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The proliferation of social media platforms has significantly 

impacted economic growth. Among these, TikTok has emerged as a 

prominent platform, offering tools that facilitate online transactions. 

Its live-stream feature allows sellers to showcase products and 

interact directly with potential buyers. However, trust concerns have 

hindered the widespread adoption of live-stream shopping on 

TikTok. This study examines the effects of streamer credibility and 

interactivity on Generation Z TikTok buyers’ perceived risk and 

purchase intention in Indonesia using the Stimulus-Organism-

Response (S-O-R) paradigm. One hundred and twenty-seven 

Indonesian Generation Z TikTok users participated in an online 

survey as part of a quantitative research methodology. The study 

employed a convenience sampling method. The data were examined 

using SEM-PLS. The findings reveal that streamer credibility 

significantly reduces perceived risk among TikTok buyers. 

Conversely, interactivity does not have a significant influence on 

perceived risk. Moreover, perceived risk negatively impacts 

purchase intention. Importantly, streamer credibility and 

interactivity both exert a positive and significant direct influence on 

purchase intention. Streamers are advised to prioritize cultivating a 

strong foundation of product knowledge, and actively engage with 

the audience to foster a more meaningful connection and encourage 

viewers to make a purchase. These results contribute to the 

understanding of consumer behavior in the context of TikTok live-

streaming commerce and have implications for marketers and 

researchers targeting Generation Z consumers. 
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1. Introduction 

In recent years, social media platforms have undergone a meteoric rise, seamlessly 

integrating into the fabric of contemporary life. They have transformed the way individuals 

connect, interact, and engage with information, transcending the limitations of time and 

geography (Infante & Mardikaningsih, 2022). Beyond their social functions, these platforms 

serve as multifaceted tools for learning, working, entertainment, and even entrepreneurial 

pursuits. Among the myriad of social media platforms, TikTok has emerged as a dominant 

force in Indonesia, boasting an estimated 92.07 million active users, solidifying its position as 

the second-largest TikTok user base globally (Rahimullah et al., 2022; Widjaya et al., 2022; 

Wijaya & Yulita, 2022). This surge in popularity is particularly pronounced among Generation 

Z and iGeneration individuals, born between 1997 and 2012 (Rosariana, 2021; Wulandari, 

2022). Given Indonesia’s population of approximately 275.8 million in 2022 (Badan Pusat 

Statistik, 2023), it is evident that TikTok has garnered significant traction within the 

Indonesian demographic. 

Beyond its core social media functions, TikTok has expanded its offerings to encompass 

a diverse array of tools that facilitate online transactions. These features empower users to 

seamlessly purchase goods within the platform, often benefiting from exclusive discounts and 

free shipping promotions (Edwy et al., 2023). Despite the burgeoning popularity of TikTok 

live-stream e-commerce, a substantial portion of users remain hesitant to engage in such 

transactions (Rahmi et al., 2024). This reticence is often attributed to trust concerns arising 

from perceived risks associated with dealing with live-stream sellers (Feng, 2022). These 

perceived risks can significantly influence users’ interactions with streamers and their ultimate 

decisions regarding information sharing and purchases (Lu & Chen, 2021). While perceived 

risk is a well-established cognitive factor influencing consumer behavior (Pangaribuan et al., 

2021), the specific attributes that can mitigate consumer apprehension during live-stream 

purchases remain relatively unexplored (Song & Liu, 2021). This study delves into the critical 

role of perceived risk in shaping purchase intentions within the context of TikTok live-stream 

e-commerce. 

Given the pivotal role of streamers in live-stream environments (Dinansyah et al., 2024), 

their ability to serve as the initial source of product information for potential buyers 

significantly impacts the likelihood of a transaction. The streamer’s credibility, encompassing 

attributes such as attractiveness, knowledge, and believability (Ohanian, 1990), and their 

interactivity, a key differentiator between live-stream and traditional online shopping (Cai et 

al., 2018), are essential factors to consider in understanding how these elements influence 

buyers’ perceived risks within the Indonesian TikTok live-stream ecosystem. 

This study investigates the audience’s perception of streamer credibility, encompassing 

factors such as attractiveness, knowledge, and believability (Ohanian, 1990), and interactivity, 

a key differentiator between live-stream and traditional online shopping (Wijaya & 

Susilawaty, 2023; Cai et al., 2018). The primary objective is to ascertain whether these factors 

directly influence Indonesian buyers’ purchase intentions within the context of TikTok live-

stream shopping or indirectly through their impact on perceived risks, acting as a mediating 

variable. 

Lou and Yuan’s (2019) research found the positive impact of endorser credibility on 

viewer trust in branded content. This credibility, encompassing attractiveness, trustworthiness, 

and expertise, fosters trust among consumers. Chang and Chen (2008) further elucidate the 

inverse relationship between perceived risk and trust, suggesting that higher levels of trust 
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correlate with lower perceived risk. In line with this, Soesilo et al. (2020) demonstrate that a 

trusted brand ambassador can effectively mitigate consumer risk perception. Song and Liu 

(2019) similarly emphasize the pivotal role of marketer credibility in reducing perceived risk 

among consumers. Accordingly, hypothesis one of this study is: 

H1: Streamers’ credibility negatively affects perceived risk. 

Xue et al. (2020) highlighted the interactive nature of live-stream commerce platforms, 

enabling streamers to address shopper inquiries and concerns in a real-time, “face-to-face” 

manner. This personalized interaction, coupled with physical demonstrations of product 

specifications, can significantly alleviate shopper concerns about product quality and reduce 

perceived risk. Hu et al. (2017) further emphasize the collaborative atmosphere fostered by 

live-stream commerce, where broadcasters and buyers interact to create a socially accepting 

environment that enhances product trustworthiness. Moreover, the comment section of live-

stream platforms allows shoppers to access the experiences and opinions of other consumers 

(Song & Liu, 2019). Previous research has demonstrated the effectiveness of online reviews 

in mitigating perceived risk and ambiguity among online shoppers (Mo et al., 2015). However, 

Song and Liu (2019) found that interactivity, while a valuable aspect of live-stream commerce, 

does not have a direct impact on reducing perceived risk. Accordingly, hypothesis two of this 

study is: 

H2: Interactivity negatively affects perceived risk. 

Fernandez (2017) mentioned about strong correlation between online buyers’ attitudes 

toward purchases and their perception of risk, concluding that perceived risk is a primary 

determinant of purchase intention. Michaelidou and Christodoulides (2011) further 

emphasized the negative impact of heightened perceived risk on purchase intention. Yang et 

al. (2016) corroborated this inverse relationship, demonstrating a negative correlation between 

perceived risk and the customer’s online purchase attitude. These findings collectively suggest 

that higher levels of perceived risk are associated with lower purchase intentions among online 

consumers. Accordingly, hypothesis three of this study is:  

H3: Perceived risk negatively affects purchase intention. 

Wongkitrungrueng et al. (2020) and Hu (2021) highlight the pivotal role of streamer 

credibility in influencing consumer engagement and purchase behavior within live-stream 

commerce. As consumer trust in streamers’ credibility grows, their willingness to engage with 

live-streams, their desire to make purchases, and ultimately their actual purchase decisions 

may all increase. 

Research has consistently demonstrated the persuasive power of experts (Aaker and 

Myers, 1987; Kamins et al., 1989; Ohanian, 1991). Streamers who possess a reputation for 

expertise can effectively enhance the credibility of their recommendations, thereby 

influencing consumer purchase intentions. Previous studies have also established the positive 

impact of perceived trustworthiness and expertise on customer sentiment and purchase 

intentions (Gong and Li, 2017; Willemsen et al., 2012). Moreover, an attractive live 

broadcaster can captivate viewers and encourage them to consider their recommendations, 

ultimately driving purchase decisions (Xu et al., 2020). Accordingly, hypothesis four of this 

study is: 

H4: Streamers’ credibility positively affects Generation Z TikTok buyers’ purchase 

intention. 
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Previous studies by Song and Liu (2021) and Sun et al. (2021) highlighted the positive 

influence of vendor interactivity on consumer purchase intention within live-stream 

commerce. While Doong (2022) confirms the mediating role of perceived value and trust in 

this relationship, the study also reveals that interactivity alone has a relatively insignificant 

direct impact on purchase intention. Ma et al. (2022) echo this finding, emphasizing the 

indirect effect of interactivity on purchase intention through the mediating variable of 

engagement. These studies collectively suggest that engagement may be a more accurate 

indicator of shopper behavioral responses in live-stream commerce than purchase intention 

when evaluating the role of interactivity. Accordingly, hypothesis five of this study is: 

H5: Interactivity in TikTok live-stream positively affects Generation Z TikTok buyers’ 

purchase intention. 

 

 

Figure 1 Proposed Conceptual Model 

2. Methods 

Descriptive analysis was conducted in this research with the aim of producing 

measurements that are precise and trustworthy (Rahman, 2020). The analysis also used 

validity and reliability tests to produce results that are valid and reliable. The goal of this 

approach is to investigate the phenomenon of TikTok live streaming specifically to assess the 

factors that influence purchase intention in TikTok live-stream e-commerce among Generation 

Z and by employing statistical techniques to evaluate the impact and significance of the 

associations the quantitative approach is a term used to describe a scientific study that 

generates numerical data and often tries to uncover links between multiple variables (Mohajan, 

2020). This study also uses a mediating variable to explain how the independent and dependent 

variables relate to one another. Close-ended questionnaires are used to gather quantitative data 

and therefore primary data is used in this research via completed online questionnaires.  

The study participants were Generation Z individuals who actively use TikTok and have 

engaged with live-stream content. Data for this research was gathered in Indonesia between 

January and May 2023. This study has one dependent variable (purchase intention), and two 

independent variables (streamers’ credibility and interactivity). Furthermore, this study 

utilized a mediating variable, which is perceived risk. The population of this research is the 

total number of TikTok users in Indonesia. According to Dewi and Soetjiningsih (2023), 

Generation Z uses TikTok more than any other demographic in Indonesia, with 75.49 million 

users. Therefore, because Generation Z uses TikTok the most, this study chose to concentrate 

on analyzing this generation in Indonesia.  

Convenience sampling was used to calculate the sample size of the study as every 

member of the research population has an equal chance of being chosen for the study’s sample 

as long as they match the criteria needed by this research (Meng, 2013) and this study also 
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used partial least squares structural equation modeling (PLS-SEM) for data analysis 

(Nurahmasari et al., 2023). The PLS-SEM model is used by many academic researchers from 

many fields and the causal modeling strategy can maximize the variance explained by 

modeling and dependent hidden variables (Hair et al., 2021) and therefore, is suitable to reveal 

the factors that influence purchase intention as the dependent variable. In PLS-SEM, the 

minimal sample size can be estimated using one of three techniques: the Monte Carlo 

simulation technique, the 10-times rule, and the minimum R-squared (Kock & Hadaya, 2018). 

According to Hair et al. (2014), the minimum sample size for this research is determined using 

the minimum R-squared (R²) method, which applies Cohen’s (1992) statistical power analysis 

for multiple regression models. The maximum number of arrows for this research is 3, all of 

which point to the variable Purchase Intention. The lowest R² for this research, which employs 

an alpha of 5%, is predicted to be 0.10. Consequently, 124 responders are needed as the bare 

minimum sample size for this research. 

This research divided the questionnaire into five sections. The first section consists of 

an introduction from the author, the goal of the questionnaire, the significance of the study, 

and a specific statement about the data security of the respondents. The second section is a set 

of filtering queries that asks about the respondent’s demographics, including their age and 

gender, and asks respondents to confirm that they have seen a TikTok live-stream. The third 

section includes inquiries regarding the variables in this study, such as streamers’ credibility, 

interactivity, perceived risk, and purchase intention.  The fourth and fifth sections include a 

giveaway where survey respondents can enter their GoPay number if they want to participate 

in the giveaway, and lastly a thank-you note as a gratitude to survey respondents who took 

part in the survey.  

Table 1 Outer Loadings 

Construct  IN  PI  PR  SC  

IN1  0.716        

IN2  0.765        

IN3  0.740        

IN5  0.776        

PI1    0.873      

PI2    0.860      

PI3    0.739      

PI4    0.576      

PR1      0.829    

PR2      0.848    

SC1        0.690  

SC2        0.533  

SC3        0.884  

SC4     0.769  

SC5     0.647  

There are 19 survey items in this questionnaire, and there are four to five indications for 

each variable. All items in this study’s questionnaire that relate to variables are also evaluated 

using a Likert-type rating scale. According to Park and Wu (2019), a Likert-type rating scale, 

where the answers in different categories are intended to represent various degrees of approval 

(e.g., “Strongly agree” to “Strongly disagree”), is frequently used in numerous disciplines to 

quantify individual variations in characteristics, perspectives, or behaviors thus, in this study 

a five-point Likert scale was utilized to distinguish respondents according to their opinions 
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and behaviors regarding the streamers’ credibility, interactivity, perceived risk, and purchase 

intention. 

3. Results and Discussion 

3.1. Results 

To evaluate the importance of each relationship between items and constructs, a 

convergent validity test is conducted. In this work, two convergent validity test techniques—

Average Variance Extracted (AVE) and Outer Loading— are applied. In accordance with 

Laurinda et al. (2024), the outer loading values of the items must be greater than 0.70; if they 

are between 0.4 and 0.7, it is appropriate to consider eliminating them depending on how they 

will affect the average variance extracted (AVE) and composite reliability; however, items 

with outer loading values below 0.40 must be eliminated. In addition, Rasoolimanesh and Ali 

(2018) claimed that indicators’ outer loading values over 0.5 are allowed if the model used for 

measurement passes the composite reliability and convergent validity thresholds. Therefore, 

items with outer loading coefficients greater than 0.5 will only be used in this study (see Table 

1). As a result, this research eliminated three items within the Perceived Risk variable (PR3, 

PR4, and PR5) and one item from the Interactivity variable (IN4). 

In Table 2, the AVE values for Streamers’ Credibility, Interactivity, Perceived Risk, and 

Purchase Intention are 0.510, 0.562, 0.703, and 0.595, respectively. Finally, it can be said that 

since all indicators for all variables have AVE coefficients over 0.5, they are all valid and can 

be further examined. Cronbach’s alpha is also used to assess this research’s level of reliability 

(Taherdoost, 2016). Cronbach’s alpha value must be 0.5 or higher in order to complete the 

reliability test successfully (Pangaribuan et al., 2020).  

Table 2 Reliability and Validity Statistics 

Variable AVE Alpha CR 

Streamers’ Credibility 0.510 0.751 0.835 

Interactivity 0.562 0.748 0.837 

Perceived Risk 0.703 0.577 0.825 

Purchase Intention 0.595 0.792 0.851 

 

As all of the variables have Cronbach’s alpha value of above 0.5 according to the 

findings, all of them are reliable. It shows that Streamers’ Credibility, Interactivity, and 

Purchase Intention variables have a high degree of internal consistency, which is the 

consistency among questionnaire items. Meanwhile, the Perceived Risk variable has a poor 

degree of internal consistency because it has a value of between 0.5 and 0.6. Nevertheless, it 

remains acceptable for further investigation. 

To evaluate the internal consistency and reliability of the measurement items, composite 

reliability analysis was conducted (Kalkbrennner, 2021). A composite reliability score of 0.7 

or higher is considered acceptable (Schuberth, 2021). Table 2 presents the composite 

reliability values for each variable, incorporating all relevant indicators. The results indicate 

that all variables have a composite reliability value greater than 0.7. It demonstrates that all of 

the variables have a high degree of internal consistency, which is the consistency among 

questionnaire items. 

The demographic data of the participants will be outlined in this part of the study. The 

information came from a survey shared online specifically targeted at TikTok users belonging 
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to Generation Z, who have watched TikTok live streaming. A total of 143 responses were 

initially collected. However, upon closer examination, it was determined that 16 respondents 

did not meet the criteria as they had never watched any TikTok live streams, and there was 

one who did not give any answer. Consequently, these 16 invalid responses were excluded 

from the analysis. This resulted in a final sample which will include information about the age 

and gender of the participants. 

The gender information from 127 participants is shown in Figure 1. According to the 

findings, 81 women, or 63.78% of all participants, made up most of the participants. 46 

individuals, or 36.22% of the participants, are among the remaining participants who are men. 

The ages of the survey participants are shown in Figure 2. The findings show that 96 of those 

surveyed, or 75.59% of all the participants, are between the ages of 20 and 23, representing 

the majority of participants. The second-highest number of responders, 16, or 12.60% of the 

total, were between 24 and 26. There were 10 (7.87%) participants between the ages of 17 and 

19 and 5 (3.94%) participants in the range of 11 to 17. Thus, responders in the range of 11 to 

17 made up the smallest group of participants.  

The Multicollinearity Test is also used to determine whether there is a significant 

connection between independent variables (Shrestha, 2020). With the help of the variance 

inflation factor (VIF), multicollinearity is evaluated. The measuring criteria developed by Hair 

et al. (2021) will be used in this research. The VIF number is supposed to be less than 3. 

Collinearity problems can occur at VIF values of 3 to 5, while those over 5 signify a serious 

concern and advise eliminating the variable. The first model focuses on perceived risk and 

incorporates measurements of streamers’ credibility and interactivity, which have the same 

VIF values of 2.599. Similarly, the second model assesses purchase intention and includes 

measurements of streamers’ credibility, interactivity, and perceived risk, with VIF values of 

2.689, 2.600, and 1.077, respectively. Both models’ VIF values are below three, indicating the 

absence of multicollinearity among the independent variables. This means that there is no 

significant connection between the independent variables in either model, ensuring the 

reliability of the regression analysis.  

The effectiveness of a predictive model in capturing the underlying variability of 

dependent variables is assessed using the R-square statistic. Hair et al. (2021) stated that R-

squared values can be categorized as follows: 0.25 is considered poor, 0.50 is moderate, 0.75 

is significant, and 0.9 or higher indicates that the model may be overestimating the data. 

Additionally, Huang et al. (2013) defined R-squared values as follows: values greater than 

0.67 are considered significant, values in the range of 0.33 to 0.66 are regarded as average, 

and values of 0.32 or smaller are considered poor. Adjusted R² indicates the model’s ability to 

generalize survey responses to the entire population.  

For perceived risk, the R square (R²) statistic is 0.071. The correlation coefficient (R²) is 

lower than 0.25, signifying that the independent variables, streamers’ credibility, and 

interactivity, in the regression model can only account for 7.1% of the variance in the 

dependent variable, perceived risk. This suggests that the independent and dependent variables 

have a tenuous relationship. Based on the R-squared data, it can be inferred that these two 

independent variables have a minimal impact on the perceived risk of Generation Z consumers 

purchasing from TikTok live-stream. Conversely, the remaining 92.9% of the perceived risk 

can be attributed to other factors that were not incorporated into the research model in this 

study. Also, the adjusted R² is 0.056, close to the R² value of 0.071. If R² is reduced by adjusted 

R², the result is 0.015 (0.071-0.056). Accordingly, it is predicted that if the complete 
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population is studied and the model is fitted, the outcome variance will be decreased by 1.5%. 

On the other hand, the R² representing purchase intention is 0.388. Since this value is above 

0.33, it can be inferred that there exists a moderate correlation, indicating that three 

independent variables (streamers’ credibility, interactivity, and perceived risk) account for 

38.8% of the variance in purchase intention. The remainder of 62.7% can be attributed to 

external factors that were not investigated in this research. Also, the adjusted R² is 0.373, close 

to the R² value of 0.388. If R² is reduced by adjusted R², the result is 0.015 (0.388-0.373). The 

measurement bootstrapping model is illustrated in Figure 2. 

 

 

Figure 2 PLS-SEM Measurement Model 

3.2. Discussion 

The first hypothesis proposed that SC had a positive effect on PR. Further, in Table 3, 

there was validation of this hypothesis (t = 1.980; p < 0.05). When viewers perceive a streamer 

as credible, they are more likely to believe their recommendations and feel reassured about 

the quality and authenticity of the products being promoted. By fostering a sense of trust, 

credible streamers can significantly alleviate perceived risk, thereby encouraging viewers to 

actively engage in transactions and overcome any apprehensions they may harbor. 

The result of second hypothesis suggested that IN did not have a significant effect on 

PR (see Table 3). This could be attributed to several factors. First, Gen Z is highly digitally 

savvy and may be less susceptible to the social pressure often employed in live-stream 

interactions. Also, the focus on entertainment and engagement within TikTok might dilute the 

perceived risk associated with transactions.  

The result of hypothesis three indicated that PR did not have a significant effect on PI. 

One of the reasons could be that Gen Z is accustomed to online shopping and may be more 

comfortable with the inherent risk involved. Other than that, the entertainment aspect of 

TikTok might overshadow concerns about perceived risk.  

Table 3 Model Estimates 

Effect Path coefficients M STDEV t values P 

SC → PR -0.290 -0.305 0.147 1.980 0.049 

IN → PR 0.030 0.040 0.150 0.204 0.839 
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PR → PI -0.125 -0.119 0.087 1.443 0.150 

SC → PI 0.218 0.227 0.130 1.672* 0.095 

IN → PI 0.394 0.399 0.138 2.864 0.004 
  Note(s): *p < 0.10 

Hypothesis four proposed that SC positively affected PI. The results show that SC 

significantly affects PI (t = 1.672; p < 0.10). When viewers perceive a streamer as credible, 

they are more likely to trust their recommendations, which can lead to a stronger sense of 

confidence and a reduced perception of risk, making viewers more inclined to make a 

purchase. 

Hypothesis five proposed that IN positively affected PI. The results show that IN 

significantly affects PI (t = 2.864; p < 0.05). When streamers actively engage with their 

audience, respond to comments, and provide personalized recommendations, they create a 

more interactive and engaging shopping experience. This can foster a sense of connection and 

trust between viewers and streamers, making viewers more likely to feel valued and 

appreciated, ultimately increasing their confidence in making a purchase. 

 

4. Conclusion 

Streamers’ credibility was found to have a negative and significant effect on perceived 

risk, while interactivity was found to have an insignificant effect on perceived risk. 

Furthermore, interactivity has a positive and significant impact on purchase intention, while 

streamers’ credibility and perceived risk have an insignificant impact on purchase intention. 

Streamers’ credibility plays an important role in negatively impacting Generation Z 

buyers’ perceived risk. This suggests that when Generation Z shoppers interact with streamers 

who possess higher levels of credibility, their perception of risk towards TikTok live-

streaming commerce diminishes. This finding aligns with previous research indicating that 

credible streamers can effectively reduce consumers’ perceived risk (Soesilo et al., 2020; Song 

& Liu, 2021). Contrary, this study found no significant influence of interactivity on perceived 

risk. While Xue et al. (2020) suggested that interactions in live-stream e-commerce can reduce 

perceived risk, the findings of this study contradict that claim. The limited format of 

interactions in TikTok live-stream, primarily through quick bullet comments, may not provide 

sufficient opportunity for reducing consumers’ perceived risk (Song & Liu, 2021). Therefore, 

interactivity does not significantly impact Generation Z shoppers’ perceived risk in this 

context.   

The study found that streamers’ credibility and perceived risk have an insignificant 

influence on purchase intention among Gen Z TikTok buyers. Streamers’ credibility and 

buyers’ perceived risk toward TikTok live-stream does not reduce or increase their purchase 

intention. This finding contradicts previous research but aligns with previous studies (Masoud, 

2013) stating that streamers’ credibility and certain risk factors impact purchase intention 

(Song & Liu, 2019; Wulandari et al., 2022) while others do not, including perceived time risk. 

In addition, this study found that interactivity in TikTok live-stream e-commerce has a 

significant positive effect on purchase intention. The level of interaction between streamers 

and customers directly influences the purchase intentions of prospective buyers. This finding 

contradicts some previous studies (Doong, 2022; Ma et al., 2022) but aligns with others (Song 

& Liu, 2019), highlighting the importance of interactivity in influencing purchase intention in 
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the live-stream e-commerce context. To conclude, interactivity in TikTok live-streaming may 

increase the purchase intention of Generation Z buyers.   

The findings of this study have several theoretical implications for the field of consumer 

behavior and TikTok live-streaming commerce. Firstly, the confirmation of the influence of 

streamers’ credibility on perceived risk contributes to the understanding of how credibility can 

shape consumers’ risk perception in the context of live-streaming platforms. This highlights 

the importance of streamers’ credibility as a persuasive factor in reducing consumers’ 

perceived risk, which is in line with a previous study by Song and Liu (2021).   

Secondly, the non-significant effect of interactivity on perceived risk and the effect of 

perceived risk on purchase intention challenge previous claims and indicate that the role of 

interactivity in reducing perceived risk may be context-dependent, which contradicts previous 

research by Xue et al. (2020). The study suggests that in the limited format of TikTok live-

stream, where interactions are primarily brief and text-based, interactivity may not effectively 

alleviate consumers’ perceived risk.   

Lastly, the significant positive effects of interactivity on purchase intention shed light 

on the key drivers of consumer behavior in live-stream e-commerce, which contribute to prior 

research (Song & Liu, 2019; Sun et al., 2021). This emphasizes the significance of streamers’ 

credibility and interactive features in motivating Generation Z TikTok buyers to make 

purchase decisions.   

The findings of this study also have practical implications for marketers and practitioners 

involved in TikTok live-streaming commerce, specifically targeting Generation Z consumers. 

Firstly, marketers should focus on cultivating and promoting streamers’ credibility through 

effective branding strategies, endorsements, and fostering positive consumer perceptions. This 

can increase consumers’ trust and positive emotional responses towards streamers. Although 

interactivity in TikTok live-streaming commerce does not directly influence perceived risk, it 

has a direct and significant impact on purchase intention. Marketers should leverage 

interactive features within the TikTok platform to enhance customer engagement and 

interaction with streamers. This can be achieved through the TikTok live-stream features, such 

as real-time Q&A sessions and interactive polls that encourage active participation. By 

facilitating meaningful interactions, marketers can positively influence Generation Z buyers’ 

purchase intentions.   

Despite the valuable insights provided by this study, there are certain limitations that 

should be acknowledged. The research was conducted solely in the context of TikTok live-

stream e-commerce, targeted Generation Z TikTok buyers, and collected small-size samples. 

The findings may not be generalizable to other live-stream platforms, different consumer 

segments, or larger sample sizes. Future studies should explore the applicability of these 

findings in diverse contexts and among various consumer groups. 

Building on the limitations and gaps identified in this study, there are several avenues 

for future research. Exploring the role of other factors, such as social influence, product 

characteristics, and platform design, could provide a more comprehensive understanding of 

the determinants of purchase intention in live-stream commerce. Next, exploring the role of 

other mediators, such as perceived trust and perceived usefulness could provide a new 

understanding of mediating variable impact on this research model. Furthermore, comparative 

studies across different live-stream platforms and cultural contexts would provide insights into 

the generalizability and applicability of the findings. Understanding how cultural factors 
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influence consumer behavior in live-stream commerce can help marketers tailor their 

strategies accordingly. By addressing these avenues for future research, scholars can further 

advance the understanding of consumer behavior in live-stream commerce and provide 

valuable insights for marketers and practitioners.  
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