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ABSTRACT

Live streaming e-commerce has emerged as a prominent business model leveraging advanced information technology, particularly gaining significant popularity
in Vietnam. This study categorizes interactions within live streaming into three distinct dimensions: interactions for obtaining product information (IPI),
interactions for understanding others' purchasing dynamics (IPD), and interactions for receiving monetary incentives (IMI). It presents a comprehensive analytical
framework aimed at investigating whether these interactions enhance social presence, consumer conformity, and subsequently influence purchase intentions
among consumers. Data from 368 Vietnamese consumers provide key findings indicating that IPI, IPD, and IMI significantly impact both social presence and
consumer conformity. Furthermore, they influence purchase intention through their effects on social presence and consumer conformity. This research offers a
novel perspective on the dynamics of live streaming e-commerce, highlighting the critical role of interactions in shaping consumer behavior and purchase
intentions. By expanding the current literature on live streaming e-commerce, this study provides valuable insights for marketing practitioners aiming to optimize
their strategies in this rapidly evolving digital marketplace
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1. Introduction

Social media platforms have facilitated the emergence of a vast number of influencers who cultivate sizable followings. These influencers, also referred
to as online celebrities, create compelling content to expand their social networks and attract followers (Shan et al., 2020). In contemporary marketing
practices, businesses and marketers leverage these influencers extensively to engage potential customers (Martinez-L6pez et al., 2020).

In contrast to conventional text-based posts or pre-recorded video blogs on social media, live streaming has garnered substantial popularity among
internet users for its perceived authenticity and immediacy (Ma, 2021). In Vietnam, live streaming has surged in popularity, especially during and after
the pandemic. Around a third of viewers spend 15 to 30 minutes per session, while 38% watch for one to three hours weekly. Shopping live streams
dominate, with 62% tuning in, followed by entertainment content. Vietnam’s live streaming e-commerce market is projected to reach $11 billion by
2026, driven by high viewer engagement and purchasing behavior (Statista, 2023). Live streaming enables influencers to showcase products or services
in real-time, facilitating direct interaction with their audience, which enhances perceptions of authenticity, visualization, and interactivity (Hu and
Chaudhry, 2020). This symbiotic relationship between influencers and companies fosters a mutually beneficial scenario, resulting in value co-creation
(Ma, 2021).

Live stream marketing spans various product categories, encompassing general merchandise, fashion, tourism, dining experiences, makeup tutorials,
and talent showcases (Wongkitrungrueng and Assarut, 2018). Influencers' endorsements and strategic marketing efforts play a pivotal role in driving
rapid sales for businesses and entrepreneurs (Luo et al., 2021). The scholarly interest in live stream marketing has surged in recent years, focusing
predominantly on consumer engagement during online live stream shopping experiences (Ang et al., 2018; Hu and Chaudhry, 2020; Wongkitrungrueng
and Assarut, 2018; Wongkitrungrueng et al., 2020). Related research also explores the impact of factors such as gender on consumer decision-making,
sponsorship disclosures, emotional engagement, product endorsements, and consumer satisfaction (Todd and Melancon, 2018; Kay et al., 2020; Lim et
al., 2020; Park and Lin, 2020; Ma, 2021).

In contrast to other technological advancements aimed at enhancing consumer experiences through one-way communication channels (e.g., intelligent
chat assistants, virtual/augmented reality, and service robots), live streaming offers a unique bidirectional interaction between streamers and viewers in
real-time. This interactive capability not only provides consumers with an immersive shopping experience but also facilitates emotional connections
during interpersonal interactions (Haimson and Tang, 2017; Wohn et al., 2018). Within live streaming environments, streamers employ various formats
such as close-ups, modeling demonstrations, and promotional offers to present product information, thereby reducing consumer uncertainty and
fostering trust through their personal endorsements (Kozlenkova et al., 2017). Concurrently, consumers enhance their social presence by engaging in
real-time interactions with streamers and fellow viewers, which contributes to positive emotional experiences (Chen and Lin, 2018).
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Businesses have increasingly adopted live streaming as a pivotal tool in online marketing strategies due to its ability to enhance conversion rates and
sales through immediate, interactive engagements (Hu and Chaudhry, 2020). Despite extensive research into the influence mechanisms of live
streaming e-commerce on consumer purchase intentions (Wongkitrungrueng and Assarut, 2018; Sun et al., 2019; Park and Lin, 2020; Xue et al., 2020;
Ma, 2021), few studies have specifically explored how interactive features within live streaming promote consumer purchase intentions.

This study aims to provide a comprehensive analysis of interaction behaviors in live streaming e-commerce. Previous literature has distinguished two
levels of interactivity - person interactivity and machine interactivity (Hoffman and Novak, 1996) - which are both facilitated within live streaming.
Person interactivity involves direct communication between streamers and consumers during live sessions, while machine interactivity allows viewers
to make purchases through embedded hyperlinks. Building on this foundation, scholars have categorized live streaming interactions (LSI) into
streamer-consumer, consumer-consumer, and machine-consumer interactions (Chen and Lin, 2018; Jiang et al., 2019). However, the integration of live
streaming with e-commerce has expanded the scope and forms of these interactions, necessitating a reevaluation of how interactions are classified.

This study proposes a novel classification of LSI based on consumer participation motivations, grounded in the computer-mediated communication
(CMC) model. CMC theory posits that interactions mediated through digital platforms influence information exchange and emotional transmission
(Walther, 1996; Derks et al., 2008; Yao and Ling, 2020). In the context of live streaming e-commerce, consumers engage in interactions to gather
product information, understand purchase dynamics, and seek monetary incentives (Wongkitrungrueng and Assarut, 2018; Sun et al., 2019; Xu and Ye,
2020). These interactions contribute to consumers' perceived value, trust, and purchase intentions, thereby shaping their overall shopping experience.

Furthermore, this study integrates product type - differentiating between search and experience products - into its analysis, drawing from Nelson's
categorization (1970). Search products, like electronics and books, are evaluated based on objective attributes, whereas experience products, such as
clothing and cosmetics, rely more on subjective assessments. LSI in live streaming e-commerce provides detailed product information and peer
feedback, particularly beneficial for experience products where traditional online browsing may be inadequate (Moon et al., 2008). Understanding how
types of products influence consumer decision-making within live streaming contexts enriches current theoretical frameworks and offers practical
insights for marketers.

By employing the stimulus-organism-response (S-O-R) theory, used by several recent studies in the online retail marketing domain to understand
consumers’ online purchasing behavior (Hu and Chaudhry, 2020; Ma et al., 2022; Ming et al., 2021), this study develops a comprehensive research
model to investigate how LSI enhances social presence and consumer conformity, ultimately influencing purchase intentions. This approach extends
existing literature by proposing three dimensions of interaction - information acquisition, peer influence, and economic incentives - and explores their
combined effects on consumer behavior within live streaming e-commerce. The findings contribute to advancing theoretical understanding and offer
actionable insights for industry practitioners seeking to optimize marketing strategies through live streaming platforms

2. Model and hypotheses

The S-O-R theory, developed by Mehrabian and Russell (1974), originally aimed to elucidate how environmental stimuli impact human psychological
and behavioral responses. The theory posits three essential components: Stimulus (S), representing external factors that trigger reactions; Organism (O),
indicating an individual's cognitive and emotional processing of these stimuli; and Response (R), encompassing the resulting behavioral motivations
and actions. In the context of this study, employing the S-O-R theory provides a robust theoretical framework for understanding consumer behavior,
particularly in e-commerce settings where it has been widely utilized to investigate phenomena such as purchase intentions, online repurchase behavior,
and impulse buying (Guo et al., 2021; Zhu et al., 2020; Chen and Yao, 2018).

The application of the S-O-R theory in this research is particularly advantageous for two primary reasons. First, it offers a foundational basis to
comprehend how real-time social interactions within live streaming e-commerce platforms influence consumer behaviors. This framework allows for
the dynamic exploration of how Live Streaming Interaction (LSI), encompassing dimensions like Information Provision Interaction (IP1), Purchase
Dynamics Interaction (IPD), and Monetary Incentive Interaction (IMI), shape customer purchase intentions through their impact on social presence and
consumer conformity. Secondly, the S-O-R theory facilitates hypothesis development by illuminating how stimuli from live interactions provoke
cognitive and emotional responses that ultimately drive consumer decisions.

Figure 1. Proposed Research Model
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Building upon the S-O-R framework, this study hypothesizes that LSI, categorized into IPI, IPD, and IMI, plays a pivotal role in shaping social
presence and consumer conformity. Furthermore, it posits that social presence influences consumer conformity, and both factors collectively impact
consumers' intentions to make purchases. The study also introduces product type (i.e., search vs. experience products) as a moderating variable to
explore how different product characteristics may alter these relationships. Additionally, demographic variables such as age, gender, income, and

marital status, ... are included as control variables to ensure robustness in the research model.

The proposed research model, depicted in Fig. 1, integrates these theoretical constructs and relationships, aiming to advance understanding of consumer
behavior within the context of live streaming e-commerce. This structured approach not only addresses current gaps in literature but also provides
practical insights for marketers and platform operators seeking to optimize their strategies in leveraging live interactions to enhance consumer
engagement and drive sales.

Purchase intention & Interaction factors

Interaction factors play a crucial role in shaping consumers' purchase intentions, serving as a primary driver in consumer behavior research. This study
conducts a comprehensive review of literature examining the linkages between various types of interactions and purchase intentions. The research
primarily builds upon two key streams of investigation. The first stream explores the impact of social interactions on consumer purchasing behaviors.
For instance, research on group buying highlights how interpersonal information sharing among consumers can benefit sellers (Jing and Xie, 2011).
Similarly, a study on Korean consumers suggests that increased social interactions on online platforms can enhance sales performance (Kim et al.,
2020). Additionally, Sokolova and Kefi (2020) argue that para-social interactions, such as those observed on platforms like YouTube and Instagram,
positively influence customers' purchase intentions.

The second stream of research focuses on interactions aimed at influencing purchase intentions directly. This stream is categorized into two main
categories. The first category examines interpersonal interactions between sellers and buyers, where factors such as perceived expertise, similarity, and
responsiveness significantly impact consumer purchase decisions (Chen et al., 2021; Kim et al., 2021). The second category investigates interactions
among consumers themselves, showing that interaction frequency, interestingness, and reciprocity can enhance purchase intention through the
development of cognitive and emotional trust (Chang and Dong, 2016).

The study of Live Streaming Interaction (LSI) and its impact on purchase intentions is motivated by several factors. Firstly, the emergence of live
streaming e-commerce as a novel business model has garnered significant attention from both scholars and practitioners. Secondly, the success of live
streaming e-commerce heavily relies on dynamic interactions between streamers and consumers, necessitating a thorough exploration of how LSI
influences consumer purchase intentions. Thirdly, the multifaceted nature of LSI requires deeper exploration, particularly concerning its effects on
consumer behavior in live streaming contexts. Thus, this study seeks to uncover how LS| enhances customers' purchase intentions.

Live streaming interaction

In live streaming e-commerce, interactions between sellers and consumers play a pivotal role in enhancing consumer satisfaction and achieving
marketing goals for enterprises (Kostopoulos et al., 2020; Zhang et al., 2020). Previous studies have attempted to categorize interactions from diverse
perspectives, including social, human-computer, and information interactions (Steuer, 1992; Burton and Soboleva, 2011; Li, 2019; Xu and Ye, 2020).
These classifications have evolved significantly in the context of live streaming e-commerce, reflecting changes in technology and participant roles
(Chen and Lin, 2018; Jiang et al., 2019; Xue et al., 2020). Rather than focusing solely on participant classifications, this study proposes a
reclassification of LSl into three distinct aspects: Interactions for obtaining product information (IPI), interactions for understanding purchase dynamics
(IPD), and interactions for acquiring monetary incentives (IMI). This categorization aims to provide a clearer understanding of how interactions impact
consumer behavior in live streaming e-commerce settings.

Social presence (SP)

Social presence originally defined by Short et al. (1976) as "the degree of other people's salience in interactions and the consequent salience of the
interpersonal relationship," has evolved in electronic commerce and online consumer behavior research to denote the feeling of being in the company of
others during virtual interactions. This sensation fosters a sense of warmth and social connection akin to face-to-face interactions (Hassanein and Head,
2007). In e-commerce contexts, social presence significantly influences consumers' online shopping experiences, which are pivotal in virtual shopping
environments (Burton and Soboleva, 2011; Shin and Shin, 2011; Kim, 2015; Ma, 2021b). The social presence conveyed by websites enhances
behavioral intentions by increasing perceptions of pleasure and usefulness (Shen, 2012). Furthermore, Pelet et al. (2017) emphasize that social
platforms are adept at fostering social presence due to features like perceived interaction, which allow consumers to experience a sense of presence in
online settings (Mollen and Wilson, 2010). Interactions on these platforms provide diverse information and facilitate a sense of closeness among
consumers, thus enhancing social presence (Jiang et al., 2019).

H1a: IPI has an impact on SP

In the context of live streaming e-commerce, Interactions for Obtaining Product Information (IPI) play a crucial role in enhancing social presence by
enabling consumers to gather detailed product information through live demonstrations and explanations provided by streamers (Xue et al., 2020).
Unlike traditional e-commerce methods reliant on text and images, live streaming allows consumers to interact directly with streamers during product
presentations, which aids decision-making processes (Dodds et al., 1991). These interactions imbue consumers with a sense of interacting with real
individuals, thereby enhancing their perception of social presence (Li, 2019; Sun et al., 2019). Through facial expressions and body language, streamers
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can convey comprehensive information, fostering a sense of identity and belonging in virtual space. Moreover, online interactions provide consumers
with an immersive experience in a virtual world

(Hamilton et al., 2016; Hudson et al., 2019), simulating face-to-face communication and meeting social needs, thereby facilitating effective
communication and presence formation.

H1b: IPD has an impact on SP

Interaction for Grasping the Purchase Dynamics of Others (IPD) involves consumers engaging with fellow viewers within the same live streaming
environment. This form of interaction enhances social presence in several ways. Firstly, as proposed by Kim et al. (2013), IPD can strengthen social
presence by influencing viewers' perceptions of interdependency and responsiveness in others' purchase behaviors. Secondly, constructive interactions
between viewers and streamers can foster trust, thereby enhancing social presence (Gefen and Straub, 2004). Thirdly, real-time discussions among
participants in IPD enhance perceived social presence by actively engaging with product content and sellers (Hassanein and Head, 2005; Fang et al.,
2018; Sun et al., 2019). Therefore, IPD contributes significantly to the development of social presence in live streaming contexts.

H1c: IMI has an impact on SP

Interactions for Obtaining Monetary Incentives (IMI), such as virtual red packets and special discounts within live streaming sessions, enrich consumer
experiences and contribute to social presence. IMI enhances social perception in two main ways: firstly, by offering exclusive discounts or rewards that
reinforce a sense of community among participants and encourage consumer engagement (Xue et al., 2020); and secondly, through interactive
marketing tools like lucky draws and limited time offers that create a hedonistic atmosphere, further enhancing social presence (Park and Lin, 2020).
These immersive experiences in live streaming platforms are more impactful compared to traditional methods, thus intensifying the perceived social
presence. Consequently, interactions aimed at obtaining monetary incentives positively influence social presence in live streaming e-commerce.

In summary, interactions in live streaming platforms significantly impact social presence by simulating interpersonal relationships and fostering a sense
of community among participants. These interactions - whether for obtaining product information, grasping purchase dynamics, or acquiring monetary
incentives - play a crucial role in enhancing consumers' perceptions of social presence in virtual environments, thereby influencing their online
shopping behaviors.

Consumer conformity (CC)

Consumer conformity refers to how consumers adjust their product evaluations, purchase intentions, and behaviors based on information about others'
evaluations, intentions, and behaviors to align their choices with those of others (Lascu and Zinkhan, 1999). Deutsch and Gerard (1955) distinguish two
dimensions of consumer conformity: normative and informational. Normative conformity occurs when individuals conform to meet others' positive
expectations, aligning their purchases with group norms. Informational conformity, on the other hand, involves conforming to others' purchase beliefs
and decisions due to their perceived knowledge and expertise.

In the context of live streaming e-commerce, normative consumer conformity manifests through behaviors that conform to perceived group
expectations. Real-time interactions within live streams enhance consumers' sense of belonging and lead them to internalize group opinions, thereby
influencing their engagement in social commerce (Xue et al., 2020). The presence of a "bullet screen" where viewers' comments scroll in real-time
fosters a sense of community akin to offline shopping experiences, encouraging consumer conformity (Lu et al., 2016; Wongkitrungrueng and Assarut,
2018). Additionally, the excitement and continuous engagement in live streaming rooms create a compelling shopping environment that promotes
conformity to group expectations (Sun et al., 2019).

The informational influence of consumer conformity in live streaming environments is primarily driven by consumers' reliance on others' expertise and
evaluations when making purchasing decisions. In online settings, where physical inspection and direct interaction are absent, consumers face
uncertainty about product quality and rely on others' purchase behaviors to mitigate risk (Smink et al., 2019). Viewing historical sales volumes and
customer reviews provides crucial information that shapes consumer decisions, reinforcing conformity to others' choices (Lascu and Zinkhan, 1999).

H2a: IP1 has an impact on CC

In live streaming platforms, consumers primarily rely on two sources for acquiring product information: streamers and fellow viewers. Streamers not
only demonstrate and showcase products but also provide purchasing guidance and tips, influencing consumers to conform to the expectations set by
others (Park and Feinberg, 2010). Additionally, peer-to-peer communication among viewers serves as a credible source of product information, often
perceived as more trustworthy than business-sponsored content (Boush et al., 1993). The absence of physical interaction in virtual marketplaces limits
consumers' ability to assess product quality firsthand, leading them to conform to others' purchasing decisions due to their lack of expertise. This study
posits that interactions aimed at obtaining product information can encourage consumer conformity, highlighting its influential role in consumer
behavior.

H2b: IPD has an impact on CC

During live streams, interactions within the streaming environment allow consumers to observe and evaluate others' purchase behaviors and decisions
in real time. This observation helps consumers mitigate risks and gain confidence in their own purchasing decisions by aligning them with group norms
(Sun et al., 2019). When consumers' choices harmonize with those of the group, perceived uncertainties and risks associated with online shopping
diminish. Furthermore, consumers often gauge the acceptability of their decisions based on societal norms, viewing conformity as a prudent and



International Journal of Research Publication and Reviews, Vol 5, no 7, pp 2883-2895 July 20242887

economical approach to shopping (Bearden et al., 1989). Thus, this research suggests that interactions aimed at understanding others' purchase
dynamics positively impact consumer conformity, influencing consumer behavior within live streaming contexts.

H2c: IMI has an impact on CC

Incentives provided during live streaming, such as exclusive prices, coupons, and gifts (IMI), play a significant role in shaping consumers' purchasing
decisions and perceived risks. Firstly, these incentives create a vibrant and inviting atmosphere that fosters collective action among consumers,
intensifying conformity behaviors (Huang et al., 2012). Secondly, discounts and promotional offers reduce perceived risks associated with trying new
products, thereby increasing consumers' inclination towards conformity (Zhang and Yu, 2020). Consequently, this study posits that interactions
involving monetary incentives positively influence consumer conformity, underscoring their impact on consumer behavior during live streaming
sessions.

H3: SP has an impact on CC

The concept of social presence within live streaming environments serves to alleviate consumer uncertainties about products, thereby fostering
conformity. In such virtual communities, such as live streaming rooms, consumers fulfill their social needs for emotional connection and belonging,
akin to participating in a social network (Park and Feinberg, 2010). The interactive nature of live streaming facilitates a warm and communal
atmosphere, prompting consumers to conform to group expectations and enhancing consumer conformity (Kim et al., 2004). Additionally, a sense of
belonging within a group enhances cohesion, leading consumers to trust the expertise of group members and reducing doubts about products. This trust
in turn encourages conformity behaviors among consumers, supporting the hypothesis that social presence positively influences consumer conformity.

Purchase intention (PI)
H4a: SP has an impact on PI

Purchase intention in live streaming e-commerce hinges significantly on the perceived social presence. Research underscores that a heightened sense of
social presence enhances consumers' comfort levels during online shopping, thereby facilitating their purchase decisions (Sun et al., 2019). The reduced
perceived social distance between consumers and sellers fosters trust, which further bolsters consumers' intent to make purchases (Lu et al., 2016;
Wongkitrungrueng and Assarut, 2018). This positive relationship between social presence and purchase intention is well-established in the literature,
affirming the hypothesis that social presence positively impacts purchase intention in live streaming contexts.

H4b: CC has an impact on Pl

Furthermore, conformity among consumers plays a crucial role in expediting decision-making processes, particularly in environments where consumers
lack sufficient knowledge or time to evaluate product attributes independently (Lee and Park, 2008; Wu et al., 2017). In live streaming e-commerce,
where consumers can readily observe others' purchasing behaviors, conformity behaviors are likely to emerge. Such conformity not only validates
consumer decisions but also enhances the likelihood of actual transactions taking place. Therefore, the hypothesis that consumer conformity positively
influences purchase intention is supported, emphasizing its role as a facilitator of consumer behavior within live streaming e-commerce (H4b).

3. Methodology

Measurements

| developed a survey instrument comprising a five-point Likert scale questionnaire to measure several key constructs within the context of live
streaming e-commerce. First, inspired by previous studies (Jiang et al., 2019; Sun et al., 2019; Wongkitrungrueng and Assarut, 2018; Zhou et al., 2021),
Live Streaming Interaction (LSI) was operationalized into three dimensions: Interactions for Product Information (IPI), Interactions for Purchase
Dynamics (IPD), and Interactions for Monetary Incentives (IMI). Second, Social Presence in live streaming was operationalized to capture the degree
of interpersonal relationships felt by consumers, encompassing elements such as human warmth and social communication, drawing from scales
adapted from Gefen and Straub (2004), Ye et al. (2020), and Ou et al. (2014). Third, Consumer Conformity was defined through the influence of other
consumers' behaviors observed during live streaming on consumers' own purchase decisions and their desire to conform, based on scales adapted from
Wu et al. (2017) and Lee and Park (2008). Fourth, Purchase Intention was operationalized as consumers' intent to purchase products through live
streaming e-commerce, adapted from scales used in previous studies (Chen et al., 2011; Sun et al., 2019; Park and Lin, 2020).

Data collection

The survey was distributed online to Viethamese consumers via Google Forms due to the lack of human and financial resources. Participants were
selected based on recent shopping experiences through live streaming e-commerce platforms, recruited from several stores in Shopee, Lazada,
Facebook, and TikTok. They were informed that the survey aimed to investigate how LSI influences social presence, consumer conformity, and
purchase intentions. Participants from various age groups and backgrounds were included, all having recent experience in live streaming e-commerce
shopping, ensuring alignment with the survey's objectives. The questionnaire gathered demographic information, details of participants' live streaming
shopping experiences, including the platforms used and products purchased.

To ensure the questionnaire's validity and reliability for the Vietnamese context, a standardized back-translation method was employed. Initially, the
questionnaire was initially translated into Vietnamese by the author, with 2"-stage translation assistance and quality control by professional translators
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and subsequently back-translated into English by another translator to verify translation accuracy. Discrepancies between the original and back-
translated versions were addressed through careful comparison and proofreading. The data collection yielded a high recovery rate (97.61%), with 368
valid responses collected out of 377, meeting the study's minimum requirements for analysis.

Data structure

Table 1: Demographic statistics

Characteristics Number Percentage (%)
Male 165 44.84
Gender
Female 203 55.16
Below 20 35 9.51
21 - 30 214 58.15
IAge
31 - 40 78 21.20
I/Above 40 41 11.14
Single 245 66.58
Marital status
Married 123 33.42
Hanoi 141 38.32
Residency Ho Chi Minh City 158 42.93
Others 69 18.75
Shopee 121 32.88
Lazada 92 25
Platform
Facebook 63 17.12
ITikTok 92 25
< 10m VND 44 11.96
10m - 15m VND 70 19.02
15m - 20m VND 106 28.80
Income
20m - 30m VND 112 30.43
30m - 40m VND 23 6.25
> 40m VND 13 3.53

The dataset exhibits a well-structured composition with a 10.32% disparity between genders, predominantly female. A significant portion,
approximately 58%, of respondents fall within the 21-30 age bracket, followed by 21.20% aged 31-40, with 9.51% under 20 and 11.14% over 40,
indicating a satisfactory age distribution. Marital status reflects 66.58% single and 33.42% married, mirroring the broader trend in Vietnam where
single individuals are more likely to engage in consumption activities, particularly through online platforms. Geographically, the survey includes
38.32% from Hanoi, 42.93% from Ho Chi Minh City, and 18.75% from other cities, aligning with the concentration of economic activity and consumer
behavior in these two major cities. Income distribution reveals that the majority (30.43%) earn between 20 to 30 million VND per month, closely
followed by 28.80% earning between 15 to 20 million VND, which is consistent with typical income levels in Vietnam. Only a small percentage fell
below 10 million VND (11.96%), between 10 and 15 million VND (19.02%), and above 40 million VND (3.53%). Among the 368 valid survey
samples, the majority (32.88%) makes their purchases on Shopee, both Lazada and TikTok live streaming attract 25%, and Facebook live stream only
accounts for 17.12% of online customers. Overall, the dataset is representative of the Vietnamese consumer population and is suitable for regression
analysis.

4. Results

Internal consistency was assessed through the application of Cronbach's alpha (o) and composite reliability (CR), adhering to Nunnally's (1978)
criterion that o should surpass 0.7 to ensure reliability. In our study, all CR values reported in Table 2 exceeded 0.8, underscoring strong internal
consistency across all constructs. To establish convergent validity, as per Fornell and Larcker's (1981) guidelines, each item's factor loading should
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exceed 0.6. As detailed in Table 2, all indicators in our analysis met or surpassed these thresholds. This analysis demonstrated that all pairs of
constructs exhibited sufficient discriminant validity, thereby supporting the distinctiveness of each construct within the measurement model.

Table 2 - Reliability and validity assessment

Corrected Item - Cronbach’s Alpha
\Variables Items
Total Correlation  [if Item Deleted

P11 0.754 0.776

P12 0.638 0.791
IP1

P13 0.829 0.751
Cronbach’s Alpha = 0.846

P14 0.721 0.787

IP15 0.683 0.739

IPD1 0.655 0.723

IPD2 0.654 0.697
IPD

IPD3 0.819 0.781
Cronbach’s Alpha = 0.863

IPD4 0.704 0.715

IPD5 0.805 0.678

IMI1 0.708 0.722

IM12 0.641 0.736
IMI

IMI3 0.885 0.805
Cronbach’s Alpha = 0.905

IM14 0.739 0.837

IMI5 0.777 0.805

SP1 0.844 0.676

SP2 0.821 0.662
SP

SP3 0.618 0.655
Cronbach’s Alpha =0.871

SP4 0.890 0.877

SP5 0.636 0.786

CC1 0.756 0.669

CC2 0.726 0.846
CcC

CC3 0.586 0.909
Cronbach’s Alpha = 0.892

CC4 0.799 0.826

CC5 0.837 0.823

P11 0.798 0.746

P12 0.852 0.697
Pl

P13 0.721 0.736
Cronbach’s Alpha = 0.870

P14 0.703 0.689

P15 0.699 0.712

The structural equation modeling (SEM) analysis revealed significant path coefficients for all relationships, as indicated in Table 3. Specifically,
interactions for obtaining product information (IP1), interactions for grasping the purchase dynamics of others (IPD), and interactions for obtaining
monetary incentives (IMI) exhibited path coefficients of 0.373 (p < 0.001), 0.326 (p < 0.001), and 0.344 (p < 0.005), respectively, demonstrating a
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significant impact on social presence (SP). These findings provide strong support for hypotheses Hla, H1b, and H1c. Furthermore, all three interactions
for obtaining product information (IPI), interactions for grasping the purchase dynamics of others (IPD), and interactions for obtaining monetary
incentives (IMI) showed significant positive effects on consumer conformity (CC), with path coefficients of 0.317 (p < 0.001), 0.365 (p < 0.005), and
0.328 (p < 0.001), respectively, thus supporting hypotheses H2a, H2b and H2c. Moreover, social presence (SP) was found to significantly influence
consumer conformity (CC) with a path coefficient of 0.315 (p < 0.001), confirming hypothesis H3. Finally, purchase intention (PI) was positively
influenced by social presence (SP) with a path coefficient of 0.361 (p < 0.001) and by consumer conformity (CC) with a path coefficient of 0.427 (p <
0.001). These results provide strong empirical support for hypotheses H4a and H4b, respectively, indicating that both social presence and consumer
conformity play significant roles in shaping consumers’ purchase intentions in the context of live streaming e-commerce.

Table 3 - SEM results

Variables SP CC Pl

IPI 0.373™ 0.317"

IPD 0.326™" 0.365™

IMI 0.344™ 0.328""

Sp 0.315"" 0.361""
cC 0.427"
IAdjusted R? 0.692 0.712 0.610

- Sig.5% Sig. 1%

5. Conclusion

The interactions facilitated by live streaming e-commerce platforms offer an innovative approach that addresses the limitations of traditional e-
commerce, thereby enhancing consumer engagement. This study investigates the interrelationships among Live Streaming Interactions (LSI), social
presence, consumer conformity, and purchase intention, with a specific focus on how product type moderates these dynamics. The research confirms
the validity of categorizing LS| into three types: Interactions for obtaining product information (IP1), interactions for grasping the purchase dynamics of
others (IPD), and interactions for obtaining monetary incentives (IMI). Empirical findings indicate that all three IPI, IPD, and IMI significantly
influence social presence and consumer conformity within the live streaming context. These interactions not only resolve consumer uncertainties
regarding products but also foster a sense of community and interpersonal connection among consumers, aligning with previous studies (Jiang et al.,
2019). Such positive emotional experiences reinforce group membership perceptions and stimulate conformity behaviors, thereby enriching the overall
shopping experience (Tajvidi et al., 2017; Wang et al., 2019). Furthermore, the study integrates social presence, consumer conformity, and purchase
intention into a cohesive model. Results indicate that social presence positively affects consumer conformity, which, in turn, enhances purchase
intention, consistent with prior research (Li, 2019). This outcome underscores the role of frequent interactions and communication in simulating face-
to-face interactions, thereby alleviating consumer doubts and facilitating purchase decisions in live streaming environments. This nuanced
understanding offers valuable insights for marketers seeking to optimize their strategies in live streaming e-commerce, enhancing their ability to predict
and influence consumer decision-making processes effectively.
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