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ABSTRACT 

The rapid expansion of e-commerce within contemporary digital markets has fundamentally reshaped consumer 

purchasing behavior, shifting it toward instant gratification and spontaneous purchasing. Moving away from 

traditional technology adoption models like UTAUT2, which struggle to account for purely affective and 

unplanned behaviors, this conceptual paper applies the Stimulus-Organism-Response (S-O-R) framework to 

examine the determinants of online impulse buying behavior in modern live-commerce environments. The 

proposed model posits those external digital stimuli—specifically interactive marketing stimuli and real-time 

social pressure—influence the consumer's internal organism state (heightened consumer engagement and the 

fear of missing out), which subsequently drives the behavioral response of online impulse buying. Rather than 

viewing impulse buying as an isolated internal urge, this research redefines it as a structured behavioral response 

generated by a highly synchronized digital ecosystem that blends entertainment with immediate purchasing 

options. The proposed conceptual model provides significant theoretical implications by advancing the S-O-R 

framework within real-time, interactive retail settings. Furthermore, it offers practical insights for digital 

marketers and platform developers, suggesting that optimizing live social proof, implementing seamless one-

click interfaces, and triggering dynamic emotional responses are critical strategies for accelerating online 

conversions. 
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INTRODUCTION 

The rapid advancement of digital technologies has transformed consumer lifestyles by enabling greater 

convenience and accessibility in everyday activities. One of the most significant developments is the widespread 

adoption of online shopping, which has fundamentally reshaped the retail landscape. E-commerce has evolved 

into a dominant channel for buying and selling goods and services, allowing transactions to be conducted 

efficiently through digital networks. The continuous expansion of e-commerce has accelerated digital 

transformation across various industries and has substantially influenced consumer purchasing behavior, 

particularly in terms of how consumers navigate high-sensory digital retail environments. 

In Southeast Asia, the e-commerce ecosystem has experienced remarkable growth, driven by increasing internet 

penetration, smartphone adoption, and the proliferation of digital platforms. Malaysia has emerged as one of the 

region's fastest-growing e-commerce markets, supported by favorable digital infrastructure and increasing 

consumer acceptance of online shopping. While traditional e-commerce research heavily relied on utilitarian 

frameworks like the Unified Theory of Acceptance and Use of Technology 2 (UTAUT2)—which focuses on 

structured variables such as performance expectancy, effort expectancy, and facilitating conditions, these models 

fail to adequately capture the hedonic, spontaneous, and irrational nature of modern live commerce. Because 

impulse buying bypasses deliberate technological evaluations, relying on UTAUT2 constructs yields weak 

explanatory power regarding transactional immediacy. 
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To address this gap, this paper discards utilitarian adoption paradigms and embraces the Stimulus-Organism-

Response (S-O-R) framework. Modern live-commerce environments rely heavily on instant gratification and 

real-time engagement, shifting consumer behavior toward spontaneous purchasing where product discovery, 

emotional validation, and final acquisition happen almost simultaneously. By synthesizing existing social 

commerce literature, this conceptual paper proposes a model mapping how external platform stimuli dictate 

internal consumer states to drive split-second purchasing decisions before logical evaluation occurs. The model 

contributes uniquely to the technology literature by offering an integrated socio-psychological perspective 

tailored specifically to real-time digital ecosystems. 

LITERATURE REVIEW 

Modern e-commerce relies heavily on instant gratification and real-time engagement, shifting consumer 

behavior toward spontaneous purchasing. Live-commerce environments have altered traditional retail dynamics 

by blending entertainment with immediate purchasing options, effectively removing the friction between product 

discovery and acquisition [12]–[15]. By optimizing platform features, digital retailers transform passive viewers 

into immediate buyers. Recent empirical evidence utilizing Structural Equation Modeling underscores the 

pivotal role of these interactive features in driving spontaneous sales, demonstrating that the immersive nature 

of live commerce acts as a direct catalyst for consumer action [16]. Central to this dynamic is consumer 

engagement, which bridges the gap between browsing and purchasing. When consumers actively engage with a 

digital platform, their cognitive barriers decrease, making them highly susceptible to spontaneous decisions. 

Based on this relationship, we propose the following hypothesis: 

H1: Consumer engagement positively influences online impulse buying behavior. 

Beyond general engagement, specific external triggers within the digital environment dictate behavioral 

outcomes. In digital retail, marketing stimuli serve as immediate prompts that bypass analytical evaluation and 

trigger the urge to buy [17]–[19]. These stimuli generally categorize into environmental cues, such as seamless 

platform navigation, and social cues, including influencer endorsements and real-time peer recommendations. 

In live-commerce settings, these triggers compress the traditional consumer decision-making timeline. By 

pairing persuasive live demonstrations with embedded, one-click purchasing options, the platform minimizes 

the cognitive friction typically associated with financial transactions [20], [21]. The heightened emotional 

response to these stimuli frequently overrides logical assessments of cost and utility, shifting the consumer from 

purposeful searching to immediate gratification. Therefore, we advance the following hypothesis: 

H2: Interactive marketing stimuli has a significant positive effect on online impulse buying behavior. 

Finally, the social presure of modern digital platforms introduces external pressures that significantly accelerate 

impulse purchasing [22], [23]. Consumers naturally look to collective behavior to validate choices, a tendency 

that manifests as herd mentality within digital spaces. Real-time indicators of peer validation—such as rapid 

updates in live chats, rising view counts, and direct influencer endorsements—reduce the perceived risk of 

spending. This environment leverages the fear of missing out (FOMO), transforming the transaction into a 

participatory event where purchasing signifies community belonging rather than a simple exchange of goods 

[16]. Consequently, the presence of real-time peer reactions and social proof strips away typical shopping 

hesitations, driving split-second decisions before logical evaluation occurs. Based on these insights, we present 

the following hypothesis: 

H3: Social pressure on digital platforms significantly increases online impulse buying behavior. 

Integrating these perspectives reveals that online impulse buying is not a random, isolated event, but the logical 

output of a highly synchronized digital ecosystem. By synthesizing the roles of active consumer engagement 

(H1), real-time interactive marketing stimuli (H2), and collective social pressure (H3), our conceptual model 

maps how platform architecture systematically dismantles consumer hesitation. Rather than operating 

independently, these three dimensions converge within the live-commerce environment to target both the 

cognitive and emotional triggers of the shopper. Interactive stimuli capture immediate attention and simplify the 
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mechanics of the transaction, while social proof and heightened engagement validate the choice and generates 

psychological urgency. Ultimately, the model illustrates a shift from deliberate, multi-step decision-making to 

an accelerated pathway where product discovery, social validation, and final acquisition happen almost 

simultaneously.  

Based on the extensive literature review, the following conceptual model are developed (Figure 1) 

 

Figure 1: Conceptual Model of Impulsive Buying Behaviour (CE= Customer Engangement; IM=Interactive 

Marketing; SP=Social Pressure) 

Figure 1 pulls all these pieces together into a single conceptual framework, showing exactly how these three 

forces converge to drive online impulse buying. When you look at the model, it becomes clear that spontaneous 

purchasing isn't just a random fluke; it’s the direct result of a highly engineered digital environment. By testing 

H1, H2, and H3, this study looks under the hood of modern e-commerce to see how consumer engagement, 

interactive stimuli, and social pressure work in tandem to lower a shopper's natural defenses. When a platform 

successfully pairs high-energy interactivity with real-time social proof, it creates a perfect storm where the 

friction between seeing a product and buying it completely evaporates. Ultimately, this framework gives us a 

structured way to understand how digital retail environments successfully shift consumers away from slow, 

analytical decision-making and straight into immediate gratification. 

CONCLUSION AND FUTURE RESEARCH DIRECTION 

In conclusion, this study demonstrates that online impulse buying in the live-commerce era is a highly structured 

behavioral response driven by a carefully engineered digital ecosystem. By examining the interplay of consumer 

engagement, interactive marketing stimuli, and real-time social pressure, our framework highlights how modern 

platforms successfully compress the traditional consumer journey into a matter of seconds. However, this study 

is not without its limitations. First, the data relies heavily on self-reported consumer perceptions, which can 

introduce recall bias regarding actual impulse spending. Second, while Structural Equation Modeling confirms 

the strength of these relationships, the cross-sectional nature of the data captures consumer behavior at a single 

point in time, limiting our ability to track long-term behavioral shifts as live-commerce platforms evolve. 

From a theoretical standpoint, these findings offer important implications for e-commerce literature by 

advancing our understanding of the Stimulus-Organism-Response (S-O-R) framework in real-time retail 

environments. While traditional retail research treats marketing stimuli and social influences as static elements, 

this study proves that in live commerce, interactivity and real-time herd mentality function as dynamic, 

immediate catalysts. We show that social pressure and interactive features do not just casually influence a 

shopper; they actively dismantle cognitive friction and bypass the logical evaluation of cost and utility. This 

shifts the academic conversation away from viewing impulse buying as an isolated internal urge, redefining it as 
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the direct output of a synchronized, high-sensory digital architecture. 

For practitioners, the practical implications of this model offer a clear roadmap for digital marketers, platform 

developers, and live streamers aiming to optimize conversions. The data shows that simply pushing limited-time 

countdowns or standard advertisements is not enough; the real driver of spontaneous sales is active, two-way 

engagement. Retailers should focus on designing seamless, low-friction interfaces—such as embedded one-click 

checkout buttons directly within video feeds—to minimize the time a consumer has to reconsider a purchase. 

Furthermore, maximizing live social proof, like featuring real-time "just purchased" notifications and 

encouraging active peer dialogue in chat rooms, helps build a high-energy community environment that triggers 

the fear of missing out (FOMO) and turns passive viewers into immediate buyers. 

Looking ahead, several promising avenues for future research emerge from this study. First, future investigations 

should employ longitudinal designs or experimental field studies to track actual user clickstreams and spending 

data, moving beyond self-reported measures to capture objective impulse behavior in real time. Second, as digital 

retail technologies advance, researchers should explore how emerging interactive tools—such as artificial 

intelligence hosts, virtual reality storefronts, and personalized algorithmic recommendations—affect the speed 

and frequency of spontaneous purchasing. Finally, future studies could investigate the boundary conditions of 

this model by examining moderating variables, such as varying consumer personality traits, differing product 

categories (e.g., luxury versus everyday goods), or cultural differences in herd mentality, to see if these 

interactive triggers hold universal appeal. 
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