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Abstract. This study examines the relationship between ease of navigation and impulse 
buying behaviour in live-streaming commerce, with particular attention to the mediating role 
of attitude towards live-streaming commerce. Drawing on the Stimulus-Organism-Response 
framework, ease of navigation is treated as a platform-related stimulus, consumer attitude as 
an internal evaluative state, and impulse buying behaviour as the behavioural response. Data 
were collected from 596 university students in Nantong, China, all of whom had prior 
experience with live-streaming commerce, and the proposed relationships were tested using 
structural equation modelling. The findings indicate that ease of navigation positively 
influences both consumer attitude and impulse buying behaviour. Attitude towards live-
streaming commerce shows a strong positive effect on impulse buying behaviour and partially 
mediates the relationship between ease of navigation and impulse buying. These results 
suggest that platform usability shapes purchasing behaviour not only directly but also 
indirectly through consumers' evaluative responses. The study contributes to research on 
digital commerce informatics by identifying ease of navigation as an important platform-level 
factor that influences consumer behaviour in live-streaming environments, and by showing 
that consumer attitude serves as a key transmission mechanism in this process. The findings 
offer practical guidance for platform designers seeking to improve navigation systems and 
enhance user experience in live-streaming commerce settings. 

Keywords: Live-Streaming Commerce; Ease of Navigation; Attitude Towards Live-
Streaming Commerce; Impulse Buying Behaviour; Stimulus-Organism-Response Framework 
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1. Introduction 
Live-streaming commerce has expanded quickly as a prominent format within digital retail, particularly 
in China, where interactive technologies allow consumers and sellers to engage with each other in real 
time (Wongkitrungrueng and Assarut, 2020; Zhang et al., 2020). The integration of real-time video, 
interactive communication, and instant purchasing functions has created a shopping environment that 
differs considerably from traditional e-commerce platforms (Lee et al., 2025). In such settings, purchase 
decisions are often made within a short time frame and with limited prior deliberation, which may 
increase the likelihood of impulse buying behaviour (Sun et al., 2019). 

Impulse buying behaviour is generally understood as a spontaneous purchasing response arising 
from immediate stimuli (Rook, 1987). Within live-streaming environments, this tendency can be further 
reinforced by the dynamic presentation of products, the ongoing flow of information, and the social 
interactions between streamers and viewers (Sun et al., 2019; Zhang et al., 2020). Although earlier 
research has frequently focused on streamer-related influences such as credibility, attractiveness, and 
communication style (Zhang et al., 2023; Luo et al., 2024), more recent work suggests that platform-
related features also contribute to shaping consumer responses (Huang and Benyoucef, 2017; Chen et 
al., 2016). 

Among these features, ease of navigation represents an important aspect of the user experience. 
When individuals are able to browse content efficiently, identify products with minimal effort, and 
complete transactions without unnecessary obstacles, they may become more involved in the shopping 
process (Huang and Benyoucef, 2017; Chen et al., 2016). In the broader context of online commerce, 
ease of use and interface design have been shown to influence both consumer attitudes and purchasing 
behaviour (Xue et al., 2024; Yang et al., 2022). However, within live-streaming commerce specifically, 
the influence of ease of navigation on impulse buying behaviour remains under-explored, and the 
psychological mechanisms linking these two constructs are not yet well understood. 

It is plausible that ease of navigation affects behaviour partly through the way consumers evaluate 
their overall experience (Davis, 1989; Venkatesh et al., 2012). That is, a smoother navigation experience 
may first shape consumers' attitudes towards the platform, which may then translate into behavioural 
outcomes. This indirect pathway suggests a mediating role of consumer attitude, which warrants 
empirical investigation. 

To examine this process, the present study adopts the Stimulus-Organism-Response framework 
(Mehrabian and Russell, 1974; Jacoby, 2002) and considers attitude towards live-streaming commerce 
as a mediating mechanism linking ease of navigation to impulse buying behaviour. This framework has 
been widely applied in recent live-streaming commerce research to explain how environmental stimuli 
influence consumer behaviour through internal psychological states (Huo et al., 2023; Pham et al., 2025; 
Cui et al., 2022). By concentrating on a relatively focused model, the study seeks to offer a clearer 
account of how platform-related experiences may translate into behavioural outcomes. 

The remainder of this paper is organised as follows. Section 2 reviews the relevant literature on 
ease of navigation, attitude towards live-streaming commerce, and impulse buying behaviour, and 
presents the theoretical framework and hypotheses. Section 3 describes the research methodology, 
including the research design, measurement items, and data collection procedure. Section 4 reports the 
results and discusses the findings. Section 5 concludes the study with a summary of contributions, 
limitations, and directions for future research. 

2. Review of Literature 

2.1 Ease of Navigation (EN) 
Ease of navigation refers to the extent to which users can move through a platform efficiently and 
without confusion or unnecessary effort. It is closely related to the concept of perceived ease of use in 
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the Technology Acceptance Model, which suggests that systems requiring less effort are more likely to 
be accepted and used by individuals (Davis, 1989). In digital commerce environments, ease of 
navigation reflects the clarity of interface design, the accessibility of information, and the simplicity of 
completing transactions. 

Prior research has shown that usability-related factors play an important role in shaping consumer 
behaviour in online contexts. When users can easily locate products and access relevant information, 
they are more likely to remain engaged with the platform and proceed to purchase (Chen et al., 2016; 
Huang and Benyoucef, 2017). In particular, smoother navigation reduces cognitive load, allowing users 
to focus more on task-related activities rather than on the mechanics of interaction (Venkatesh et al., 
2012). Similarly, Xue et al. (2024) found that ease of use, as a technical cue, positively influences 
impulse buying behaviour in social commerce by enhancing consumers' perceived value. Kang and 
Namkung (2024) also reported that ease of use significantly affects perceived utilitarian value in e-
commerce settings, suggesting that navigation-related features have both functional and experiential 
consequences. This aligns with broader e-commerce literature demonstrating that perceived ease of use, 
whether in platform navigation or interacting with digital tools like chatbots, is essential for minimizing 
cognitive effort and substantially improving the overall customer experience (Megdadi et al., 2025). 

In the context of live-streaming commerce, ease of navigation becomes particularly important due 
to the dynamic and time-sensitive nature of the environment. Consumers are exposed to a continuous 
flow of information and often need to make decisions quickly. Under such conditions, a platform that 
supports efficient navigation can minimise interruptions and enhance the overall shopping experience, 
thereby increasing the likelihood of behavioural engagement (Sun et al., 2019; Wongkitrungrueng and 
Assarut, 2020). Yang et al. (2022) further showed that interface design, which includes navigation-
related elements, significantly influences consumers' visual appeal and engagement in live e-commerce, 
ultimately contributing to impulse buying behaviour. 

2.2 Attitude towards Live-Streaming Commerce (ALS) 
Attitude towards live-streaming commerce reflects an individual's overall evaluation of the shopping 
experience and is typically conceptualised as a combination of cognitive judgements and affective 
responses. Within the Theory of Planned Behaviour, attitude is regarded as a key determinant of 
behavioural intention, as it captures individuals' favourable or unfavourable evaluations of engaging in 
a particular activity (Ajzen, 1991). In digital commerce contexts, such evaluations are often formed 
through interactions with the platform and the perceived quality of the experience. 

Existing research suggests that consumers' attitudes are shaped by both functional and experiential 
factors. For instance, perceptions of usefulness and ease of interaction have been found to positively 
influence users' evaluations of online platforms (Davis, 1989; Venkatesh et al., 2012). Platform 
attributes such as privacy protection significantly improve perceived usefulness and decrease perceived 
risk, leading to stronger adoption intentions (Trinh & Tran, 2025). In addition, platform design elements 
and information presentation can affect how consumers perceive the overall shopping experience, 
thereby influencing their attitudes (Huang and Benyoucef, 2017; Chen et al., 2016). High information 
quality directly impacts consumer behavior and serves as a vital mediator for final online purchase 
decisions (Diana et al., 2025). Pham et al. (2025) found that perceived ease of use positively influences 
consumer trust and flow experience in live-streaming commerce, both of which contribute to more 
favourable attitudinal evaluations. 

In the context of live-streaming commerce, attitude becomes particularly important due to the 
interactive and immersive nature of the environment. Real-time communication, dynamic product 
presentation, and social engagement may enhance both the cognitive and affective components of the 
experience, leading to more favourable evaluations (Wongkitrungrueng and Assarut, 2020; Sun et al., 
2019). A positive attitude indicates that consumers perceive the experience as enjoyable, useful, and 
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worthwhile, which may subsequently influence their behavioural responses within the platform. 

2.3 Impulse Buying Behaviour (IBB) 
Impulse buying behaviour refers to spontaneous and immediate purchasing decisions that occur without 
prior planning and are typically driven by situational stimuli and emotional responses (Rook, 1987). In 
recent years, this behaviour has received increasing attention in the context of live-streaming commerce, 
where real-time interaction and continuous information exposure create conditions that are conducive 
to unplanned purchases (Zhang et al., 2020; Wongkitrungrueng and Assarut, 2020). Lee et al. (2025) 
conducted a systematic literature review of impulse buying in live-streaming commerce and proposed 
an integrative framework based on the Stimulus-Organism-Response model, noting that existing 
research remains fragmented in terms of antecedents, theoretical perspectives, and outcomes. 

Empirical studies suggest that impulse buying in live-streaming environments is shaped by a 
combination of cognitive and affective mechanisms. Consumers may experience heightened emotional 
arousal, time pressure, and perceived scarcity, all of which can trigger impulsive purchasing decisions 
(Feng et al., 2024; Liu et al., 2025). In addition, the dynamic and immersive nature of live-streaming 
platforms can enhance users' sense of involvement, thereby reducing deliberate evaluation and 
increasing reliance on immediate reactions (Li et al., 2024). This atmosphere of spontaneity permeates 
the entire ecosystem; psychological triggers such as the fear of missing out also compel entrepreneurs 
to engage in impulsive content creation during live streams to maintain market relevance (Aditi et al., 
2025). Zhang et al. (2023) demonstrated that social presence positively influences affective intensity, 
which in turn drives the urge to buy impulsively in live-streaming commerce. Luo et al. (2024) further 
reported that customer engagement mediates the relationship between platform-related factors and 
impulse buying tendency among millennial consumers in China. 

Furthermore, recent research grounded in the Stimulus-Organism-Response framework indicates 
that impulse buying behaviour is often the outcome of internal psychological states such as perceived 
enjoyment, flow experience, and consumer vulnerability (Li et al., 2025; Zhang et al., 2024). Alongside 
these factors, dual emotional mechanisms such as the fear of missing out and the fear of exclusion also 
act as critical internal organismic states that drive continuous engagement and consumption in social 
commerce environments (Phuong et al., 2026). Huo et al. (2023) found that social presence and sales 
promotion stimulate impulse buying behaviour through flow experience, with situational variables such 
as time and money availability serving as moderating factors. Wang et al. (2026) similarly showed that 
live-stream interactivity and streamer attractiveness enhance impulse buying intention primarily by 
strengthening immersive experience. 

Taken together, these findings suggest that impulse buying behaviour in live-streaming commerce 
is not merely a result of individual tendencies, but rather a response shaped by environmental stimuli 
and psychological processes. 

2.4 Theoretical Framework 
The Stimulus-Organism-Response (S-O-R) framework, originally proposed by Mehrabian and Russell 
(1974), provides a theoretical basis for understanding how environmental stimuli influence human 
behaviour through internal psychological states. In this framework, the stimulus (S) refers to external 
environmental factors that affect individuals' perceptions; the organism (O) represents the internal 
cognitive and affective processes that mediate individuals' responses; and the response (R) denotes the 
resulting behavioural outcomes. Jacoby (2002) further refined the framework for application in 
consumer behaviour research, suggesting that it offers a useful lens for examining how situational 
factors shape purchasing decisions. 

The S-O-R framework has been widely adopted in digital commerce and live-streaming commerce 
research. Cui et al. (2022) applied the framework to examine how cognitive and perceptive stimuli 
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influence the urge to buy impulsively through flow experience in live-streaming settings. Pham et al. 
(2025) used the framework to investigate how social interactions and brand equity stimulate impulse 
buying through flow and trust among Vietnamese youth. Huo et al. (2023) similarly employed the S-O-
R paradigm to study how social presence and sales promotion influence impulse buying through flow 
experience. Beyond platform-specific features, this paradigm has also proven highly effective in 
explaining how social stimuli, such as influencer exposure, drive consumer purchase intentions through 
complex psychological responses like the desire to mimic and materialism (Sinh & Kiet, 2025). These 
studies consistently show that internal psychological states, such as flow, trust, and attitude, serve as 
important mediating mechanisms linking environmental stimuli to purchasing behaviour. 

In the present study, the S-O-R framework is applied as follows: ease of navigation is 
conceptualised as the environmental stimulus (S) that represents a platform-related characteristic; 
attitude towards live-streaming commerce serves as the organism (O), reflecting consumers' internal 
evaluative responses; and impulse buying behaviour represents the behavioural response (R). This 
framework provides a coherent theoretical basis for examining the proposed relationships and for 
understanding the mediating role of consumer attitude. 

2.5 Hypotheses Development 
Building on the literature reviewed above, this study develops a set of hypotheses to examine how ease 
of navigation shapes consumer behaviour in live-streaming commerce through attitudinal processes. 

Ease of navigation and attitude towards live-streaming commerce. In the context of live-streaming 
commerce, ease of navigation represents an important platform-related stimulus that may affect how 
consumers interact with the environment. When users are able to browse content efficiently, locate 
products with minimal effort, and complete transactions smoothly, they are more likely to experience a 
seamless and engaging shopping process. Such conditions reduce cognitive load and allow consumers 
to focus on product-related information and real-time interactions, which may enhance their overall 
evaluation of the experience (Davis, 1989; Huang and Benyoucef, 2017). These evaluations are 
reflected in attitude towards live-streaming commerce, which represents an accumulated assessment 
formed during the interaction process. Based on this reasoning, the following hypothesis is proposed: 

H1: Ease of navigation positively influences attitude towards live-streaming commerce. 
Ease of navigation and impulse buying behaviour. Ease of navigation may also directly influence 

behavioural outcomes. In fast-paced and information-rich environments such as live-streaming 
commerce, consumers often make decisions under time pressure and with limited deliberation. A 
platform that facilitates efficient navigation may shorten the decision-making process and increase the 
likelihood of spontaneous purchasing behaviour (Zhang et al., 2020; Feng et al., 2024). Xue et al. (2024) 
found that ease of use directly contributes to impulse buying in social commerce contexts. Therefore, 
the following hypothesis is proposed: 

H2: Ease of navigation positively influences impulse buying behaviour. 
Attitude and impulse buying behaviour. According to the Theory of Planned Behaviour, attitude 

reflects an individual's overall evaluation of a behaviour and serves as an important predictor of 
subsequent actions (Ajzen, 1991). In live-streaming commerce, a more favourable attitude towards the 
shopping experience may increase consumers' willingness to engage and respond positively to stimuli, 
thereby enhancing the likelihood of impulse buying behaviour (Zhang et al., 2024; Li et al., 2024). 
Accordingly, the following hypothesis is proposed: 

H3: Attitude towards live-streaming commerce positively influences impulse buying behaviour. 
The mediating role of attitude. It is unlikely that ease of navigation affects impulse buying 

behaviour only in a direct manner. Instead, part of its influence may operate through the attitudinal 
pathway described above. In other words, a well-designed and easy-to-navigate platform may first 
shape consumers' evaluations of the experience, which then translate into behavioural responses. This 
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suggests a mediating role of attitude towards live-streaming commerce in the relationship between ease 
of navigation and impulse buying behaviour, in line with the Stimulus-Organism-Response framework 
(Mehrabian and Russell, 1974). Therefore, the following hypothesis is proposed: 

H4: Attitude towards live-streaming commerce mediates the relationship between ease of 
navigation and impulse buying behaviour. 

Taken together, the conceptual framework, as presented in Figure 1, provides an integrated 
representation of the proposed relationships among the study variables. In line with the Stimulus-
Organism-Response perspective, ease of navigation is conceptualised as an environmental stimulus, 
attitude towards live-streaming commerce as the internal evaluative state, and impulse buying 
behaviour as the resulting response. 
 
 
 
 
 
 
 
 
 

 
 
 
 

 

 

Fig.1: Conceptual Framework of the study 

3. Research Methodology 

3.1 Research Design 
This study adopts a quantitative research design with a cross-sectional approach, whereby data were 
collected at a single point in time through a structured questionnaire. The research aims to examine the 
relationships among ease of navigation (EN), attitude towards live-streaming commerce (ALS), and 
impulse buying behaviour (IBB), as well as to test the mediating role of ALS in the EN–IBB relationship. 
A survey-based method was considered appropriate given the explanatory nature of the research 
objectives and the need to collect data from a relatively large sample of live-streaming commerce users. 

Prior to the main survey, a pilot test was conducted with 40 respondents who met the same selection 
criteria as the target population. The pilot test served to evaluate the clarity and comprehensibility of 
the questionnaire items, to identify potential ambiguities in wording, and to provide preliminary 
evidence of internal consistency. Based on the pilot results, minor adjustments were made to the 
phrasing of two items to improve readability, while the overall structure and measurement scales 
remained unchanged. Cronbach's alpha values from the pilot test exceeded 0.80 for all three constructs, 
suggesting adequate reliability for proceeding with the main data collection. 

3.2 Research Methods 
The questionnaire consisted of 11 measurement items in total, including 3 items assessing ease of 
navigation (EN), 4 items measuring attitude towards live-streaming commerce (ALS), and 4 items 
evaluating impulse buying behaviour (IBB). All measurement items were adapted from established 
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studies in the existing literature and were refined to ensure clarity and contextual relevance to live-
streaming commerce. A five-point Likert scale was employed, ranging from 1 (strongly disagree) to 5 
(strongly agree). The specific items and their sources are presented in Table 1. 

Table 1. Measurement Items and Their Sources 
No. Item Source 

EN 

It is easy to browse products during live streams. Sun, Y.,et al.(2019) 

The platform interface is user-friendly. Davis, F. D. (1989) 

I can easily find the information I need. Xu, X. et al.(2020) 

ALS 

I have a positive attitude toward live-streaming shopping. Zhao, Y.et al. (2021) 

I think purchasing through live streams is a good idea. Ma, L.. (2022) 

I like the experience of shopping via live streams. Kang, et al.(2021) 

Live-streaming commerce is appealing to me. Park & Lin (2020) 

IBB 

I often make impulse purchases during live streams. Sun et al. (2020) 

I make unplanned purchases during live streams. Zhao et al. (2021) 

When I see products in live streams, I tend to buy them 
immediately. Kang et al. (2021) 

I find it difficult to control my purchasing impulses during live 
streams. Hu & Chaudhry (2020) 

3.3 Sampling and Data Collection 
The target population comprised students currently enrolled in higher education institutions in Nantong 
City, Jiangsu Province, China. University students were selected as the target group because they 
represent an active segment of live-streaming commerce consumers in China, with high levels of digital 
engagement and frequent exposure to live-streaming platforms (Pham et al., 2025). A stratified sampling 
technique was adopted to ensure adequate representation across different institutions and academic 
levels. 

The minimum required sample size was determined using Yamane's formula (Yamane, 1973). 
Based on this calculation, a sample size of approximately 399 respondents was considered sufficient to 
achieve statistical representativeness. Taking into account typical response rates in survey-based 
research, which generally range between 35% and 60% (Baruch and Holtom, 2008), a larger number of 
questionnaires were distributed to ensure an adequate number of valid responses. 

A total of 680 questionnaires were distributed, and 623 were returned, yielding a response rate of 
91.6%. After screening for incomplete responses and cases with obvious patterns of inattentive 
responding, 596 valid questionnaires were retained for the final analysis. This number exceeds the 
minimum required sample size of 399, indicating that the sample is adequate for structural equation 
modelling, which generally requires a minimum of 200 cases (Hair et al., 2019). 

The demographic profile of the respondents is presented in Table 2. The sample consists of 258 
male respondents (43.3%) and 338 female respondents (56.7%). The majority of respondents were aged 
between 21 and 23 (52.3%), followed by those aged 18 to 20 (31.4%) and 24 to 25 (16.3%). Most 
respondents were undergraduate students (83.6%), while 16.4% were postgraduate students. Regarding 
live-streaming shopping experience, the largest group had been engaged for one to two years (35.7%), 
followed by six to twelve months (26.2%), more than two years (23.2%), and less than six months 
(14.9%). In terms of shopping frequency, 39.9% of respondents made purchases through live streams 
two to three times per month, 28.0% shopped weekly, 21.3% shopped once a month, and 10.7% shopped 
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less than once a month. 

Table 2. Demographic Profile of Respondents (N = 596) 
Characteristic Category Frequency Percentage (%) 

Gender 
Male 258 43.3 

Female 338 56.7 

Age 
18–20 187 31.4 
21–23 312 52.3 
24–25 97 16.3 

Education Level 
Undergraduate 498 83.6 
Postgraduate 98 16.4 

Live-Streaming Shopping Experience 

Less than 6 months 89 14.9 
6–12 months 156 26.2 

1–2 years 213 35.7 
More than 2 years 138 23.2 

Shopping Frequency 

Weekly 167 28.0 
2–3 times per month 238 39.9 

Once a month 127 21.3 
Less than once a month 64 10.7 

3.4 Data Analysis Procedure 
Data analysis was conducted using SPSS (version 26.0) and AMOS (version 24.0). SPSS was primarily 
used for data screening and preliminary analysis, including descriptive statistics, reliability testing, and 
exploratory factor analysis. These procedures were undertaken to examine the internal consistency of 
the measurement scales and to provide an initial assessment of the underlying factor structure. 

AMOS was subsequently employed to perform confirmatory factor analysis and structural equation 
modelling. Confirmatory factor analysis was used to evaluate the measurement model and to assess the 
construct validity of the three key variables. Structural equation modelling was then applied to test the 
hypothesised relationships among ease of navigation, attitude towards live-streaming commerce, and 
impulse buying behaviour, and to examine the proposed mediation model. 

The mediating effect of attitude towards live-streaming commerce was further assessed using the 
bootstrapping method with 1,000 resamples and bias-corrected confidence intervals, which is widely 
regarded as a robust approach for testing indirect effects (Preacher and Hayes, 2008). The combined 
use of SPSS and AMOS enabled both exploratory and confirmatory analyses, thereby enhancing the 
robustness of the findings. The analytical procedures followed widely accepted guidelines for structural 
equation modelling (Hair et al., 2019). 

4. Results and Discussion 

4.1 Measurement Model 
The measurement model was assessed to establish the reliability and validity of the constructs, 
following established guidelines in structural equation modelling (Hair et al., 2019). Internal 
consistency reliability was evaluated using Cronbach's alpha and composite reliability. Convergent 
validity was examined through standardised factor loadings and average variance extracted, while 
discriminant validity was assessed using the Fornell and Larcker (1981) criterion. 

As presented in Table 3, the Cronbach's alpha values for ease of navigation, attitude towards live-
streaming commerce, and impulse buying behaviour were 0.88, 0.88, and 0.92, respectively. All values 
exceed the recommended threshold of 0.70, indicating satisfactory reliability (Nunnally and Bernstein, 
1994). The composite reliability values ranged from 0.88 to 0.92, which are above the suggested 
minimum level of 0.60 (Hair et al., 2019), further supporting the internal consistency of the 
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measurement scales. 
Regarding convergent validity, all standardised factor loadings were above 0.70, ranging from 0.75 

to 0.90, suggesting that the observed indicators are strongly associated with their respective latent 
constructs. The average variance extracted values for ease of navigation, attitude towards live-streaming 
commerce, and impulse buying behaviour were 0.71, 0.66, and 0.74, respectively, all exceeding the 
recommended threshold of 0.50 (Fornell and Larcker, 1981). This indicates that more than half of the 
variance in the indicators is captured by the underlying constructs rather than by measurement error. 

Table 3. Reliability and Validity Results 

Validity 
Reliability 

Convergent Validity Discriminant Validity 

Variab
le Item 

Loadi
ng 

Factor 
Item 
R² CR AVE 

Convergent 
Validity 

(AVE>0.5) 
√AV

E 

Discriminant 
Validity 

(√AVE >correlation
s) 

α Descript
ion 

EN EN1 0.810 0.656 0.88
0 

0.70
9 Yes 0.84

2 Yes 0.8
78 Yes 

 EN2 0.883 0.780        
 EN3 0.832 0.692        

ALS ALS4 0.839 0.703 0.88
3 

0.65
5 Yes 0.80

9 Yes 0.8
82 Yes 

 ALS3 0.842 0.709        
 ALS2 0.804 0.646        
 ALS1 0.748 0.560        

IBB IBB4 0.828 0.686 0.92
0 

0.74
3 Yes 0.86

2 Yes 0.9
20 Yes 

 IBB3 0.895 0.800        
 IBB2 0.866 0.749        
 IBB1 0.858 0.736        

Discriminant validity was assessed using the Fornell and Larcker (1981) criterion, which requires 
that the square root of average variance extracted for each construct be greater than its correlations with 
other constructs. As reported in Table 4, the square roots of average variance extracted for ease of 
navigation, attitude towards live-streaming commerce, and impulse buying behaviour were 0.84, 0.81, 
and 0.86, respectively. In each case, these values exceed the corresponding inter-construct correlations, 
confirming that the constructs are empirically distinct. 

Table 4. Discriminant Validity (Fornell-Larcker Criterion) 
Code EN ALS IBB 
EN 0.842   

ALS 0.521 0.809  
IBB 0.448 0.625 0.862 

4.2 Structural Model Fit 
The overall fit of the structural model was evaluated using multiple goodness-of-fit indices. Following 
widely accepted guidelines (Hair et al., 2019; Hu and Bentler, 1999), several indices were examined to 
assess whether the proposed model adequately represents the observed data. 
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The results indicate that the model fits the data well. The chi-square to degrees of freedom ratio was 
1.58, which is below the recommended threshold of 3.00, suggesting an acceptable level of model fit. 
The comparative fit index was 0.995, exceeding the recommended criterion of 0.95, indicating an 
excellent fit. The root mean square error of approximation was 0.031, which is well below the 
commonly accepted upper limit of 0.08, further confirming a close fit between the model and the 
observed data. In addition, the goodness-of-fit index was 0.98 and the Tucker-Lewis index was 0.99, 
both exceeding the recommended thresholds. Taken together, all fit indices meet or exceed the 
recommended thresholds, indicating that the proposed structural model provides a good representation 
of the empirical data. 

 
Fig.2: Structural Equation Modeling for this study 

4.3 Hypothesis Testing 
The proposed hypotheses were examined using standardised path coefficients, standard errors, critical 
ratios, and p-values obtained from the structural equation modelling analysis. The results are presented 
in Table 4. 

Table 4. Hypothesis Testing Path Coefficients 

H. Hypothesized 
Path 

Std. 
Estimate 

(β) 
S.E. C.R. P-value Sig. Supported 

H1 EN→ALS 0.521 0.034 11.004 <0.001 *** Yes 

H2 EN→IBB 0.168 0.045 3.696 <0.001 *** Yes 

H3 ALS→IBB 0.537 0.069 10.633 <0.001 *** Yes 

Note: S.E. = Standard Error; C.R. = Critical Ratio; *** p < 0.001 

The findings indicate that ease of navigation has a positive and statistically significant effect on 
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attitude towards live-streaming commerce (beta = 0.52, p < .001), thereby supporting H1. This suggests 
that when users are able to navigate the platform with ease, they are more likely to develop favourable 
evaluations of the live-streaming commerce experience. 

Ease of navigation was also found to exert a positive and significant influence on impulse buying 
behaviour (beta = 0.17, p < .001), providing support for H2. Although the magnitude of this effect is 
relatively modest compared to the other paths, the result indicates that platform usability can directly 
contribute to spontaneous purchasing behaviour. 

Furthermore, attitude towards live-streaming commerce has a strong and statistically significant 
effect on impulse buying behaviour (beta = 0.54, p < .001), thus supporting H3. This finding highlights 
the important role of consumers' evaluative responses in shaping their purchasing decisions within live-
streaming environments. 

4.4 Mediating Effect Analysis 
The mediating role of attitude towards live-streaming commerce in the relationship between ease of 
navigation and impulse buying behaviour was examined using the bootstrapping approach with 1,000 
resamples. This method is widely recommended for testing indirect effects due to its robustness and 
fewer distributional assumptions (Preacher and Hayes, 2008). The results are reported in Table 5. 

Table 5. Mediating Effect Test of ALS between EN and IBB 

Path relationship Point 
Estimate 

Product of 
coefficient 

Bootstrapping 
 Bias-corrected Percentile 

SE Z Lower Upper P-value Lower Upper P-value 
Indirect Effects 

F1→F2→F3 0.278  0.033  8.424  0.218  0.349  0.002  0.218  0.349  0.002  
Direct Effects 

F1→F3 0.166  0.041  4.049  0.073  0.239  0.003  0.073  0.239  0.003  
Total Effects 

 0.444  0.045  9.867  0.362  0.542  0.002  0.362  0.542  0.002  

The results indicate that the indirect effect of ease of navigation on impulse buying behaviour 
through attitude towards live-streaming commerce is statistically significant (beta = 0.28, p = .002). 
The 95% bias-corrected confidence interval [0.22, 0.35] and percentile confidence interval [0.22, 0.35] 
both exclude zero, providing evidence of a mediating effect. At the same time, the direct effect of ease 
of navigation on impulse buying behaviour remains significant (beta = 0.17, p = .003), indicating that 
ease of navigation continues to exert a direct influence on impulse buying behaviour even after 
accounting for the mediating variable. The total effect of ease of navigation on impulse buying 
behaviour is 0.44 (p = .002), suggesting that both direct and indirect pathways contribute to the overall 
relationship. 

Taken together, these findings indicate that attitude towards live-streaming commerce partially 
mediates the relationship between ease of navigation and impulse buying behaviour. Therefore, H4 is 
supported. 

4.5 Discussion 

The findings of this study provide several insights into how platform-related characteristics shape 
consumer behaviour in live-streaming commerce. By adopting the Stimulus-Organism-Response 
framework, the results offer an integrated understanding of the relationships among ease of navigation, 
consumer attitude, and impulse buying behaviour. 

The effect of ease of navigation on consumer attitude (H1). The finding that ease of navigation has 
a significant positive effect on attitude towards live-streaming commerce (beta = 0.52) suggests that 
platform usability is an important factor in shaping how consumers evaluate their shopping experience. 
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When users can browse content efficiently and locate products without unnecessary effort, they are 
more likely to develop favourable evaluations of the overall experience. This result is consistent with 
prior research suggesting that usability and system quality are important determinants of user 
evaluations in digital environments (Huang and Benyoucef, 2017; Venkatesh et al., 2012). From the 
perspective of the Technology Acceptance Model, this finding further supports the idea that perceived 
ease of use positively influences user attitudes (Davis, 1989). In the live-streaming context, where 
consumers face a continuous and time-sensitive flow of information, a well-organised navigation 
system appears to reduce cognitive burden and allow users to focus on product-related information and 
real-time interactions, thereby enhancing their perceptions of convenience and enjoyment. 

The direct effect of ease of navigation on impulse buying behaviour (H2). Ease of navigation was 
found to have a positive but relatively modest direct effect on impulse buying behaviour (beta = 0.17). 
This implies that platform-related characteristics can contribute to spontaneous purchasing decisions 
even in the absence of deeper cognitive processing. In fast-paced environments such as live-streaming 
commerce, where consumers often make decisions under time pressure and with limited deliberation, a 
platform that facilitates efficient navigation may shorten the distance between product discovery and 
purchase completion. This finding is in line with existing studies suggesting that reduced effort and 
increased accessibility may shorten the decision-making process and encourage impulsive responses in 
online shopping environments (Zhang et al., 2020). Notably, the relatively modest magnitude of this 
direct effect, compared with the indirect effect through attitude, suggests that ease of navigation 
influences impulse buying behaviour primarily through attitudinal processes rather than through a 
purely automatic mechanism. This aligns with the Stimulus-Organism-Response perspective, which 
holds that external stimuli more often influence behaviour through internal psychological states than 
through direct pathways (Mehrabian and Russell, 1974). 

The effect of attitude on impulse buying behaviour (H3). Attitude towards live-streaming commerce 
emerged as a strong predictor of impulse buying behaviour (beta = 0.54), representing the strongest 
path in the structural model. This result supports the notion that consumers' evaluative responses play a 
central role in shaping their behavioural outcomes, as suggested by the Theory of Planned Behaviour 
(Ajzen, 1991). When consumers perceive the live-streaming experience as enjoyable and worthwhile, 
they appear to become more receptive to purchasing stimuli, which increases the likelihood of 
unplanned purchases. This finding is consistent with recent research showing that positive 
psychological states, including favourable attitudes and perceived enjoyment, serve as important 
mediating mechanisms between environmental stimuli and impulsive purchasing decisions in live-
streaming contexts (Li et al., 2025; Zhang et al., 2024). The strength of this path further suggests that 
platform designers and marketers should consider consumer attitude as a key leverage point for 
influencing purchasing behaviour. 

The mediating role of attitude (H4). The results confirm that attitude towards live-streaming 
commerce partially mediates the relationship between ease of navigation and impulse buying behaviour. 
The indirect effect (beta = 0.28) accounts for a substantial portion of the total effect (beta = 0.44), 
indicating that the influence of platform usability on purchasing behaviour operates largely through 
consumers' internal evaluations. In other words, a well-designed navigation system first enhances 
consumers' attitudes towards the shopping experience, which in turn increases their tendency to engage 
in impulse buying. This finding provides empirical support for the applicability of the Stimulus-
Organism-Response framework in the context of live-streaming commerce, where ease of navigation 
serves as the environmental stimulus, consumer attitude represents the internal organismic state, and 
impulse buying behaviour constitutes the behavioural response (Mehrabian and Russell, 1974; Jacoby, 
2002). This result is also consistent with emerging research on live-streaming commerce that has 
identified internal psychological states as important transmission channels linking platform 
characteristics to consumer purchasing behaviour (Pham et al., 2025; Li et al., 2024). 
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Theoretical implications. This study contributes to the existing literature in several ways. First, it 
extends prior research by focusing on platform-related characteristics rather than streamer-related 
factors as determinants of consumer behaviour in live-streaming commerce. While much of the existing 
literature has concentrated on the role of streamers, including their attractiveness, credibility, and 
communication style, this study shifts attention to the structural aspects of the platform environment, 
specifically ease of navigation. Second, the study provides a clearer understanding of the psychological 
mechanism underlying impulse buying by identifying consumer attitude as a key mediating variable. 
By showing that ease of navigation influences impulse buying behaviour primarily through attitudinal 
processes, the findings offer a more nuanced account of how platform design translates into behavioural 
outcomes. Third, the study contributes to the application of the Stimulus-Organism-Response 
framework in digital commerce research by providing empirical evidence that platform usability 
functions as an environmental stimulus that shapes consumer behaviour through internal evaluative 
processes. 

Practical implications. The findings offer several practical suggestions for platform designers and 
marketers in the live-streaming commerce industry. First, investing in navigation design, including clear 
product categorisation, intuitive search functions, and streamlined checkout processes, may improve 
consumer experience and increase the likelihood of impulse purchases. Second, given the strong 
mediating role of consumer attitude, efforts to improve platform usability should be accompanied by 
strategies that enhance consumers' overall evaluation of the shopping experience, such as interactive 
features, personalised recommendations, and responsive interface design. Third, the relatively modest 
direct effect of ease of navigation on impulse buying suggests that navigation improvements alone may 
not be sufficient to drive purchasing behaviour; instead, such improvements should be integrated within 
a broader strategy aimed at fostering positive consumer attitudes towards the live-streaming experience. 

5. Conclusion 
This study examined the impact of ease of navigation on impulse buying behaviour in live-streaming 
commerce, with particular emphasis on the mediating role of attitude towards live-streaming commerce. 
Drawing upon the Stimulus-Organism-Response framework, data were collected from 596 university 
students in Nantong, China, and analysed using structural equation modelling. 

The results show that ease of navigation positively influences both consumer attitude and impulse 
buying behaviour. Among the hypothesised paths, the effect of attitude on impulse buying behaviour is 
the strongest, while the direct effect of ease of navigation on impulse buying is relatively modest. 
Importantly, the findings confirm that attitude towards live-streaming commerce partially mediates the 
relationship between ease of navigation and impulse buying behaviour, suggesting that platform 
usability influences purchasing behaviour primarily through consumers' evaluative responses. These 
results support the applicability of the Stimulus-Organism-Response framework in the live-streaming 
commerce context. 

The study contributes to the literature by highlighting the role of platform-related characteristics, 
specifically ease of navigation, as a factor shaping consumer behaviour in live-streaming environments. 
It also identifies consumer attitude as an important transmission mechanism linking platform design to 
behavioural outcomes. From a practical perspective, the findings suggest that platform operators should 
invest in navigation design to improve user experience, while also recognising that fostering positive 
consumer attitudes is necessary for translating improved usability into purchasing behaviour. 

Despite its contributions, this study is subject to several limitations that should be acknowledged. 
First, the data were collected using a cross-sectional design, which limits the ability to infer causal 

relationships among the variables. Future research could adopt longitudinal or experimental approaches 
to better capture the dynamic nature of consumer behaviour in live-streaming commerce and to establish 
causal ordering among the constructs. 
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Second, the sample was restricted to university students in Nantong, China. Although this group 
represents an active segment of live-streaming commerce users, the findings may not be generalisable 
to other demographic groups, regions, or cultural contexts. Future studies could include more diverse 
populations, including working professionals and consumers from different geographical areas, to 
assess the robustness of the findings. 

Third, this study focused on a single platform-related factor, namely ease of navigation. While this 
allowed for a more focused analysis, other relevant factors, such as interactivity, visual design quality, 
information richness, and social presence, may also play significant roles in shaping consumer 
behaviour. Future research could incorporate a broader set of platform characteristics to develop a more 
comprehensive framework. In particular, examining how multiple platform features interact with one 
another to influence consumer attitudes and purchasing behaviour would provide a more complete 
picture of the live-streaming commerce environment. 

Fourth, the study relied on self-reported data, which may be subject to common method bias. 
Although established measurement scales were used and preliminary statistical checks did not suggest 
significant common method variance, future research could combine survey data with behavioural data, 
such as actual purchase records or clickstream data, to improve the robustness of the findings. 

Finally, as live-streaming commerce continues to evolve, future research could explore how 
emerging platform features, such as artificial intelligence-driven product recommendations and 
augmented reality try-on functions, affect consumer navigation experiences and subsequent purchasing 
behaviour within digital service systems. 

References 

Aditi B., Listiorini, Miraza Z. & Nasution M.D.T.P. (2025), Fear of missing out and continuance 
intention in live streaming commerce: A serial mediation analysis of Indonesian fashion entrepreneurs. 
Journal of Logistics, Informatics and Service Science, Vol. 12, No. 8, 73-96. 

Ajzen I. (1991), The theory of planned behavior, Organizational Behavior and Human Decision 
Processes, Vol. 50, No. 2, 179-211. 

Baruch Y. & Holtom B.C. (2008), Survey response rate levels and trends in organisational research, 
Human Relations, Vol. 61, No. 8, 1139-1160. 

Chan T.K.H., Cheung C.M.K. & Lee Z.W.Y. (2017), The state of online impulse-buying research: A 
literature analysis, Information & Management, Vol. 54, No. 2, 204-217. 

Chen J., Teng L., Yu Y. & Yu X. (2016), The effect of online information sources on purchase intentions, 
Internet Research, Vol. 26, No. 3, 690-709. 

Cui Y., Liu Y. & Gu M. (2022), Investigating the key drivers of impulsive buying behavior in live 
streaming, Journal of Global Information Management, Vol. 30, No. 1, 1-18. 

Davis F.D. (1989), Perceived usefulness, perceived ease of use, and user acceptance of information 
technology, MIS Quarterly, Vol. 13, No. 3, 319-340. 

Diana, Lubis Y. & Siregar R.T. (2025), Information quality and ease of use in e-commerce: The 
mediating role of consumer behavior in online purchase decisions. Journal of Logistics, Informatics 
and Service Science, Vol. 12, No. 11, 177-190. 

Eroglu S.A., Machleit K.A. & Davis L.M. (2001), Atmospheric qualities of online retailing: A 
conceptual model and implications, Journal of Business Research, Vol. 54, No. 2, 177-184. 

Feng Z., Al Mamun A., Masukujjaman M. & Wu M. (2024), Impulse buying behavior during 
livestreaming: Moderating effects of scarcity persuasion and price perception, Heliyon, Vol. 10, No. 7, 



Wu et al., Journal of Logistics, Informatics and Service Science, Vol. 13 (2026), No 7, pp 17-33 

31 
 

e28347. 

Fornell C. & Larcker D.F. (1981), Evaluating structural equation models with unobservable variables 
and measurement error, Journal of Marketing Research, Vol. 18, No. 1, 39-50. 

Hair J.F., Black W.C., Babin B.J. & Anderson R.E. (2019), Multivariate Data Analysis (8th ed.). 
Cengage. 

Hu L.T. & Bentler P.M. (1999), Cut-off criteria for fit indexes in covariance structure analysis: 
Conventional criteria versus new alternatives, Structural Equation Modeling, Vol. 6, No. 1, 1-55. 

Huang Z. & Benyoucef M. (2017), The effects of social commerce design on consumer purchase 
decision-making: An empirical study, Electronic Commerce Research and Applications, Vol. 25, 40-58. 

Huo C., Wang X., Sadiq M.W. & Pang M. (2023), Exploring factors affecting consumer's impulse 
buying behavior in live-streaming shopping: An interactive research based upon SOR model, SAGE 
Open, Vol. 13, No. 2, 21582440231172678. 

Jacoby J. (2002), Stimulus-organism-response reconsidered: An evolutionary step in modelling 
(consumer) behaviour, Journal of Consumer Psychology, Vol. 12, No. 1, 51-57. 

Kang J.W. & Namkung Y. (2024), The role of service quality attributes and perceived value in US 
consumers' impulsive buying intentions for fresh food e-commerce, Journal of Theoretical and Applied 
Electronic Commerce Research, Vol. 19, No. 3, 1893-1906. 

Lee Z.W.Y., Liu W.Z.H., Chan T.K.H. & Wei G.G.Z. (2025), Impulse buying in live streaming 
commerce: A literature review and research agenda, Information & Management, Vol. 62, No. 8, 104220. 

Li X., Huang D. & Dong G. (2024), Why consumers have impulsive purchase behavior in live streaming: 
The role of the streamer, BMC Psychology, Vol. 12, 129. 

Li Y., García-de-Frutos N. & Ortega Egea J.M. (2025), Impulse buying in live streaming e-commerce: 
A systematic literature review and future research agenda, Computers in Human Behavior Reports, Vol. 
19, 100676. 

Liu H., Tan K.H., Chung L. & Ieiri Y. (2025), Examining viewers' impulsive buying behaviour in sports 
livestreaming commerce, Operations Management Research, Vol. 18, No. 1, 422-436. 

Luo X. (2005), How does shopping with others influence impulsive purchasing?, Journal of Consumer 
Psychology, Vol. 15, No. 4, 288-294. 

Luo X., Cheah J.H., Hollebeek L.D. & Lim X.J. (2024), Boosting customers' impulsive buying tendency 
in live-streaming commerce: The role of customer engagement and deal proneness, Journal of Retailing 
and Consumer Services, Vol. 77, 103644. 

Megdadi O., Al-Ahmed H., Ashour M.L., Shriedeh F.B. & Alshaketheep K. (2025), The impact of 
chatbots on customer experience in e-commerce: Examining responsiveness, ease of use, and 
personalization. Journal of Logistics, Informatics and Service Science, Vol. 12, No. 7, 147-163. 

Mehrabian A. & Russell J.A. (1974), An Approach to Environmental Psychology. MIT Press, 
Cambridge, MA. 

Nunnally J.C. & Bernstein I.H. (1994), Psychometric Theory (3rd ed.). McGraw-Hill. 

Pham A.D., Pham N.H., Nguyen M.N., Giap N.T.H., Bui D.L., Bui T.L. & Dao T.T.T. (2025), How do 
live-stream channels shape impulse buying behaviour? Empirical research on Vietnamese youth, Asia 
Pacific Business Review, Vol. 31, No. 4, 567-592. 



Wu et al., Journal of Logistics, Informatics and Service Science, Vol. 13 (2026), No 7, pp 17-33 

32 
 

Phuong N.D., Tuan N.M. & Khoa B.T. (2026), A research agenda on dual emotional mechanisms of 
fear of exclusion and fear of missing out in social commerce repurchase behavior. Journal of Logistics, 
Informatics and Service Science, Vol. 13, No. 2, 102-115. 

Preacher K.J. & Hayes A.F. (2008), Asymptotic and resampling strategies for assessing and comparing 
indirect effects in multiple mediator models, Behavior Research Methods, Vol. 40, No. 3, 879-891. 

Rook D.W. (1987), The buying impulse, Journal of Consumer Research, Vol. 14, No. 2, 189-199. 

Sinh N.H. & Kiet N.T. (2025), How social media influencers drive purchase intentions: A stimulus-
organism-response analysis of Vietnamese consumers' psychological responses. Journal of Logistics, 
Informatics and Service Science, Vol. 12, No. 4, 58-74. 

Sun Y., Shao X., Li X., Guo Y. & Nie K. (2019), How live streaming influences purchase intentions in 
social commerce: An IT affordance perspective, Electronic Commerce Research and Applications, Vol. 
37, 100886. 

Trinh N.H. & Tran H.H. (2025), Individual and platform factors in mobile commerce adoption: An 
integrated SOR-3M model analysis in Vietnam. Journal of Logistics, Informatics and Service Science, 
Vol. 12, No. 3, 206-226. 

Uyen V.T.T., Ly N.M., Oanh N.T.T. & Khoa B.T. (2025), Decoding fear of missing out in social 
commerce: A novel integration of TAM and TRA for online purchasing behavior. Journal of Logistics, 
Informatics and Service Science, Vol. 12, No. 3, 50-62. 

Venkatesh V., Morris M.G., Davis G.B. & Davis F.D. (2012), Consumer acceptance and use of 
information technology: Extending the unified theory of acceptance and use of technology, MIS 
Quarterly, Vol. 36, No. 1, 157-178. 

Verhagen T. & van Dolen W. (2011), The influence of online store beliefs on consumer impulse buying: 
A model and empirical application, Information & Management, Vol. 48, No. 8, 320-327. 

Wang Y., Tang H., Zhang J., Wang Y. & Liu X. (2026), From immersion to purchase: How live streaming 
catalyzes impulse buying among consumers, Journal of Theoretical and Applied Electronic Commerce 
Research, Vol. 21, No. 2, 68. 

Wongkitrungrueng A. & Assarut N. (2020), The role of live streaming in building consumer trust and 
engagement with social commerce sellers, Journal of Business Research, Vol. 117, 543-556. 

Xu X., Wu J.H. & Li Q. (2020), What drives consumer shopping behavior in live streaming commerce?, 
Journal of Electronic Commerce Research, Vol. 21, No. 3, 144-167. 

Xue Y., Feng T. & Wu C. (2024), How technical and situational cues affect impulse buying behavior in 
social commerce? Evidence from bored consumers, Frontiers in Psychology, Vol. 15, 1405189. 

Yamane T. (1973), Statistics: An Introductory Analysis (3rd ed.). Harper & Row, New York. 

Yang J., Cao C., Ye C. & Shi Y. (2022), Effects of interface design and live atmosphere on consumers' 
impulse-buying behaviour from the perspective of human-computer interaction, Sustainability, Vol. 14, 
No. 12, 7110. 

Zhang M., Qin F., Wang G.A. & Luo C. (2020), The impact of live video streaming on online purchase 
intention, The Service Industries Journal, Vol. 40, No. 9-10, 656-681. 

Zhang X., Cheng X. & Huang X. (2023), "Oh, my God, buy it!" Investigating impulse buying behavior 
in live streaming commerce, International Journal of Human-Computer Interaction, Vol. 39, No. 12, 
2436-2449. 



Wu et al., Journal of Logistics, Informatics and Service Science, Vol. 13 (2026), No 7, pp 17-33 

33 
 

Zhang X., Wang Y. & Li Z. (2024), Understanding impulse buying in short video live e-commerce: The 
perspective of consumer vulnerability and product type, Journal of Retailing and Consumer Services, 
Vol. 79, 103853. 


	1. Introduction
	2. Review of Literature
	3. Research Methodology
	4. Results and Discussion
	5. Conclusion
	References

