deal proneness) of continuous watching intention and 

the related mediator role of it with regards to live commerce. 

Specifically, this study is one of the first to examine Korean 

consumers' impulse buying process in a comprehensive 

fashion related to live commerce. Most existing studies 

mainly identified Chinese consumers’ impulse purchase 

behavior in live streams (Li et al., 2021; Luo et al., 2024; 

Xia et al., 2024). To our knowledge, this study is one of the 

earliest empirical studies that develops the integrative 

framework of Korean consumers’ impulse buying by 

applying antecedents (i.e., product fit, parasocial interaction, 

perceived serendipity, and deal proneness) and a mediator 

(i.e., continuous viewer intention) in live streaming 

commerce. 

Furthermore, the current study makes contributions to 

expand factors which are not particularly related to the 

characteristics and behaviors of streamers in the domain of 

live commerce. Prior research primarily investigated the 

influence of streamers on consumers' purchase intention 

(Chen et al., 2022; Guo et al., 2021; Guo et al., 2022; Xu et 

al., 2020; Zhang, 2022). In that regard, this study provides 

significant antecedents of continuous viewer intention of 

live streams (i.e., product fit, parasocial interaction, 

perceived serendipity, and deal proneness), which are not 

related to streamers’ characteristics (e.g., physical 

attractiveness, knowledge, personalities, etc.). Conclusively, 

the most significant contribution of this study offers the 

mediating effect of continuous watching intention in the 

relationships between various indicators and impulse buying 

in live streams. This study caters to the important role of 

continuous viewer intention by incorporating this into the 

comprehensive research model examining consumers’ 

purchasing behavior within impulse buying. 

The findings of this study provide meaningful 

managerial implications. The findings of this study convey 

a clear message: increasing consumers’ impulse buying is 

critically related to consumers’ intention to watch live 

streams continuously. First, since continuous watching 

intention leads to impulse buying, resulting in an increase of 

sales and profits, marketers and retailers should focus on 

variables such as deal proneness and perceived serendipity, 

which are the significant antecedents of continuous 

watching intention of live streaming. In that regard, 

financial benefits, unexpected pleasure, and accidental 

discovery are effectively facilitated during the live 

streaming session. For instance, a lucky draw, a first-come, 

first-served lottery, or coupon giveaway, etc., may promote 

and encourage consumers' intentions to view and watch a 

live streaming session continuously. 

Second, as parasocial interaction increases continuous 

watching intention, resulting in a growth of impulse buying, 

practitioners can build and develop an intimate relationship 

between streamers and consumers through a social 

networking, such as Instagram, X (i.e. previously Twitter), 

or TikTok fan pages. When consumers develop emotional 

connections to streamers, they are subsequently more 

willing to continue watching a particular live streaming 

session, as the finding of this study indicated. In other words, 

the potential for a close, strong bond between streamers and 

consumers is a recommendable point for enterprises to 

attempt to create and exploit on the market. 

 

5.2. Limitations and Future Research  

 

While this study provides theoretical and empirical 

findings for the antecedents of continuous watching 

intention and impulse buying, including the mediating effect 

of continuous watching intention on live streaming, there are 

some issues that remain unexplored. Other factors such as 

time scarcity and scarcity persuasion are also considerable 

when discussing live streaming commerce since live 

streaming commerce provides a limited time offer (i.e. 30-

minute or 60-minute offers). In further research, therefore, 

researchers might consider expanding the focus of their 

studies to address more diverse variables, which can be 

related to various characteristics of live streaming 

commerce. Second, all respondents were from one major 

city in Korea. Considering cultural differences embedded in 

buying and selling behaviors via live streams, further 

research is recommended to include more diverse contexts 

or countries, such as China, the U.S., or India where most 

prevalent live streaming commerce countries are considered 

to be. 
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