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ABSTRACT. The development of e-commerce in Indonesia, particularly through the Shopee
platform, has driven significant changes in consumer shopping behavior. This study aims to
analyze the comparison of consumer purchase decision levels between Shopee accounts that use
the live streaming feature and those that do not. The research method employed is a comparative
quantitative design, with a sample of active Shopee consumers obtained through stratified random
sampling. Data were collected via an online questionnaire and analyzed using t-test and multiple
regression. The results indicate that accounts using live streaming have a significantly higher
purchase decision level, with an average score difference of 26.76 points. This conclusion
underscores that the live streaming feature provides a competitive advantage in enhancing
consumer purchase decisions, making it an effective marketing strategy within the e-commerce
ecosystem. This study offers important insights for sellers and managers in designing more
interactive and engaging marketing strategies.
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INTRODUCTION
The development of e-commerce in Indonesia has been highly dynamic in recent years, making it

one of the fastest-growing digital markets in Southeast Asia (Lestari, 2024). Shopee, in particular,
stands out as the market share leader, contributing significantly to the national volume of online
transactions (Lestari, 2024). Shopee leverages the increasing penetration of internet and mobile
devices in Indonesia to expand its consumer reach and strengthen its marketplace ecosystem
(Alamin, Missouri, Sutriawan, & Fathir, 2023). Moreover, the surge in e-commerce transactions is
driven by shifts in consumer behavior, with more users transitioning from conventional shopping
to online platforms due to convenience, time efficiency, and ease of access (Negara & Soesilowati,
2021). This phenomenon is reinforced by the assumption that Shopee is not merely a typical
marketplace, but also an interactive digital ecosystem that fosters new innovations in marketing
strategies, including the increasingly popular live streaming feature among sellers and buyers.

The shift in consumer shopping behavior from physical (offline) channels to online channels is
one of the most significant impacts of digital technology evolution and the use of interactive media
in the modern retail ecosystem. Recent studies show that digital technologies including high-speed
internet, mobile devices, and e-commerce platforms provide unrestricted access across time and
space, making it easier for consumers to shop anytime and anywhere (Yao et al, 2022).
Furthermore, bibliometric analysis reveals that digital marketing and interactive media such as e-
word-of-mouth, social recommendations, and algorithmic personalization play a crucial role in
influencing the cognitive, emotional, and purchasing decisions of online consumers (Wahdiniawati
et al, 2023). In the Indonesian context specifically, this transformation is supported by the growth
of internet and smartphone penetration, as well as changing consumer preferences for
convenience, time efficiency, and interactivity indicating that online shopping is not merely a
channel substitution, but an evolution of consumer behavior increasingly tied to interactive
platforms (Wahdiniawati et al, 2024). Within this framework, the phenomenon is not only
important to understand from a marketing perspective, but also as a strategic foundation for
designing platform features (such as live streaming and real-time interaction) that are becoming
normalized in the e-commerce consumer experience.

The rise of live-streaming commerce marks a significant shift in digital marketing practices
blending elements of entertainment, product demonstration, and direct interaction to create a real-
time, highly interactive shopping experience. This format has been proven to enhance viewers’
emotional engagement while accelerating the formation of cognitive trust in sellers through live
demonstrations and instant responses to questions (Dong, 2022). Empirical research shows that
the quality of information presentation, social presence, and telepresence during live broadcasts
strengthen perceptions of credibility and reduce buyer uncertainty, thereby increasing the
likelihood of conversion into purchase decisions (Huang, 2024). Additionally, studies exploring the
role of streamers emphasize that a streamer’s interaction orientation responsiveness, authenticity,
and emotional resonance—mediates the relationship between platform stimuli and impulsive
buying behavior. This highlights the dual role of live streaming as both an informational tool and
an affective trigger in the consumer decision-making process (Wang, 2025). Practically, the
combination of real-time interactivity, emotional engagement, and trust-building mechanisms
positions live-streaming commerce not merely as an additional promotional channel, but as a new
marketing strategy capable of creating a hybrid consumption experience merging the advantages

286



Jurnal Bisnis dan Kewirausahaan, Vol. 2 No. 3, pp. 285-292

of direct product observation (similar to offline experiences) with the speed and scalability of digital
platforms.

Competition among sellers on e-commerce platforms like Shopee is becoming increasingly intense,
driven by the growing number of digital entrepreneurs and the ease of market access facilitated by
mobile technology. In this highly competitive market environment, innovation in digital marketing
strategies is a key success factor in attracting attention and maintaining consumer trust (Xu et al.,
2020). Shopee, as one of the dominant platforms in Southeast Asia, faces challenges in ensuring
product visibility and building long-term relationships between sellers and buyers amid the flood
of online information and promotions (Phua, Jin, & Kim, 2023). One proven innovation is the
live-streaming commerce feature, which enables real-time interaction between sellers and
consumers, creating higher emotional engagement and enhancing seller credibility (Chen et al.,
2023). Recent studies confirm that live-streaming commerce not only boosts user trust and
engagement but also directly contributes to driving purchase decision conversions compared to
accounts that do not use the feature (i & Peng, 2022). Therefore, understanding the effectiveness
of this feature in the context of e-commerce competition is crucial to explain how digital
interactivity can shape consumer purchasing behavior more deeply and sustainably.

Although many sellers on platforms like Shopee have adopted the live streaming feature as a
promotional channel, there remains a lack of understanding regarding the actual impact of this
feature on consumer purchase decision levels. Empirical studies indicate that while live streaming
can enhance user interactivity and trust, its effect on purchase decisions is often inconsistent or
even negative in certain contexts, suggesting that sellers have not yet fully leveraged real-time
interaction mechanisms strategically (Abidin & Sihite, 2024). On the other hand, there is a stark
contrast in promotional strategies between accounts that use live streaming and those that rely
solely on static content or conventional promotions. However, comparative research evaluating
the effectiveness of these two groups in influencing purchase decisions within Indonesia’s e-
commerce ecosystem remains very limited (Salsabila & Ambarwati, 2024). This situation presents
both academic and practical challenges: first, whether live streaming truly provides a competitive
advantage in driving purchase decisions compared to conventional promotions; second, what
factors differentiate the effectiveness among sellers; and third, how sellers and platforms can design
live streaming strategies that demonstrably increase conversion rates. Therefore, this study aims to
fill that empirical gap and offer strategic guidance for sellers to optimize the use of live streaming
features.

Although many sellers on e-commerce platforms have now adopted live streaming commerce
features, there remains a gap in understanding how significantly these features influence consumer
purchase decisions. Recent empirical research indicates that real-time interaction between sellers
(or streamers) and consumers during live streaming sessions can trigger impulsive purchases
through mechanisms such as emotional arousal and reduced risk perception (Xie et al, 2024). On
the other hand, live streaming replaces part of static promotions and passive content with more
dynamic strategies. However, comparative studies that directly measure differences in purchase
decision levels between accounts using live streaming and those not using the feature especially in
the Indonesian context are still very rare (Wongkitrungrueng & Assarut, 2020). This situation
presents challenges for sellers and platforms: how to design and accurately measure the
effectiveness of live streaming as a marketing strategy, and under what conditions the strategy truly
enhances purchase decisions compared to conventional promotional methods. The empirical gap
highlights the need for research focused on the local Indonesian context using a comparative

287



Jurnal Bisnis dan Kewirausahaan, Vol. 2 No. 3, pp. 285-292

approach between account types to provide strategic recommendations for e-commerce
businesses.

Although several studies have explored the influence of live streaming commerce features on
consumer behavior, most are limited to the variable of purchase intention and do not emphasize
actual purchase decisions as the primary outcome. For example, research in China by Cho & Yang
(2021) and Wu, Batool & Yang (2024) focused on purchase intention during live broadcasts
without concretely measuring conversion into real purchases. Meanwhile, much of the research
context centers on foreign markets such as China or general literature reviews, while the Indonesian
market context—including platforms like Shopee remains relatively underexplored in comparative
studies that directly contrast accounts using live streaming with those that do not. One study in
Indonesia found an influence of live streaming on purchase decisions on Shopee among Gen Z
(Zein & Ambarwati, 2023), but did not conduct an explicit comparison between the two account
groups. The absence of such comparative studies reveals a critical research gap: how and to what
extent live streaming features differently impact consumer purchase decisions compared to
promotional strategies without live streaming, within Indonesia’s unique demographic, cultural,
and digital infrastructure context. Therefore, this study is aimed at closing that empirical gap
through a comparative approach between account types on the Shopee platform to measure actual
consumer decision-making.

Although many studies have explored the live streaming feature in e-commerce, most of them
focus on purchase intention rather than directly on actual purchase decisions, resulting in a
significant conceptual and empirical gap. For instance, the study by Liu, Zhang, & Chen (2022)
highlights the influence of interactivity, authenticity, and flow experience on purchase intention in
the context of tourism live streaming, but does not measure conversion into actual purchases.
Furthermore, although the Asian e-commerce context has been widely researched, studies that
specifically compare Shopee accounts using live streaming with those that do not within the
Indonesian market remain very limited; most research relies on platforms in China or general
platforms. A recent example, Tirtayani & Aghivirwiati (2025), examined the impact of live
streaming on purchase decisions in Indonesia’s local market but did not compare the two account
types. Additionally, research that differentiates the effects of real-time interactivity and trust in the
context of live streaming on purchase decisions is still rare, leaving the mechanisms by which live
streaming distinguishes itself from conventional promotions inadequately explained. This
condition highlights the need for comparative research between account types (live streaming vs
non-live streaming) on the Shopee Indonesia platform, and one that also measures actual purchase
decisions as the main outcome thus contributing both theoretical and practical insights to the
digital marketing literature.

This study primarily aims to analyze and compare consumer purchase decision levels on Shopee
accounts that utilize the live streaming feature versus those that do not, in order to determine the
effectiveness of both promotional approaches. Furthermore, the research seeks to identify the
factors that drive purchase decisions through live streaming interactions such as interactivity,
emotional engagement, and seller credibility compared to conventional, less interactive
promotional methods (Hanifah et al., 2024). Lastly, the study is directed toward providing empirical
insights into the effectiveness of live commerce strategies in enhancing purchase decisions on the
Shopee platform in Indonesia, thereby contributing not only theoretically but also practically for
managers and e-commerce business actors in designing more targeted digital marketing strategies
(Lestari et al., 2024). Thus, this research fills a gap in the literature regarding the effectiveness of
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live streaming commerce in the Indonesian context and distinguishes its impact compared to non-
interactive promotional methods.

This study positions itself as a comparative study that bridges the gap between digital consumer
behavior research and the effectiveness of interactive features within the e-commerce ecosystem.
Unlike most previous studies that focus on variables such as purchase intention or customer
satisfaction, this research directly evaluates the differences in actual purchase decision levels
between Shopee account users who utilize the live streaming feature and those who do not a
relatively rare approach in current literature (Zhang, Huang, & Liu, 2023). Moreover, this study
integrates perspectives from consumer behavior theory and digital engagement theory within the
Indonesian context specifically on the Shopee platform thereby enhancing its contextual relevance
and expanding theoretical frameworks that have predominantly been applied in foreign contexts
(Xu et al., 2022). Thus, this research contributes not only empirically but also theoretically by
linking the mechanisms of direct digital interaction with actual purchase decision outcomes in
Indonesia’s uniquely dynamic market environment.

This study presents a direct comparative approach between two account models those that use the
live streaming feature and those that do not which remains rarely explored in Indonesia’s e-
commerce literature. Accordingly, the research also develops a purchase decision analysis model
based on digital interactivity and real-time trust, which is highly relevant to the evolution of social
commerce in the era of interactive platforms (Zein & Ambarwati, 2023). Furthermore, from a
practical application perspective, this study offers valuable contributions for sellers and e-
commerce platforms in designing live streaming-based marketing strategies that not only enhance
purchase intention but also drive actual sales conversions, making it a strategic tool for improving
sales performance (Abidin & Sihite, 2024). Ultimately, this research serves as one of the eatly
empirical references assessing the effectiveness of features like Shopee Live on actual purchase
decisions in the Indonesian market not merely consumer intention or perception thereby
reinforcing the contextual and implementational relevance of the study.

METHODS
This study employs a quantitative comparative design to analyze the differences in consumer

purchase decision levels between Shopee accounts that use the live streaming feature and those
that do not. The research population consists of active Shopee consumers in Indonesia who have
made purchases within the past six months. The sample is selected using stratified random
sampling, with stratification based on age, shopping frequency, and product categories purchased,
ensuring that the findings more accurately represent variations in consumer behavior. Data is
collected through an online questionnaire measuring actual purchase decisions, levels of digital
interactivity, and consumer trust in sellers, using a 5-point Likert scale. The data is then analyzed
using comparative t-tests and multiple regression to assess differences in purchase decisions and
identify influencing factors, while also evaluating the contribution of digital interactivity and real-
time trust to purchase decisions across both account types. This approach enables the study to
provide direct empirical evidence on the effectiveness of the live streaming feature in driving
purchase conversions on the Shopee platform, while distinguishing it from conventional

promotional strategies.
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RESULT AND DISCUSSION
Table 1.1 Group Statistics

Group Statistics

Std. Error
[Kegiatan N Mean Std. Deviation Mean
Hasil Live atau Tidak Live Streaming 50 89,4600 1,77523 ,25105
Non Live Streaming 50 62,7000  1,31320 ,18571

Source: Authors” own work (2025)

Based on Table 1.1 Group Statistics, it can be explained that there are two respondent groups:
those who participated in Live Streaming activities and those who did not (Non-Live Streaming),
each consisting of 50 individuals. The average purchase decision score in the Live Streaming group
is 89.46 with a standard deviation of 1.775, indicating that most respondents in this group have a
high and relatively homogeneous level of purchase decision. Conversely, the Non-Live Streaming
group has an average score of 62.70 with a standard deviation of 1.313, also showing consistency
but at a lower level compared to the Live Streaming group. From this data, it is evident that
participation in Live Streaming has a positive influence on purchase decisions, with a significant
mean difference of approximately 26.76 points, suggesting that the Live Streaming strategy can
enhance consumer interest and purchase decisions.

Table 1.2 Independent Samples Test

Independent Samples Test

Levene's Test for Equality of
/ariances ttest for Equality of Means
95% Confidence Interval of the
Mean Std. Error Difference
F Sig 1 df Sig. (2-tailed Difference Difference Lower Upper
Hasil Live atau Tidak ~ Equal variances 5,501 021 85,693 98 000 26,76000 31228 26,14029 27,3797
assumed
Equal variances not 85,693 90,269 ,000 26,76000 31228 26,13963 27,38037
assumed

Source: Authors” own work (2025)

Table 1.2 presents the results of an independent samples t-test comparing outcomes between Live
Streaming and Non-Live Streaming activities. Based on Levene’s Test for Equality of Variances,
the I value is 5.501 with a significance level of 0.021 (less than 0.05), indicating that the variances
between the two groups are not equal (equal variances not assumed). Therefore, the interpretation
of the t-test results uses the second row of the table. The t-test result (t = 85.693; df = 90.269; Sig.
(2-tailed) = 0.000) shows that the significance value is far below 0.05. Thus, there is a statistically
significant difference between the outcomes of Live Streaming and Non-Live Streaming activities.
The Mean Difference of 26.76 indicates that the average result for Live Streaming is 26.76 points
higher than that of Non-Live Streaming. Additionally, the 95% Confidence Interval of the
Difference ranges from 206.13963 to 27.38037, which does not include the value O further
reinforcing the conclusion that the difference between the two groups is statistically significant.
Opverall, these test results demonstrate that Live Streaming activities yield significantly better
outcomes compared to Non-Live Streaming activities.
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CONCLUSION

This study successfully addresses the issue of comparing consumer purchase decision levels
between Shopee accounts that utilize the live streaming feature and those that do not. The analysis
results indicate that accounts using live streaming exhibit significantly higher purchase decision
levels. However, the study has limitations, such as a restricted sample size and a focus on a single
e-commerce platform. The managerial implications of these findings highlight the importance for
sellers to optimize the use of live streaming as a marketing strategy that can enhance consumer
engagement and trust. Recommendations for future research include further exploration of other
variables influencing purchase decisions, as well as comparative studies across various e-commerce
platforms to broaden the understanding of live streaming strategy effectiveness in a wider context.

References

Abidin, A., & Sihite, J. (2024). The impact of Online Customer Review, Content Marketing, and Live
Streaming on Purchase Decisions on Shopee with Trust as Mediation. Indonesian Journal of Business
Analytics, 4(4), 1817-1838. https://doi.org/10.55927 /ijba.v4i4.10590

Alamin, Z., Missouri, R., Sutriawan, S., & Fathir, F. (2023). Perkembangan E-commerce: Analisis
Dominasi Shopee sebagai Primadona Marketplace di Indonesia. J-ESA: Jurnal Ekonomi Syariah,
6(2), 120-131. https://doi.org/10.52266 /jesa.v6i2.2484

Chen, H., Dou, Y., & Xiao, Y. (2023). Understanding the role of live streamers in live-streaming e-commerce.
Electronic Commerce Research and Applications, 59, 1012660.
https://doi.org/10.1016/j.elerap.2023.101266

Cho, J.-S., & Yang, L.-Q. (2021). The effect of e-commerce live streaming shopping on consumers’ purchase
intention: Focusing on features of streamers and contents. Archives of Business Research, 9(10),
124-145. https://doi.org/10.14738 /abr.910.11012

Dong, X. (2022). The role of live-streaming e-commerce on consumers’ trust and purchase intention: An evaluation
framework  integrating  telepresence  and  social  presence.  Sustainability, 14(7), 4374.
https://doi.org/10.3390/su14074374

Hanifah, A. M., Marthalia, L., & Sapri. (2024). Engagement at scale: Experimental evidence on interactivity
and purchase behavior in Indonesia’s live commerce ecosystem. Data: Journal of Information Systems
and Management, 2(2). https://doi.org/10.61978/data.v2i2.918

Hasanah, Y. N., Anggraeni, O., Suwali, S., Kusnaman, D., Hasibuan, R. R., & Efendi, B. (2025).
Entreprenenrial Marfketing and Marketing Performance in Gen Z Entreprenenrs: Exploring the
Mediating Pathways to Entreprenenrial Resilience. Journal of Ecohumanism, 4(1), 3583—-3602.

Hasibuan, R. R., Suliyanto, S., & Novandari, W. (2025). Bridging Digital Marketing and Tourism
Development: The Role of Social Media Marketing in Enhancing Business Performance. African
Journal of Hospitality, Tourism and Leisure, 14(2), 351-360.
https://doi.org/10.46222/aihtl.19770720.616

Hasibuan, R. R., Suliyanto, & Novandari, W. (2025). Celebrity Endorsement, Perceived AI Intelligence,
and Digital Firm Intimacy: A Mixed-Methods Study on Social Media Purchase Decisions. Veredas
Do Direito, 22(2), €3086. https://doi.org/10.18623 /rvd.v22.02.3086

Huang, Y. (2024). Research progress analysis of live-streaming commerce: A bibliometric and knowledge map
study. Lecture Notes in Computer Science / ScienceDirect.
https://doi.org/10.1016/j.helivon.2024.¢36029

Lestari, A. P. (2024). E-Commerce in Indonesia's Economic Transformation and Its Influence on Global Trade.
International Journal of Computer in Law & Political Science, 4, 10-23.

Li, J., & Peng, M. Y. P. (2022). Exploring the effects of live streaming commerce on consumers’ purchase decision:
The roles of trust and interaction. Journal of Retailing and Consumer Services, 68, 103123.
https://doi.org/10.1016/j.jretconser.2022.103123

291


https://doi.org/10.55927/ijba.v4i4.10590
https://doi.org/10.52266/jesa.v6i2.2484
https://doi.org/10.1016/j.elerap.2023.101266
https://doi.org/10.14738/abr.910.11012
https://doi.org/10.3390/su14074374
https://doi.org/10.61978/data.v2i2.918
https://doi.org/10.46222/ajhtl.19770720.616
https://doi.org/10.18623/rvd.v22.n2.3086
https://doi.org/10.1016/j.heliyon.2024.e36029
https://doi.org/10.1016/j.jretconser.2022.103123

Jurnal Bisnis dan Kewirausahaan, Vol. 2 No. 3, pp. 285-292

Liu, F., Zhang, Y., & Chen, X. (2022). Marketing by live streaming: How to interact with consumers to
increase  their  purchase  intentions.  Frontiers in  Psychology, 13,  933633.
https://doi.org/10.3389 /fpsye.2022.933633

Natalia Figueiredo, Bruno M. Ferreira, José Luis Abrantes, & Luis F. Martinez. (2024). The Role of
Digital Marketing in Online Shopping: A Bibliometric Analysis for Decoding Consumer Behavior.
MDPI. Retrieved from https://www.mdpi.com/0718-1876/20/1/25

Negara, S. D., & Soesilowati, E. (2021). E-Commerce in Indonesia: Impressive Growth but Facing Serions
Challenges. ISEAS Perspective.

Phua, J., Jin, S. V., & Kim, J. J. (2023). Social media influencers’ credibility and consumer trust in the e-
commerce context. Computers in Human Behavior, 139, 107563.
https://doi.org/10.1016/.chb.2022.107563

Tirtayani, I. G. A., & Aghivirwiati, G. A. (2025). Building consumer trust in e-commerce: The role of
influencer marketing and live streaming in purchase decisions within Asia’s digital business environment.
Asian Journal of Business Environment, 15(2), 1-10.
https://doi.org/10.13106/ajbe.2025.voll5.n02.1

Wahdiniawati, S. A., Apriani, A., & Otlando, A. (2024). Digital transformation and e-commerce growth:
Impact on consumer bebavior and SMEs. Dinasti International Journal of Economics, Finance
& Accounting, 5(5). https://doi.org/10.38035/dijefa.v5i5.3438

Wang, C. (2025). Streamer interaction and consumer impulsive buying in live-stream e-commerce: Cognitive trust
and  emotional  arousal  as mediators. Frontiers in Communication.
https://doi.org/10.3389 /fcomm.2025.1547639

Wongkitrungrueng, A., & Assarut, N. (2020). The role of live streaming in building consumer trust and
engagement with social commerce sellers. Journal of Business Research, 117, 543-556.
https://doi.org/10.1016/j.jbusres.2018.08.032

Wu, Y.-Y., Batool, H., & Yang, Y.-]. (2024). Relationship between the characteristics of e-commerce live
streaming and purchase intentions: Moderating effect of hedonistic shopping value. Emerging Science
Journal, 8(3). https://doi.org/10.28991/ES]20240803018

Xie, Y., Zhu, Z., & Sun, Y. (2024). Why consumers have impulsive purchase behavior in live streaming. BMC
Psychology, 12, Article 16. https://doi.otg/10.1186/s40359-024-01632-w

Xu, X, Pratt, S., & Wang, Y. (2020). Social media influencers as endorsers to promote travel destinations: An
application of self-congruence theory to the Chinese Generation Y. Journal of Travel Research, 59(6),
1233-1249. https://doi.org/10.1177/0047287519896012

Yao, P., Osman, S., Sabri, M. F., & Zainudin, N. (2022). Consumer behaviour in online-to-offline (020)
commerce: A thematic reviemw. Sustainability, 14(13), 7842.
https://doi.org/10.3390/su14137842

Zein, R. N., & Ambarwati, D. A. S. (2023). The influence of live streaming and trust on Gen Z’s purchase
decisions for fashion products on Shopee e-commerce. International Journal of Asian Business and
Management, 4(2), Article 194. https://doi.org/10.55927 /ijabm.v4i2.194

Zein, R. N., & Ambarwati, D. A. S. (2024). The Influence of Live Streaming and Trust on Gen Z’s Purchase
Decisions for Fashion Products on Shopee E-Commerce. International Journal of Asian Business
and Management, 4(2), Article 194. https://doi.org/10.55927 /ijabm.v4i2.194

292


https://doi.org/10.3389/fpsyg.2022.933633
https://www.mdpi.com/0718-1876/20/1/25
https://doi.org/10.1016/j.chb.2022.107563
https://doi.org/10.13106/ajbe.2025.vol15.no2.1
https://doi.org/10.38035/dijefa.v5i5.3438
https://doi.org/10.3389/fcomm.2025.1547639
https://doi.org/10.1016/j.jbusres.2018.08.032
https://doi.org/10.1177/0047287519896012
https://doi.org/10.3390/su14137842
https://doi.org/10.55927/ijabm.v4i2.194
https://doi.org/10.55927/ijabm.v4i2.194

