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1. Introduction

The rapid development of short-video
platforms has significantly altered online
consumer behavior, particularly in the context
of content-based e-commerce. In Vietnam, short
video platforms have achieved a high penetration
rate, reaching approximately 79 million active
social media accounts by the end of 2025 (Kemp,
2025). Specifically, TikTok and YouTube Shorts
account for 40.9 million and 62.1 million users,
respectively, highlighting the central role of short
videos in consumers’ digital lives. Studies show
that approximately 82% of users are influenced
to make a purchase after being exposed to this
content (Kantar Worldpanel Vietnam, 2023).
Short videos can stimulate immediate emotions
and significantly shorten the pre-purchase
consideration time to as little as 15 seconds to
5 minutes of viewing (Luo et al.,, 2025). As a
result, they are considered an important driver
of impulse buying behavior in the e-commerce
environment (Liu et al., 2019).

In this context, online impulse buying is
becoming increasingly common. Impulse
buying is defined as the act of purchasing
goods without prior planning (Bellini &
Aiolfi, 2019). Previous studies show that this
behavior can account for approximately 40-
80% of total purchasing decisions, depending
on the product group (Aragoncillo & Orus,
2018), thereby emphasizing the significant
role of impulse buying in consumer behavior.
In Vietnam, several studies have examined
impulse buying behavior in the context of
e-commerce and livestreaming (Tran Thi
Ngoc Quyen et al., 2024), clarifying the role of
internal, external, and flow experience factors
within the S-O-R model framework (Nguyen
Thi Hong Phung, 2024). However, although
short videos have been shown to influence
purchasing decisions on platforms such as
TikTok (Nguyen Duy Phuong et al., 2025),
the underlying mechanisms of impulse buying
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behavior formation in short-video contexts
remain fragmented, lacking a clear explanation
of how emotional and cognitive mechanisms
interact and function together within a
unified framework, particularly in short-video
commerce contexts.

While prior studies have examined emotional
and cognitive mechanisms simultaneously, they
have not systematically explained how these
mechanisms interact or differ in their roles
within the context of short-video commerce.
According to the S-O-R model, environmental
stimuli do not directly influence behavior but
rather through individuals’ internal states
(Hochreiter et al., 2023). Arousal and pleasure
represent consumers immediate emotional
responses to environmental stimuli, whereas
trust reflects their cognitive evaluation of
shopping objects. Despite their different
natures, both emotional responses and cognitive
evaluations function as internal organism states
within the S-O-R framework, jointly mediating
the relationship between external stimuli and
behavioral outcomes. Although recent studies
suggest that arousal, pleasure, and trust may
simultaneously act as mediating mechanisms
(Wen et al., 2025), existing research has not
clearly explained their relative roles or how
these mechanisms interact within a unified
framework, particularly in  short-video
commerce contexts. Therefore, integrating these
mechanisms as parallel mediators provides
a more comprehensive explanation of how
short-video characteristics influence impulse
buying behavior. This approach allows a more
comprehensive understanding of how short
video characteristics influence impulse buying
behavior through both emotional responses
and cognitive evaluations.

This study was conducted to analyze
the influence of short video characteristics,
including visual appeal, social influence,
entertainment, and informativeness on
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impulse buying behavior, while elucidating the
mediating roles of arousal, pleasure, and trust
in the Vietnamese market context. This study
contributes to the literature by clarifying the
integrated roles of emotional and cognitive
mechanisms, while also offering managerial
implications for optimizing short-video content
strategies.

backround research

2. Theoretical and

hypotheses

According to Rejeb et al. (2024), short-
form video is a digital content format with a
short duration (typically 15 to 60 seconds),
optimized for mobile devices and social media
environments, characterized by fast pacing, high
conciseness, the ability to stimulate immediate
emotions, and a high level of interaction.
Short-form video allows for the simultaneous
integration of entertainment, information,
and social interaction within a single viewing
experience, thereby blurring the lines between
content consumption and purchasing behavior
in the online environment (Rejeb et al., 2024).
To attract attention, short videos are often
designed with high information density, rapid
scene changes, on-screen text, and a fast pace
(Van Daele et al., 2024). These emotionally rich
stimuli in the digital environment can maintain
a high state of arousal, impair cognitive control,
and promote impulse buying behavior (Shen
& Khalifa, 2012; Verhagen & van Dolen, 2011;
Xin et al., 2025).

Impulse buying behavior means that
consumers have no prior plan or intention to
buy, and they immediately make a purchase
based solely on sudden or momentary thoughts
(Chan et al., 2016). The nature of impulse
buying is that consumers form cognitive and
emotional responses during the purchasing
process (Yaping et al., 2012). In the context
of short video usage, consumers perceive that
these short content pieces stimulate emotions
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and perceived value, thereby increasing their
buying intention (Hoang Thi Phuong Thao
& Tran Nguyen Hong Hai, 2024). When
consumers have a positive experience, they
develop positive emotions. Consequently, they
may overestimate their economic capabilities
and personal needs, thereby increasing the
likelihood of engaging in impulse buying
behavior (Liu et al., 2020).

2.1. Theoretical Framework

This study adopts the Stimulus-Organism-
Response (S-O-R) framework as a theoretical
foundation to explain how environmental
stimuli are transformed into impulse buying
behavior. The S-O-R model posits that external
stimuli  (Stimulus) influence individuals’
internal states (Organism), which in turn lead
to behavioral responses (Response). However,
the model does not specify the exact nature of
the “Organism” component. In contrast, the
Pleasure-Arousal-Dominance (PAD) model
proposed by Mehrabian and Russell (1974)
provides a clearer explanation of internal
emotional states through three dimensions:
pleasure, arousal, and dominance. However,
in impulse buying, dominance is often less
emphasized than pleasure and arousal, as it
reflectsasense of control, whichisnot prominent
in spontaneous and impulsive decisions (Iyer
et al., 2019). Empirical evidence also suggests
that the role of dominance is not significant in
fast-paced online consumption environments
(Lamis et al., 2022). Accordingly, prior studies
have primarily focused on pleasure and arousal
as key emotional states in explaining impulse
buying behavior (Ngo et al., 2024).

In short-video contexts, emotional stimuli
are triggered almost instantly when users are
exposed to content, which not only generates
emotional responses but also contributes to
the formation of trust through emotional and
social cues (Skripcovd & Vitekova, 2025).
Recent studies further indicate that arousal,
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pleasure, and trust can simultaneously act as
mediating mechanisms in explaining impulse
buying behavior in content-based e-commerce
environments (Wen et al., 2025). In such
environments, where information is condensed
and decisions are made rapidly, consumers face
a high level of uncertainty. Trust, therefore,
plays a critical role in reducing perceived risk
and enabling emotional responses to translate
into actual purchase behavior. Accordingly,
trust should be considered a cognitive state
that operates alongside emotional states
within the Organism component. Based_on
these arguments, this study conceptualizes
the Organism component as a combination
of emotional states (arousal and pleasure) and
a cognitive state (trust). Accordingly, these
variables are positioned as parallel mediating
mechanisms within the S-O-R framework to
explain impulse buying behavior in short-video
commerce.

2.2. Hypotheses and research model

The impact of visual appeal on arousal, pleasure,
and trust

Visual appeal refers to viewers’ perceptions
of the attractiveness, pleasantness, and clarity
of images, colors, and layout in short videos
(Iswanto et al., 2025). Previous studies have
demonstrated that visual appeal elements such
as color, layout, and movement can trigger
immediate psychological responses (Kathuria
& Bakshi, 2024). Within the S-O-R theory
framework, Liu et al (2020) also indicate that
the content presented in short videos can lead
consumers to form more positive perceptions
of the product. Studies in the field of visual
perception show that visual appeal increases
arousal and pleasure. In the study by Ngo et
al. (2024), visual appeal was also shown to
impact consumers’ arousal and pleasure when
using video platforms. Highly salient images,
especially those with emotional connotations,
have the potential to strongly activate emotional
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arousal states, including arousal and pleasure,
attracting initial attention and prolonging
viewers’ observation time (Humphrey et al,
2012; Niu et al,, 2012). Supplementing this
theory, Bui Thi Yen (2025) confirms that
the visual appeal of the first few seconds of
a TikTok video can evoke a strong level of
emotional arousal in users. When aesthetic
arousal is satisfied, users fall into a positive
psychological state, significantly reducing
rational control. Beyond emotional responses,
visual appeal also influences consumer trust.
Previously, Tarayra et al. (2022) emphasized
that sensory marketing increases trust by
creating positive and professional perceptions.
In the online environment, Wijaya and
Kuswoyo (2022) pointed out that visual appeal
positively influences consumer trust, thereby
affecting online purchasing decisions. Further
supporting this argument, Winarti et al. (2023)
confirmed that beautiful, vivid images have a
positive and statistically significant impact on
customer trust on social media. Based on the
above, the following hypotheses are proposed:

Hypothesis H1: Visual Appeal has a positive
effect on consumer arousal.

Hypothesis H2: Visual Appeal has a positive
effect on consumer pleasure.

Hypothesis H3: Visual Appeal has a positive
effect on consumer trust.

The impact of social influence on arousal,
pleasure, and trust

Social influence is defined as changes in
an individual’s thoughts, emotions, attitudes,
or behaviors due to interaction with another
individual or group (Qian et al, 2017;
Monteserin & Amandi, 2015). When consumers
are exposed to social cues such as endorsements,
positive reviews, or the bandwagon effect, these
stimuli can alter their emotional state along the
dimensions of the PAD model, includingarousal
and pleasure. In the context of online shopping,
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social influence reflects how individuals’ social
identities within an online community (such as
friends, acquaintances, followers, or consumer
communities) shape their trust, evaluation
processes, and purchasing behaviors (Qian et
al., 2017). Research by Ngo et al. (2024) shows
that as social influence increases, pleasure and
arousal also increase significantly. Studies
indicate that positive social signals, such as
endorsements or the “bandwagon effect”, often
evoke strong emotional responses, including
arousal and pleasure (Akram et al., 2018).
Endorsements from friends and influencers also
have a strong impact on purchasing decisions,
as social presence and interactive exchanges
on online platforms enhance engagement and
encourage impulse buying (Zhang et al., 2022).
According to Chung and Cho (2017), consumer
trust is significantly influenced by the reliability
of social information sources, especially
when information is conveyed by influential
individuals in online communities. Subsequent
studies show that consistent and professional
information from social influencers helps
reinforce consumer trust (Chen & Yang, 2023).
A report by Influencer Marketing Hub (2023)
also notes that marketing campaigns involving
influencers achieve higher average trust levels
than campaigns without influencers, reflecting
the role of social influence in shaping trust.
Based on these foundations, this paper proposes
the following hypotheses:

Hypothesis H4: Social influence has a positive
effect on consumer arousal.

Hypothesis H5: Social influence has a positive
effect on consumer pleasure.

Hypothesis H6: Social influence has a positive
effect on consumer trust.

The impact of entertainment on arousal,
pleasure, and trust

Entertainment reflects the degree to which
content brings feelings of joy and pleasure
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to consumers during online shopping, and
within the S-O-R theory framework, this factor
is considered an external stimulus affecting
their emotional responses (Ali et al., 2014).
Van Daele et al. (2024) also showed that users
tend to access short videos frequently primarily
for entertainment purposes, reflecting the
increasingly prominent role of short videos in
meeting the demand for relaxation and quick
content consumption. From the PAD theory
perspective, entertaining and emotionally
rich video content has the potential to
simultaneously increase arousal and pleasure,
thereby promoting impulse buying behavior
(Hoyer et al.,, 2020). Adding to this argument,
Nguyen (2025) explains that short videos
create high emotional arousal through the
entertainment of their content. Xiao et al.
(2026) also studied how the entertainment of
livestreaming positively impacts consumer
pleasure. Moreover, the entertainment factor
canalsodisruptinitial shopping plansbyaltering
emotional states, thereby stimulating impulse
buying behavior (Zhang et al., 2019). Beyond
emotional responses, the entertainment of
short videos also contributes to consumer trust.
Huang et al. (2022) indicate that entertaining
video content can evoke pleasant emotions,
thereby increasing willingness to interact and
build trust. Orus et al. (2016) suggest that
lively and entertaining content helps reduce
consumers skepticism towards marketing
messages, thereby reinforcing their initial trust
in the brand. From the perspective of emotional
mechanisms and interaction, subsequent
studies show that presenting creative and
entertaining videos can increase consumer
engagement, thereby contributing to a deeper
trust in the brand in the digital environment
(Hollebeek & Macky, 2018; Teixeira et al,
2011). Based on these foundations, this paper
proposes the following hypotheses:

Hypothesis H7: Entertainment has a positive
effect on consumer arousal.
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Hypothesis H8: Entertainment has a positive
effect on consumer pleasure.

Hypothesis H9: Entertainment has a positive
effect on consumer trust.

The impact of informativeness on arousal,
pleasure, and trust

Pavlou and Fygenson (2006) define
informativeness as consumers’ trust that the
information provided enhances efficiency
in the process of collecting and evaluating
product information. In the online shopping
environment, informativeness is considered
a feature of the presentation content, i.e., an
external environmental factor (Stimulus) that
can guide consumers’ information processing,
thereby influencing emotional responses
during online shopping (Deng & Gu, 2020).
Short videos are considered advantageous in
conveying product information compared to
other media (Qin etal.,2024). When the content
provides clear, comprehensive, and relevant
information, consumers tend to increase their
attention and interest in the product (Qin et
al., 2024; Zhang et. al., 2020). According to the
mechanism of the SOR model, this content
characteristic acts as a stimulus from the
environment, affecting the individual’s internal
psychological state. The process of receiving
and evaluating positive information changes
the “Organism” component, and from the
perspective of the PAD model, this change is
expressed through arousal and pleasure in the
online shopping experience (Khachatryan et
al., 2018), thereby laying the foundation for
subsequent behavioral responses.

Beyond emotional responses, informativeness
also plays a crucial role in forming consumer
trust. Han (2014) shows that platforms providing
comprehensive and clear product information
help reduce ambiguity and increase consumers’
intrinsic trust. Studies in the context of online
commerce and live commerce also confirm that
informativeness positively influences consumer
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trust (Lee et al., 2007). These results highlight
the crucial role of informativeness in building
consumer trust, particularly in content-based
e-commerce environments like short videos.
Based on these foundations, this paper proposes
the following hypotheses:

Hypothesis HI10: Informativeness has a
positive effect on consumer arousal.

Hypothesis HI11: Informativeness has a
positive effect on consumer pleasure.

Hypothesis HI12: Informativeness has a
positive effect on consumer trust.

The impact of arousal, pleasure, and trust on
impulse buying behavior

Arousal reflects the level of arousal and
emotional activation of consumers during the
shopping process (Mehrabian & Russell, 1974).
When integrated into the S-O-R framework,
arousal is considered a state belonging to
“Organism”, the individual’s internal response
to environmental influences (Mehrabian
& Russell, 1974). Under this mechanism,
high levels of arousal can impair cognitive
control, leading to impulsive behavioral
responses (Response) (Ngo et al, 2025). A
recent experiment by Ngo et al. (2024) also
clearly demonstrated the mediating role of
arousal (AR) and pleasure (PL) in significantly
promoting impulse buying behavior. Numerous
studies indicate that as arousal levels increase,
consumers’ cognitive control tends to decrease,
making them more prone to impulsive buying
decisions (Beatty & Ferrell, 1998). In online
shopping environments, especially those rich
in emotional arousal, consumers often react
based on immediate emotional states rather
than rational consideration, thereby increasing
impulse buying behavior (Shen & Khalifa,
2012; Serfas et al., 2014). Pleasure is also a core
component of the PAD model, representing
the positive and pleasant emotional state
that consumers experience during shopping
(Mehrabian & Russell, 1974). Combined with
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the S-O-R perspective, pleasure belongs to
the “Organism” component, playing a role in
transforming environmental influences into
behavioral responses (Nagano et al., 2023).
When experiencing high levels of pleasure, the
shopping experience becomes more appealing,
thereby increasing the tendency to engage
in impulse buying behavior (Mishra et al.,
2014). Previous studies have also shown that
pleasure plays an important role in promoting
impulse buying behavior, as consumers tend to
make purchases to maintain and prolong this
positive emotional state (Kacen & Lee, 2002;
Shen & Khalifa, 2012). Trust is understood
as a psychological state reflecting consumers’
expectations that sellers or platforms will behave
reliably (Morgan & Hunt, 1994). In the online
commerce environment, trust is an internal
factor (Organism) that plays an important role
in reducing risk perception and promoting
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faster decision-making, thereby facilitating
impulse buying behaviors (Moreno et al., 2022;
Styvén et al., 2017). Recent studies show that as
consumers’ trust levels increase, they tend to be
less hesitant and more susceptible to emotional
and social stimuli during the shopping process,
thereby increasing the likelihood of impulse
buying behavior (Han, 2023; Bao & Yang,
2022). Based on these foundations, this paper
proposes the following hypotheses:

Hypothesis H13: Arousal has a positive effect
on consumers’ impulse buying behavior.

Hypothesis H14: Pleasure has a positive effect
on consumers’ impulse buying behavior.

Hypothesis H15: Trust has a positive effect
on consumers’ impulse buying behavior.

Based on the above hypotheses, the research
model is as follows:

\
p
Arousal
Social Influence
J/ H13+
.
N
Hid+ I 1 .
mpulse Buyin
Pleasure P uying
, Behavior
) J His+
Entertainment
\
.
Trust
>
p
Informativeness

Figure 1. Proposed research model

3. Data and research methods
3.1. Research scales

The study uses a 5-point Likert scale, ranging
from “1 - Strongly disagree” to “5 - Strongly
agree”. The original scales were developed in
English and translated into Vietnamese using a
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two-way translation process to ensure content
equivalence. Some observed variables were
adjusted to fit the context of short videos in
online shopping without changing the meaning
of the measured concepts. Specifically, the
Social Influence Scale (SI) is derived from
the research of Ngo et al. (2024), reflecting
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the degree to which community and social
interactions influence consumers’ purchasing
decisions. The Visual Appeal (VI) scale is
derived from Liu et al. (2020) to measure the
attractiveness and aesthetic appeal of short
video content. The Entertainment (EN) scale is
derived from the study by Oh et al. (2007) to
reflect the level of interest and ability to evoke
positive emotions in viewers of short videos.
The Informativeness Scale (IN) is adapted from
Ducoffe (1996), measuring the completeness,
clarity, and usefulness of product information
conveyed through short videos.

In addition, the Arousal Scale (AR) is derived
from the research by Ngo et al. (2024), which
aims to assess the level of emotional arousal of
viewers when receiving short video content. The
Pleasure Scale (PL) is adapted from the studies
of Huang et al. (2017), reflecting consumers’
feelings of joy and comfort during the shopping
process via short videos. Furthermore, the trust
scale (TR) is adapted from Zhang et al. (2021),
measuring consumers’ level of trust in the
information and products being introduced.
Finally, the Impulse buying behavior (OIB)
scale is derived from Mehrabian and Russell
(1974), reflecting consumers’ tendency toward
spontaneous and unplanned shopping. (see
Appendix 1 online).

3.2. Data collection method

The study used a convenience sampling
method for consumers in Vietnam who had
previously made purchases through short
videos on social media platforms. The sample
was collected through direct and online surveys
via Google Forms during the period from
December 2025 to February 2026. The study
applied screening criteria to survey subjects,
who were individuals who frequently accessed
short videos and had shopping experience
through this format; at the same time, data were
collected from multiple channels (direct and
online) to increase sample diversity. Questions
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testing the shopping experience were used to
eliminate unsuitable subjects, thereby limiting
sampling bias.

According to the sample size formula by
Joskow and Yamane (1965), the minimum
sample size required is 385. A total of 401
responses were collected. After screening
and removing 9 invalid responses, 392 valid
samples were used for analysis. This sample
size meets the reliability requirements for
subsequent analysis steps. The study population
included consumers who had purchased goods
through short videos in Vietnam and who had
the habit of accessing and exploiting product
information through short video platforms.
The characteristics of the survey sample focused
on individuals who frequently interacted with
short video content on social networks (such
as TikTok, Facebook Reels, YouTube Shorts).
Selecting this sample group ensures high
compatibility with the research objective of
exploring the characteristics of short videos on
impulse buying behavior, helping the research
results to be practical and objective.

3.3. Data analysis method

The study was conducted using quantitative
methods through the Partial Least Squares
Structural Equation Modeling (PLS-SEM)
approach. Thisisamultivariateanalysistool used
to evaluate path models with latent structures
(Hair et al., 2019). This method is appropriate
because the research model includes multiple
latent variables and simultaneous relationships
between influencing factors and impulse
buying behavior. The first step is to evaluate
the measurement model to test the reliability of
the research constructs (Hair et al., 2019) and
discriminant validity (Henseler et al., 2015).
The next step is to evaluate the structural model
to test the relationships between the structures
and the research hypotheses. In addition
to evaluating the measurement model and
structural model, an analysis is also conducted
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to test the mediating effects of Organism
variables (arousal, pleasure, trust) in the
relationship between short video characteristics
and impulse buying behavior.

4. Results and discussion
4.1. Descriptive statistics of the study sample

Of the total 401 survey forms collected, 392
valid samples were included in the analysis.
Descriptive statistics show that the study
sample had a female respondent rate of 77.6%,
with the majority belonging to the 26-35 age
group (31.6%) and the 18-25 age group (27.8%).
Regarding educational attainment, the group
with vocational or secondary school diplomas
had the highest proportion (36.7%), while the
group with monthly incomes of 15-30 million
VND dominated with 38.8%, reflecting the
characteristics of the target group with high
access to short videos and aligning with the
study objectives.

4.2. Evaluation of the measurement model

The analysis results in Appendix 2 (see
Appendix 2 online) show that all reliability

coefficient (CA) values are significant
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(> 0.7) and the composite reliability (CR)
is > 0.7. Additionally, all AVE indices are >
0.5, so according to Hair et al. (2017), it can
be concluded that the measurement model
achieves internal consistency and also meets
the level of convergent validity.

According to Fornell and Larcker (1981),
discriminant validity is established when
the square root of the AVE of each construct
exceeds its correlations with other constructs.
Asshown in Appendix 4 (see Appendix 4 online),
all diagonal values (i.e., the square roots of
AVE) are greater than the corresponding inter-
construct correlations, indicating satisfactory
discriminant validity.

Appendix 5 (see Appendix 5 online)
presents the results of the discriminant validity
assessment using the Heterotrait-Monotrait
(HTMT) ratio, as recommended by Hair et
al. (2017). All HTMT values are below the
conservative threshold of 0.85, with the highest
value being 0.693 (between SI and EN), further
confirming that the constructs are empirically
distinct and do not exhibit problematic overlap.

4.3. Structural model evaluation
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Figure 2. Overview of PLS-SEM model analysis results
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As presented in Appendix 6 (see Appendix 6
online), the VIF values for all constructs range
from 1.126 to 1.863, which are well below the
threshold of 3 (Hair et al., 2017), indicating that
multicollinearity is not a concern in this model.

The study used the bootstrapping technique
with 1,000 resamples to determine the
statistical significance of the path coefficients.
The hypothesis testing results are summarized

Vol. 4, Issue 4; July 2026

in Table 1. The findings show that 14 out of
15 direct hypotheses are supported, with all
significant paths having t-values greater than
1.96 and p-values less than 0.05. Only the
relationship between social influence (SI) and
pleasure (PL) is not supported due to a lack of
statistical significance. Overall, the majority
of the proposed relationships in the research
model are empirically confirmed.

Table 1. Hypothesis testing

Hypothesis Relationship B P-value Result
H1 VI=> AR 0.115 0.029 Accept
H2 VI=> PL 0.114 0.015 Accept
H3 VI=> TR 0.165 0.000 Accept
H4 SI=> AR 0.132 0.048 Accept
H5 SI=> PL 0.070 0.246 Not accepted
He6 SI=> TR 0.165 0.038 Accept
H7 EN- AR 0.206 0.002 Accept
HS8 EN-> PL 0.156 0.016 Accept
H9 EN-> TR 0.222 0.000 Accept
H10 IN-> AR 0.336 0.000 Accept
H11 IN-> PL 0.313 0.000 Accept
H12 IN-> TR 0.306 0.000 Accept
H13 AR - OIB 0.123 0.023 Accept
H14 PL-> OIB 0.166 0.002 Accept
H15 TR-> OIB 0.180 0.000 Accept

The analysis results in Appendix 7 (see
Appendix 7 online) show the R? coefficients as
follows: TR (0.223); AR (0.215); PL (0.179),
and OIB (0.117). According to Garson’s
(2016) standard, the explanatory power of the
model reaches a weak to moderate threshold.
Although the R? of impulse buying behavior
(OIB) only reaches 11.7%, this result still has
practical significance, confirming that factors
from short videos are important drivers of
consumers’ impulse buying behavior in the
online environment. The relatively low R?
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suggests that impulse buying behavior may also
be influenced by external factors such as price
sensitivity, financial constraints, or situational
triggers, which were not included in this model.

4.4. Mediating effect test

AccordingtoHairetal. (2018), Bootstrapping
was used to test the indirect effects in the model.
The results indicate that Trust mediates the
relationship between certain short video factors
and impulse buying behavior. Specifically, EN
(B =0.040; p = 0.004), IN (p = 0.055; p = 0.008),
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and VI (B = 0.030; p = 0.008) all have indirect
effects on OIB through trust. Additionally,
pleasure mediates the relationship between IN
and OIB (B = 0.052; p = 0.011). Conversely, the
indirecteffectsthrougharousaland the remaining
paths through pleasure and trust did not reach
statistical significance (p > 0.05), indicating
no mediating role in these relationships (see
Appendix 3 online).

4.5. Discussion

Through structural equation modeling,
the study confirmed the relationship between
short video characteristics and impulse buying
behavior (OIB) based on the S-O-R theoretical
framework. Results showed that 14 out of 15
hypotheses were supported by empirical data,
demonstrating the strong influence of digital
content on consumer psychology. This high
level of support indicates that short-video
stimuli are capable of simultaneously activating
multiple internal states, rather than influencing
behavior through a single pathway. The R*
value for impulse buying behavior is relatively
low, indicating that the explanatory power of
the model is limited. This suggests that, beyond
short-video characteristics, other factors such
as price sensitivity, financial constraints, or
individual differences may also significantly
influence impulse buying behavior. As such,
impulse buying should be understood as
a complex phenomenon driven by diverse
situational contexts and evolving consumer
needs within a rapidly advancing technological
environment.

Specifically, visual appeal (VI) positively
affects arousal (H1: f = 0.115, p = 0.029),
pleasure (H2: p = 0.114, p = 0.015), and trust
(H3: B = 0.165, p = 0.000). Compared to prior
studies (Ngo etal., 2024; Bui Thi Yen, 2025), this
finding confirms that visual elements not only
attract attention but also shape both emotional
and cognitive responses. This may be because
visually appealing content reduces initial
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resistance and creates a sense of familiarity,
which in turn lowers cognitive barriers and
facilitates heuristic-based trust formation
in fast-scrolling short-video environments.
Similarly, entertainment (EN) shows a positive
impact on arousal (H7: f = 0.206, p = 0.002),
pleasure (H8: B = 0.156, p = 0.016), and trust
(H9: B =0.222,p =0.000), consistent with Hoyer
et al. (2020) and Huang et al. (2022). Notably,
its effect on arousal is stronger than visual
appeal, indicating that entertainment plays a
more active role in stimulating psychological
excitement. This can be explained by the
immersive nature of entertaining content,
which keeps users engaged and lowers cognitive
resistance to commercial messages.

Informativeness (IN) is identified as the
most influential factor affecting arousal (H10:
B = 0.336), pleasure (H11: 3 = 0.313), and trust
(H12: B = 0.306) with p < 0.001. Compared to
other factors, its stronger coefficients indicate
that consumers in short-video environments
rely heavily on information to interpret content
and reduce uncertainty. This suggests that in
short-video, consumers do not rely solely on
affective cues but actively seek informational
signals to reduce uncertainty, especially in
environments characterized by rapid content
consumption and limited attention. Conversely,
social influence (SI) significantly affects arousal
(H4) and trust (H6), but not pleasure (H5: § =
0.070, p = 0.246), which differs from Ngo et al.
(2024). This finding challenges the common
assumption that social signals are inherently
associated with enjoyment, suggesting instead
that social influence in digital environments
may function more as a credibility heuristic
than a source of intrinsic pleasure.

Finally, hypotheses H13, HI14, and H15
confirm that arousal (f = 0.123, p = 0.023),
pleasure (B = 0.166, p = 0.002), and trust
(B = 0.180, p = 0.000) all lead to impulse
buying behavior. Among these, trust has the
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strongest effect, indicating that while emotional
responses initiate purchase impulses, cognitive
assurance is required to convert them into
actual behavior. This highlights a two-stage
mechanism in impulse buying behavior, where
emotional arousal initiates the impulse, but
cognitive validation through trust determines
whether the behavior is ultimately executed.
This result aligns with the Vietnamese context,
where consumers actively engage with short-
video content but remain cautious in online
transactions. Emotional responses may attract
users initially, but actual purchasing behavior is
more likely to occur when trust is established.
Therefore, trust plays a central role in bridging
emotional reactions and behavioral outcomes,
reinforcing its importance within the S-O-R
framework in digital commerce settings.

5. Conclusion and implications

The study clarified the mechanism of short
videos’ impact on consumers’ online impulsive
buying (OIB) behavior in Vietnam through the
combination of the S-O-R model and the PAD
emotional state. The results show that stimuli
from short videos have a significant impact on
arousal and pleasure, two core components of
the PAD model, while alsoinfluencing consumer
trust. In particular, informativeness (IN) was
identified as the most important precursor to
internal psychological states, indicating that
consumers particularly value the practical value
of content alongside entertainment factors. The
findings provide several important theoretical
and managerial implications.

From a theoretical perspective, this study
extends the S-O-R framework by integrating
both emotional (arousal and pleasure) and
cognitive (trust) mechanisms as parallel
mediators in explaining impulse buying
behavior in short-video commerce. The results
highlight thatimpulse buyingis notsolely driven
by emotional stimulation but also requires
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cognitive validation through trust, thereby
offering a more comprehensive understanding
of consumer decision-making processes in
digital environments. From a managerial
perspective, the findings suggest that businesses
should move beyond purely entertainment-
driven content and prioritize informativeness as
a key strategic element. Specifically, delivering
clear, concise, and relevant product information
within the first few seconds of a video can
effectively reduce consumer uncertainty and
enhance both emotional engagement and trust
formation. Furthermore, the results indicate
that trust plays a critical role in converting
emotional responses into actual purchase
behavior. Therefore, businesses should focus on
enhancing content credibility through authentic
product representation, user-generated content,
and credible endorsements, rather than relying
solely on exaggerated promotional techniques.
Finally, while entertainment and visual appeal
remain important for capturing attention, their
effectiveness is significantly enhanced when
combined with strong informational and trust-
building elements. This suggests that an optimal
short-video strategy should balance emotional
engagement with cognitive assurance to
effectively stimulate impulse buying behavior.

Although certain results have been achieved,
this study has several limitations that should
be acknowledged. First, although the non-
probability sampling method offers a certain
level of reliability, it remains subject to
limitations in generalizability, as respondents
may provide subjective or socially desirable
answers. Second, the cross-sectional design
limits the ability to establish causal relationships
between variables, as data were collected at
a single point in time. Third, the sample is
skewed toward female respondents; although
this may limit generalizability, it accurately
reflects the primary driving force of short-video
e-commerce in Vietnam. In addition, future



Journal of Finance - Marketing Research Vol. 4, Issue 4; July 2026

studies may incorporate additional variables = AI Usage Statement

such as price sensitivity, financial constraints, During manuscript preparation, the authors
>

or individual characteristics to better explain used ChatGPT and Notebook M for translation
impulse buying behavior, given the relatively language editing, and organizing background

IFOW explanatorﬁ power IOf the cu.rren‘;.rgodel. literature. Authors reviewed, edited, and take full
uture research may also examine different responsibility for the final content.

short-video formats, such as livestream or
longer-form content, to explore whether the Data Availability

roles of emotional and cognitive mechanisms The data supporting the findings of this
vary across contexts. study are available from the corresponding
Funding Acknowledgment author upon reasonable request.

This research received no specific grant from
any funding agency.

References

Akram, U., Hui, P., Khan, M., Yan, C., & Akram, Z. (2018). Factors Affecting Online Impulse Buying: Evidence from
Chinese Social Commerce Environment. Sustainability, 10(2). https://doi.org/10.3390/su10020352

Ali, F., Hussain, K., & Ragavan, N. A. (2014). Memorable customer experience: Examining the effects of customers
experience on memories and loyalty in Malaysian resort hotels. Procedia - Social and Behavioral Sciences, 144,
273-279. https://doi.org/10.1016/j.sbspro.2014.07.296

Aragoncillo, L., & Orus, C. (2018). Impulse buying behavior: An online-offline comparative and the impact of social
media. Spanish Journal of Marketing - ESIC, 22(1), 42-62. https://doi.org/10.1108/sjme-03-2018-007

Bao, Z., & Yang, J. (2022). Why online consumers have the urge to buy impulsively: Roles of serendipity, trust and flow
experience. Management Decision, 60(12), 3350-3365. https://doi.org/10.1108/md-07-2021-0900

Beatty, S. E., & Ferrell, M. E. (1998). Impulse buying: Modeling its precursors. Journal of Retailing, 74(2), 169-191.
https://doi.org/10.1016/50022-4359(99)80092-x

Bellini, S., & Aiolfi, S. (2019). Impulse buying behavior: The mobile revolution. International Journal of Retail &
Distribution Management, 48(1), 1-17. https://doi.org/10.1108/ijrdm-12-2018-0280

Bui Thi Yen (2025). Anh hudng ctia video marketing trén nén tang TikTok dén hanh vi mua hang ngiu hiing ctia sinh
vién TP. Ha N¢i [The impact of video marketing on the TikTok platform on the impulse buying behavior of
students in Hanoi]. Tap chi Kinh té - Tai chinh. https://kinhtevadubao.vn/anh-huong-cua-video-marketing-
tren-nen-tang-tiktok-den-hanh-vi-mua-hang-ngau-hung-cua-sinh-vien-tp-ha-noi-32297.html

Chan, T. K,, Cheung, C. M., & Lee, Z. W. (2016). The state of online impulse-buying research: A literature analysis.
Information & Management, 54(2), 204-217. https://doi.org/10.1016/j.im.2016.06.001

Chen, N., & Yang, Y. (2023). The role of influencers in live streaming e-commerce: Influencer trust, attachment, and
consumer purchase intention. Journal of Theoretical and Applied Electronic Commerce Research, 18(3), 1601-
1618. https://doi.org/10.3390/jtaer18030081

Chung, S., & Cho, H. (2017). Fostering parasocial relationships with celebrities on social media: Implications for
celebrity endorsement. Psychology and Marketing, 34(4), 481-495. https://doi.org/10.1002/mar.21001

Deng, M., & Gu, X. (2020). Information acquisition, emotion experience and behaviour intention during online
shopping: An eye-tracking study. Behaviour and Information Technology, 40(7), 635-645. https://doi.org/10.10
80/0144929x.2020.1713890

Ducoffe, R. H. (1996). Advertising value and advertising on the web. Journal of Advertising Research, 36(5), 21-35.
https://doi.org/10.1080/00218499.1996.12466626

Fornell, C., & Larcker, D. F. (1981). structural equation models with unobservable variables and measurement error:
Algebra and statistics. Journal of Marketing Research, 18(3), 382-388. https://doi.org/10.2307/3150980

Garson, G.D. (2016) Partial least squares: Regression and structural equation models. Statistical Associates Publishers.

52


https://doi.org/10.1108/md-07-2021-0900
https://doi.org/10.1108/ijrdm-12-2018-0280
https://doi.org/10.1016/j.im.2016.06.001
https://doi.org/10.1080/00218499.1996.12466626
https://doi.org/10.1080/00218499.1996.12466626

Journal of Finance - Marketing Research Vol. 4, Issue 4; July 2026

Hair, J., Hollingsworth, C. L., Randolph, A. B., & Chong, A. Y. L. (2017). An updated and expanded assessment of
PLS-SEM in information systems research. Industrial Management & Data Systems, 117(3), 442-458. https://
doi.org/10.1108/imds-04-2016-0130

Hair, J. F., Sarstedt, M., Ringle, C. M., & Gudergan, S. P. (2018). Advanced issues in partial least squares structural
equation modeling. SAGE Publications.

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to report the results of PLS-SEM.
European Business Review, 31(1), 2-24. https://doi.org/10.1108/EBR-11-2018-0203

Han, M.-C. (2014). How social network characteristics affect users’ trust and purchase intention. International Journal
of Business and Management, 9(8), 122-132. https://doi.org/10.5539/ijbm.von8p122

Han, M. C. (2023). Checkout button and online consumer impulse-buying behavior in social commerce: A trust transfer
perspective. Journal of Retailing and Consumer Services, 74. https://doi.org/10.1016/j.jretconser.2023.103431

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing discriminant validity in variance-
based structural equation modeling. Journal of the Academy of Marketing Science, 43(1), 115-135. https://doi.
org/10.1007/s11747-014-0403-8

Hoang Thi Phuong Thao, Tran Nguyen Hong Hai (2024). Tac dong ctia tiép thi video ngan dén du dinh mua truc tuyén
hang thai trang ctia thé hé Y va Z [The impact of short video marketing on Generation Y and Z’s intention to
purchase fashion items online]. Tap chi Khoa hoc Dai hoc Mé Thanh phd H6 Chi Minh - Kinh té va Qudn tri
Kinh doanh, 19(10), 22-36. https://doi.org/10.46223/hcmcoujs.econ.vi.19.10.3073.2024

Hochreiter, V., Benedetto, C., & Loesch, M. (2023). The Stimulus-Organism-Response (S-O-R) paradigm as a guiding
principle in environmental psychology: Comparison of its usage in consumer behavior and organizational
culture and leadership theory. Journal of Entrepreneurship and Business Development, 3(1), 7-16. https://doi.
org/10.18775/jebd.31.5001

Hollebeek, L. D., & Macky, K. (2018). Digital content Marketing’s role in fostering consumer engagement, trust, and
value: framework, fundamental propositions, and implications. Journal of Interactive Marketing, 45(1), 27-41.
https://doi.org/10.1016/j.intmar.2018.07.003

Hoyer, W. D, MacInnis, D. J., Pieters, R., Chan, E., & Northey, G. (2020). Consumer behavior. Cengage AU.

Huang, M., Ali, R., & Liao, J. (2017). The effect of user experience in online games on word of mouth: A pleasure-arousal-
dominance (PAD) model perspective. Computers in Human Behavior, 75, 329-338. https://doi.org/10.1016/].
chb.2017.05.015

Huang, T., Chen, W., Chen, C., & Silalahi, A. D. K. (2022). Understanding how product reviews on YouTube affect
consumers’ purchase behaviors in Indonesia: an exploration using the Stimulus-Organism-Response Paradigm.
Human Behavior and Emerging Technologies, 2022(1), 1-19. https://doi.org/10.1155/2022/4976980

Humphrey, K., Underwood, G., & Lambert, T. (2012). Salience of the lambs: A test of the saliency map hypothesis with
pictures of emotive objects. Journal of Vision, 12(1). https://doi.org/10.1167/12.1.22

Influencer Marketing Hub (2025, April 25). Influencer marketing benchmark report 2025. https://
influencermarketinghub.com/influencer-marketing-benchmark-report/

Iswanto, D., Premananto, G. C., Sudarnice, & Sangadji, S. S. (2025). Structural equation modeling of social media
influences: How visual appeal and product information shape positive word of mouth. Journal of Applied Data
Sciences, 6(2), 921-935. https://doi.org/10.47738/jads.v6i2.584

Joskow, J., (1965). [Review of the book Statistics, an introductory analysis, by T. Yamane]. Journal of the American
Statistical Association, 60(310), 678-680. https://doi.org/10.2307/2282703

Kacen, J. J., & Lee, J. A. (2002). The influence of culture on consumer impulsive buying behavior. Journal of Consumer
Psychology, 12(2), 163-176. https://doi.org/10.1207/5S15327663]CP1202_08

Kantar Worldpanel Vietnam. (2023). Vietnam brand footprint 2023. Brands Vietnam. https://www.brandsvietnam.
com/library/doc/64ac9592375c4-kantar-brand-footprint-2023-vietnam

Kathuria, A., & Bakshi, A. (2024). Unveiling the dynamics that shape online impulse buying behavior. Journal of
Research in Interactive Marketing, 19(5), 770-786. https://doi.org/10.1108/jrim-03-2024-0147

Kemp, S. (2025). Digital 2026: Vietnam. DataReportal. https://datareportal.com/reports/digital-2026-vietnam

Khachatryan, H., Rihn, A., Behe, B., Hall, C., Campbell, B., Dennis, J., & Yue, C. (2018). Visual attention, buying
impulsiveness, and consumer behavior. Marketing Letters, 29(1), 23-35. https://doi.org/10.1007/s11002-018-
9446-9

53


https://doi.org/10.1108/imds-04-2016-0130
https://doi.org/10.1108/imds-04-2016-0130
https://doi.org/10.1108/EBR-11-2018-0203
https://doi.org/10.5539/ijbm.v9n8p122
https://doi.org/10.46223/hcmcoujs.econ.vi.19.10.3073.2024
https://doi.org/10.1167/12.1.22
https://doi.org/10.47738/jads.v6i2.584
https://doi.org/10.2307/2282703
https://doi.org/10.1108/jrim-03-2024-0147
https://doi.org/10.1007/s11002-018-9446-9
https://doi.org/10.1007/s11002-018-9446-9

Journal of Finance - Marketing Research Vol. 4, Issue 4; July 2026

Lamis, S. F., Handayani, P. W., & Fitriani, W. R. (2022). Impulse buying during flash sales in the online marketplace.
Cogent Business and Management, 9(1). https://doi.org/10.1080/23311975.2022.2068402

Lee,]., Park, D.-H., & Han, I. (2007). The eftect of negative online consumer reviews on product attitude: An information
processing view. Electronic Commerce Research and Applications, 7(3), 341-352. https://doi.org/10.1016/].
elerap.2007.05.004

Liu, Y., Li, Q., Edu, T., Jozsa, L., & Negricea, I. C. (2020). Mobile shopping platform characteristics as consumer behavior
determinants. Asia Pacific Journal of Marketing and Logistics, 32(7), 1565-1587. https://doi.org/10.1108/
apjml-05-2019-0308

Liu, Y., Yang, Y., Qui, C., & Ma, Y. (2019). Research on the relationship between online shopping experience and
consumer impulse buying. Journal of Social Sciences Studies, 4, 43-50. https://aeescience.org/uploads/
ppapers/2019120701SME2019/SME127008.pdf

Luo, C., Hasan, N. a. M., Ahmad, A. M. Z. B., & Lei, G. (2025). Influence of short video content on consumers’ purchase
intentions on social media platforms with trust as a mediator. Scientific Reports, 15. https://doi.org/10.1038/
§41598-025-94994-7

Mehrabian, A., & Russell, J. A. (1974). An approach to environmental psychology. The MIT Press.

Mishra, H. G., Sinha, P. K., Koul, S., & Singh, S. (2014). Buying impulsive trait: An effective moderator for shopping
emotions and perceived risk (Working Paper No. 2014-03-17). Indian Institute of Management Ahmedabad.
https://www.iima.ac.in/sites/default/files/rnpfiles/15630236612014-03-17.pdf

Monteserin, A., & Amandi, A. (2015). Whom should I persuade during a negotiation? An approach based on social
influence maximization. Decision Support Systems, 77, 1-20. https://doi.org/10.1016/j.dss.2015.05.003

Moreno, D. E., Fabre, E., & Pasco, M. (2022). Atmospheric cues roles: Customer’s online trust, perceived enjoyment, and
impulse buying behavior. Open Journal of Business and Management, 10(01), 223-244. https://doi.org/10.4236/
0jbm.2022.101014

Morgan, R. M., & Hunt, S. D. (1994). The commitment-trust theory of relationship marketing. Journal of Marketing,
58(3), 20-38. https://doi.org/10.2307/1252308

Nagano, M., Jjima, Y., & Hiroya, S. (2023). Perceived emotional states mediate willingness to buy from advertising
speech. Frontiers in Psychology, 13. https://doi.org/10.3389/fpsyg.2022.1014921

Ngo, T. T. A., Nguyen, H. L. T., Mai, H. T. A., Nguyen, H. P., Mai, T. H. T., & Hoang, P. L. (2025). Analyzing the role of
customers’ experiences and emotional responses in shaping Generation Z’s impulse buying behavior on Shopee
video platform. PLoS ONE, 20(5). https://doi.org/10.1371/journal.pone.0322866

Ngo, T. T. A., Nguyen, H. L. T., Nguyen, H. P., Mai, H. T. A., Mai, T. H. T, & Hoang, P. L. (2024). A comprehensive
study on factors influencing online impulse buying behavior: Evidence from Shopee video platform. Heliyon,
10(15). https://doi.org/10.1016/j.heliyon.2024.e35743

Nguyen Duy Phuong, Bui Thanh Khoa, & Nguyen Minh Tuan (2025). Anh huéng ctia n6i dung video ngén trén TikTok
dén FoMo va quyét dinh mua hang ctia ngudi tiéu dung tai viét nam [The impact of short video content on
TikTok on FoOMO and consumer purchasing decisions in Vietnam. Tap chi Nghién ciiu Tai chinh - Marketing,
16(6), 136-147. https://doi.org/10.52932/jfmr.v16106.760

Nguyen, P. (2025). Arousal - Passage to impulsive purchase - Exploring the driving factors through TikTok short
marketing videos. EAI Endorsed Transactions on Tourism, Technology and Intelligence, 2(3). https://doi.
org/10.4108/eettti. 10426

Nguyen Thi Hong Phung (2024). Su hién dién x4 hoi, tinh giai tri, khuyén mai va hanh vi mua sdm ngiu hiing: Vai
tro trung gian cta trai nghiém dong chay [Social presence, entertainment, promotions, and impulse buying
behavior: The mediating role of flow experience]. Tap chi Khoa hoc Pai hoc M Thanh Phé H6 Chi Minh - Kinh
Té va Qudn tri Kinh doanh, 19(10), 89-106. https://doi.org/10.46223/hcmcoujs.econ.vi.19.10.3025.2024

Niu, Y., Todd, R. M., Kyan, M., & Anderson, A. K. (2012). Visual and emotional salience influence eye movements.
ACM Transactions on Applied Perception, 9(3), 1-18. https://doi.org/10.1145/2325722.2325726

Oh, H., Fiore, A. M., & Jeoung, M. (2007). Measuring experience economy concepts: Tourism applications. Journal of
Travel Research, 46(2), 119-132. https://doi.org/10.1177/0047287507304039

Orus, C., Gurrea, R., & Flavidn, C. (2016). Facilitating imaginations through online product presentation videos: Effects
on imagery fluency, product attitude and purchase intention. Electronic Commerce Research, 17(4), 661-700.
https://doi.org/10.1007/s10660-016-9250-7

54


https://doi.org/10.1016/j.elerap.2007.05.004
https://doi.org/10.1016/j.elerap.2007.05.004
https://doi.org/10.4236/ojbm.2022.101014
https://doi.org/10.4236/ojbm.2022.101014
https://doi.org/10.2307/1252308
https://doi.org/10.1016/j.heliyon.2024.e35743
https://doi.org/10.52932/jfmr.v16i06.760
https://doi.org/10.46223/hcmcoujs.econ.vi.19.10.3025.2024

Journal of Finance - Marketing Research Vol. 4, Issue 4; July 2026

Pavlou, P. A., & Fygenson, M. (2006). Understanding and predicting electronic commerce adoption: An extension of
the theory of planned behavior. MIS Quarterly, 30(1), 115-143. https://doi.org/10.2307/25148720

Qian, L., Xiuwu, L., & Jiapeng, L. (2017). A social ties-based approach for group decision-making problems with
incomplete additive preference relations. Knowledge-Based Systems, 119, 68-86. https://doi.org/10.1016/].
knosys.2016.12.001

Qin, M,, Qiu, S., Zhao, Y., Zhu, W., & Li, S. (2024). Graphic or short video? The influence mechanism of UGC types
on consumers’ purchase intention — Take Xiaohongshu as an example. Electronic Commerce Research and
Applications, 65. https://doi.org/10.1016/j.elerap.2024.101402

Rejeb, A., Rejeb, K., Appolloni, A., & Treiblmaier, H. (2024). Foundations and knowledge clusters in TikTok (Douyin)
research: Evidence from bibliometric and topic modelling analyses. Multimedia Tools and Applications, 83,
32213-32243. https://doi.org/10.1007/s11042-023-16768-x

Serfas, B. G., Biittner, O. B., & Florack, A. (2014). Eyes wide shopped: Shopping situations trigger arousal in impulsive
buyers. PLOS ONE, 9(12). https://doi.org/10.1371/journal.pone.0114593

Shen, K. N., & Khalifa, M. (2012). System design effects on online impulse buying. Internet Research, 22(4), 396-425.
https://doi.org/10.1108/10662241211250962

Skripcova, L. N., & Vitekova, L. (2025). Problematic short-form video use, instant gratification, impulsivity, and
psychological distress among Slovak university students. Studies in Media and Communication, 13(4), 326.
https://doi.org/10.11114/smc.v13i4.7776

Styvén, M. E., Foster, T., & Wallstrom, A. (2017). Impulse buying tendencies among online shoppers in Sweden.
Journal of Research in Interactive Marketing, 11(4), 416-431. https://doi.org/10.1108/jrim-05-2016-0054

Tarayra, E. H., Shahin, G. O., Qafesha, I. E., Sharabati, M. A., & Fallah, S. A. (2022). The role of sensory marketing in
mobile devices on the purchasing decision of the consumer in the clothing sector in Palestine. EuroMid Journal
of Business and Tech-innovation (EJBTI), 1(1), 1-21. https://doi.org/10.51325/ejbti.v1i1.94

Teixeira, T., Wedel, M., & Pieters, R. (2011). Emotion-induced engagement in internet video advertisements. Journal
of Marketing Research, 49(2), 144-159. https://doi.org/10.1509/jmr.10.0207

Tran Thi Ngoc Quyen, Nguyen Hoa Huong, Bui Thi Lan Huong, & Nguyen Khanh Ngoc (2024). Hanh vi mua hang
“b6c ddng” ctia ngudi tiéu dung trén TikTok Shop: Nghién ctiu d6i véi sinh vién mot s6 trudng dai hoc tai Ha
Noi [Consumer’s impressive buying behavior on Tik Tok shop: Study on university students in Hanoi]. Tap chi
Nghién ciiu Cong nghiép va Thuong mai. https://vioit.vn/hanh-vi-mua-hang-boc-dong-cua-nguoi-tieu-dung-
tren-tiktok-shop-nghien-cuu-doi-voi-sinh-vien-mot-so-truong-dai-hoc-tai-ha-noihtml

Van Daele, T., Iyer, A., Zhang, Y., Derry, J. C., Huh, M., & Pavel, A. (2024). Making short-form videos accessible with
hierarchical video summaries. In Proceedings of the CHI Conference on Human Factors in Computing Systems
(CHI *24). Association for Computing Machinery. https://doi.org/10.1145/3613904.3642839

Verhagen, T., & van Dolen, W. (2011). The influence of online store beliefs on consumer online impulse buying:
A model and empirical application. Information & Management, 48(8), 320-327. https://doi.org/10.1016/].
im.2011.08.001

Wen, J., Li, X., & Han, H. (2025a). Emotional resonance and buying behavior in live streaming: A study on KOL
influence and the mediation of purchase intentions. Journal of Theoretical and Applied Electronic Commerce
Research, 20(2). https://doi.org/10.3390/jtaer20020108

Wijaya, G. E., & Kuswoyo, C. (2022). Pengaruh kemenarikan desain website dan kepercayaan konsumen terhadap
keputusan pembelian konsumen Shopee. Jurnal Inspirasi Bisnis dan Manajemen, 6(1), 115-126. https://doi.
org/10.33603/jibm.v6i1.6468

Winarti, A., Ningrum, N. K., & Maharani, B. D. (2023). The influence of visual appeal and perceived enjoyment on
brand loyalty through customer trust for Shopee users in Yogyakarta. Journal La Sociale, 4(5), 283-292. https://
doi.org/10.37899/journal-la-sociale.v4i5.887

Xiao, E., Su, C, Lu, L, Qin, R, Li, Z., & Wang, D. (2026). Factors affecting impulse buying behavior in the context of
e-commerce live streaming. Acta Psychologica, 262. https://doi.org/10.1016/j.actpsy.2025.106183

Xin, M., Jian, L., Liu, W., & Bao, Y. (2025). Exploring the effect of live streaming atmospheric cues on consumer impulse
buying: A flow experience perspective. Journal of Theoretical and Applied Electronic Commerce Research, 20(2).
https://doi.org/10.3390/jtaer20020149

55


https://doi.org/10.1016/j.elerap.2024.101402
https://doi.org/10.1007/s11042-023-16768-x
https://doi.org/10.1371/journal.pone.0114593
https://doi.org/10.1108/jrim-05-2016-0054
https://doi.org/10.1509/jmr.10.0207
https://doi.org/10.3390/jtaer20020108

Journal of Finance - Marketing Research Vol. 4, Issue 4; July 2026

Yaping, C., Donghong, Z., & Ronghua, L. (2012). The impact of perceived product innovation on impulse
purchase. Science Research Management, 33(3), 18-26.

Zhang, M., Liu, Y., Wang, Y., & Zhao, L. (2021). How to retain customers: Understanding the role of trust in live
streaming commerce with a socio-technical perspective. Computers in Human Behavior, 127. https://doi.
org/10.1016/j.chb.2021.107052

Zhang, M., Sun, L., Qin, F., & Wang, G. A. (2020). E-service quality on live streaming platforms: swift guanxi perspective.
Journal of Services Marketing, 35(3), 312-324. https://doi.org/10.1108/jsm-01-2020-0009

Zhang, Q., & Ahmad, W. (2023). Online impulse purchase in social Commerce: Roles of social capital and information
overload. International Journal of Human-Computer Interaction, 40(16), 4412-4429. https://doi.org/10.1080/1
0447318.2023.2212862

Zhang, X., Cheng, X., & Huang, X. (2022). “Oh, my God, buy it!” Investigating impulse buying behavior in live
streaming commerce. International Journal of Human-Computer Interaction, 39(12), 2436-2449. https://doi.
org/10.1080/10447318.2022.2076773

56



	_Hlk173137501
	Akerlof
	_Hlk190293475
	Allen
	Awdeh
	Aziz
	Banya
	Cao
	Chun
	Dahir
	Dang
	De
	Demirguc
	Diamond
	Fadhlurrahman
	_Hlk173138579
	Freixas
	Gujarati
	Gupta
	Ivanović
	Jessica
	Kayani
	Leland
	Mahmood
	Matthews
	Meral
	Naseri
	NThuan
	Nguyen
	Okwaro
	Suriawinata
	Suroso
	Thakor
	Tutino
	Wang
	Yasnur

