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Abstract - The growing popularity of social commerce has transformed the way 
consumers shop, particularly through live-streaming platforms such as TikTok Live. 
The interactive features of TikTok Live, coupled with promotional and visual marketing 
strategies, have increased the tendency of consumers to make unplanned purchases. 
This study investigates the influence of sales promotion, brand equity, and visual 
appeal on impulse buying behaviour toward fashion clothing on TikTok Live among 
female students at the International Islamic University Malaysia (IIUM), with 
perceived risk examined as a mediator. Guided by the Stimulus–Organism–Response 
(S–O–R) framework, a quantitative survey was conducted among 150 female 
undergraduate students. Data were analysed using descriptive statistics, zero-order 
correlation, and partial correlation analyses. The findings revealed that sales 
promotion, brand equity, visual appeal and perceived risk were positively related to 
impulse buying behaviour. Among the variables examined, brand equity 
demonstrated the strongest association with impulse buying behaviour. Furthermore, 
perceived risk partially mediated the relationships between sales promotion, brand 
equity, visual appeal, and impulse buying behaviour. These findings suggest that 
although consumers may perceive certain risks when purchasing fashion clothing 
through TikTok Live, such concerns do not necessarily prevent impulsive purchasing 
decisions. The study extends the application of the S–O–R framework in the context 
of social commerce and contributes to a better understanding of consumer behaviour 
in live-stream shopping environments. The findings also provide practical insights for 
marketers, retailers, and content creators in designing effective promotional and 
communication strategies on TikTok Live. 

Keywords: Impulse buying behaviour, TikTok Live, social commerce, sales promotion, 
brand equity, visual appeal, perceived risk 

 
 
1. Introduction  
 
The rapid growth of social commerce has transformed consumers’ purchasing behaviour by 
integrating shopping activities into social media platforms. Unlike traditional e-commerce, social 
commerce combines commercial transactions with social interaction, allowing consumers to discover 
products, exchange information, and make purchasing decisions within digital communities. The 
increasing adoption of social media for shopping purposes has created new opportunities for 
businesses to engage consumers through interactive and immersive experiences. According to 
Bazaarvoice (2025), approximately 79% of generation Z and millennial consumers integrate social 
media into their shopping journey. Among the emerging social commerce platforms, TikTok has 
become one of the most influential platforms, particularly among young consumers. 
 The introduction of TikTok Live has further accelerated the development of social commerce 
by enabling real-time interaction between sellers and consumers. Through live-streaming features, 
sellers can demonstrate products, respond to consumers’ questions, and provide immediate feedback 
during the purchasing process (Lee & Chen, 2021). Such interactions create a more engaging shopping 
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environment than conventional online shopping because consumers are able to obtain product 
information, observe product demonstrations, and communicate directly with sellers before making 
purchasing decisions. These communication features have contributed to the growing popularity of 
TikTok Live as a platform for promoting and selling products, particularly fashion clothing. 
 Fashion clothing is among the most frequently purchased products in live-stream commerce 
environments (Pangarkar, 2026). The visual nature of fashion products makes them particularly 
suitable for live-stream marketing, where sellers can showcase clothing through product 
demonstrations, try-on sessions, and interactive presentations. Previous studies have shown that 
consumers are more likely to make spontaneous purchasing decisions when shopping in live-stream 
environments due to the combination of entertainment, social interaction, and persuasive 
communication (Huang & Suo, 2021; Kei, 2022). Consequently, impulse buying behaviour has become 
increasingly prevalent within TikTok Live shopping environments. 
 Impulse buying behaviour refers to an unplanned and spontaneous purchasing decision that 
occurs without prior intention (Kathuria & Bakshi, 2025). Previous studies have identified several 
factors that influence consumers’ impulse buying behaviour in online and live-stream shopping 
contexts. Among these factors, sales promotion, brand equity, and visual appeal have received 
considerable scholarly attention. Sales promotion strategies such as discounts, vouchers, and limited-
time offers are designed to stimulate immediate purchasing behaviour and have been found to 
positively influence impulse buying decisions (Mishra et al., 2024; Wardani et al., 2023). Similarly, brand 
equity contributes to consumers’ confidence and familiarity with products, encouraging spontaneous 
purchasing behaviour, particularly within digital shopping environments (Pham et al., 2023; Kriti & 
Aruan, 2023). In addition, visual appeal plays a crucial role in live-stream commerce because consumers 
rely heavily on visual cues when evaluating products online. Attractive product presentations, 
streamers’ appearances, and visual demonstrations have been shown to increase consumers’ 
purchasing intentions and impulse buying tendencies (Liu & Zhang, 2023; Shi et al., 2025). 
 Despite the growing popularity of social commerce, perceived risk remains an important 
concern among online consumers. Perceived risk refers to consumers’ perceptions of uncertainty and 
potential negative consequences associated with purchasing products online (Zhang & Yu, 2020). 
Consumers may be concerned about product quality, financial loss, privacy issues, or the possibility of 
receiving products that do not match their expectations. Previous studies generally suggest that 
perceived risk discourages online purchasing behaviour and reduces consumers’ willingness to make 
spontaneous purchases (Gazali & Suyasa, 2020; Ha, 2020). Although TikTok Live may reduce certain 
forms of uncertainty through real-time interactions, consumers may still perceive risks related to 
product quality, sizing accuracy, and transaction security. Therefore, perceived risk is expected to 
negatively influence impulse buying behaviour. 
 Emerging studies also suggest that perceived risk may function as a mediating mechanism 
between marketing stimuli and consumers’ behavioural responses. Promotional incentives, strong 
brand equity, and attractive visual presentations may influence consumers’ perceptions of risk, which 
subsequently affect their purchasing decisions (Ying, 2022; Sanjaya et al., 2023). Nevertheless, existing 
findings remain inconclusive. While some studies reported that perceived risk mediates the 
relationships between marketing stimuli and impulse buying behaviour, others found limited or no 
mediating effects. These inconsistencies indicate the need for further investigation, particularly within 
the context of TikTok Live. 
 Although research on impulse buying behaviour in social commerce has increased 
considerably in recent years (Lee & Chen, 2021; Huang & Suo, 2021), several gaps remain. First, much 
of the existing literature focuses on general online shopping or live-stream commerce platforms other 
than TikTok Live (Liu & Zhang, 2022; Lee & Chen, 2021). Second, previous studies often examine sales 
promotion, brand equity, and visual appeal independently rather than investigating their combined 
influence on impulse buying behaviour (Kriti & Aruan, 2023; Pham et al., 2023). Third, empirical 
evidence regarding the mediating role of perceived risk remains inconsistent (Ying, 2022; Sanjaya et 
al., 2023). Finally, limited studies have focused on university students, who represent one of the most 
active groups of TikTok users and online shoppers (Bazaarvoice, 2025). 
 The present study is guided by the Stimulus–Organism–Response (S-O-R) model developed 
by Mehrabian and Russell in 1974 (Hochreiter et al., 2023). The model suggests that environmental 

4

Page 5 of 13 - Integrity Submission Submission ID trn:oid:::3618:142490689

Page 5 of 13 - Integrity Submission Submission ID trn:oid:::3618:142490689



stimuli influence individuals’ internal cognitive and emotional states, which subsequently affect 
behavioural responses. Within the context of TikTok Live, sales promotion, brand equity, and visual 
appeal function as stimuli, perceived risk represents the organism, and impulse buying behaviour 
represents the response. The S-O-R framework has been widely applied in studies of online consumer 
behaviour and provides a useful explanation of how communication and marketing stimuli influence 
purchasing decisions in digital environments. 
 Accordingly, this study investigates impulse buying behaviour toward fashion clothing on 
TikTok Live among female students at the International Islamic University Malaysia (IIUM). Specifically, 
it examines the relationships between sales promotion, brand equity, visual appeal, perceived risk, 
and impulse buying behaviour, as well as the mediating role of perceived risk. By doing so, the study 
contributes to the growing literature on social commerce and provides a better understanding of the 
factors influencing consumers’ purchasing behaviour within live-stream shopping environments. 
 The following hypotheses are proposed: 
H1: Sales promotion is positively associated with impulse buying behaviour toward fashion clothing on 
TikTok Live. 
H2: Brand equity is positively associated with impulse buying behaviour toward fashion clothing on 
TikTok Live. 
H3: Visual appeal is positively associated with impulse buying behaviour toward fashion clothing on 
TikTok Live. 
H4: Perceived risk is negatively associated with impulse buying behaviour toward fashion clothing on 
TikTok Live. 
H5: Perceived risk mediates the relationship between sales promotion and impulse buying behaviour 
toward fashion clothing on TikTok Live. 
H6: Perceived risk mediates the relationship between brand equity and impulse buying behaviour 
toward fashion clothing on TikTok Live. 
H7: Perceived risk mediates the relationship between visual appeal and impulse buying behaviour 
toward fashion clothing on TikTok Live. 

2. Method 

This study employed a quantitative cross-sectional survey design to examine the relationships 
between sales promotion, brand equity, visual appeal, perceived risk, and impulse buying behaviour 
toward fashion clothing on TikTok Live among female students at the International Islamic University 
Malaysia (IIUM). A quantitative approach was deemed appropriate because it enables the testing of 
hypothesised relationships among variables and facilitates statistical analysis of consumer behaviour 
(Creswell, 2014; Wimmer & Dominick, 2014). 
 The study was conducted at the International Islamic University Malaysia (IIUM), Gombak 
campus. The target population comprised female undergraduate students from various departments 
at the university. Female students were selected because previous studies have shown that women 
are more actively engaged in fashion consumption and are more likely to make impulse purchases in 
online and social commerce environments, making them a relevant population for investigating 
impulse buying behaviour toward fashion clothing on TikTok Live.  
 A convenience sampling technique was employed to recruit respondents who met the study 
criteria. Data were collected from female undergraduate students through both online and face-to-
face approaches. The survey link was distributed via WhatsApp, Telegram, and Instagram, while 
additional respondents were recruited from classrooms and common areas within the university. Prior 
to participation, respondents were screened to ensure that they were undergraduate students. A total 
of 150 valid responses were obtained and included in the analysis. 
 Data were collected using a structured questionnaire adapted from established instruments 
in previous studies. The questionnaire consisted of five sections: demographic information, general 
TikTok Live shopping behaviour, sales promotion, brand equity, visual appeal, perceived risk, and 
impulse buying behaviour. All measurement items for the main study variables were assessed using a 
five-point Likert scale ranging from 1 (strongly disagree) to 5 (strongly agree). Sales promotion was 
measured using six items adapted from Ying (2022) and Laroche et al. (2003), while brand equity was 
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measured using six items adapted from Schivinski et al. (2014). Visual appeal was assessed using six 
items adapted from Liu, Li and Hu (2013) and Vonkeman et al. (2017). Perceived risk was measured 
using eight items adapted from Masoud (2013), and impulse buying behaviour was measured using 
eight items adapted from Neves (2016). 
 To ensure instrument validity and reliability, all measurement items were adapted from 
previously validated scales. Prior to the main data collection, a pilot study involving 33 respondents 
was conducted. The questionnaire was reviewed by an expert in the field and assessed for internal 
consistency using Cronbach’s alpha. The reliability coefficients ranged from .79 to .91, exceeding the 
recommended threshold of .70 (Wimmer & Dominick, 2014), indicating satisfactory reliability for all 
study variables. Specifically, Cronbach’s alpha values were .90 for sales promotion, .88 for brand 
equity, .91 for visual appeal, .82 for perceived risk, and .79 for impulse buying behaviour. 
 Following data collection, the responses were screened and cleaned to ensure accuracy and 
completeness. The data were then analysed using the Statistical Package for the Social Sciences 
(SPSS) version 29. Descriptive statistics were used to summarise respondents’ demographic 
characteristics and TikTok Live shopping behaviour. Reliability analysis was performed to assess the 
internal consistency of the measurement scales. One-sample t-tests were used to determine 
respondents’ levels of behavioural responses toward sales promotion, brand equity, visual appeal, 
perceived risk, and impulse buying behaviour. Pearson’s zero-order correlation was employed to 
examine the relationships among the study variables and test Hypotheses 1 to 4. Finally, partial 
correlation analysis was conducted to examine the mediating role of perceived risk in the relationships 
between sales promotion, brand equity, visual appeal, and impulse buying behaviour (Hypotheses 5 
to 7). 

3. Results and Discussion 
3.1 Results 

Table 1 presents the demographic characteristics of the respondents. The study involved 150 female 
students from various departments at the International Islamic University Malaysia (IIUM). Most 
respondents were aged between 21 and 23 years (40%), followed by those aged 18–20 years (34.6%). 
The majority were Malaysian (80%), while 20% were international students. In terms of year of study, 
second-year students constituted the largest group (28.7%), followed by third-year students (26.7%). 
Regarding household income, most respondents reported a monthly household income between 
RM5,001 and RM7,000 (31.3%). 

Table 1: Demographic Background of Respondents (N = 150) 
Characteristics Category  Frequency  Percentage  

Age 

18-20 years old 52 34.6 

21-23 years old 60 40 

24-26 years old 28 18.7 

26 years old and above 10 6.7 

Nationality 
Malaysian 120 80 

Non-Malaysian 30 20 

Year of study 

First year 31 20.7 

Second year 43 28.7 

Third year 40 26.6 

Fourth year 36 24 

Household income 

Below RM1000 6 4 

RM 1000 – RM 3000 18 12 

RM 3001 – RM 5000 21 14 
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RM 5001 – RM 7000 47 31.3 

RM 7000 – RM 9000 35 23.3 

RM 9001 and above 23 15.4 

 Table 2 presents respondents' TikTok Live shopping behaviour. More than half of the 
respondents (50.7%) reported watching fashion clothing content on TikTok Live four times per week 
or more. Most respondents spent less than RM100 per month on fashion clothing purchases through 
TikTok Live (62.7%). Online banking was the most preferred payment method (80%), followed by cash 
on delivery (13.3%) and credit or debit cards (6.7%). 

Table 2: Respondents' Fashion Clothing Purchasing Behaviour on TikTok Live (N = 150) 
Shopping Characteristics Category Frequency  Percentage 

Frequency of watching fashioned 

clothing on TikTok Live 

Once a week 25 16.7 

Twice a week 11 7.3 

3 times a week 38 25.3 

4 times a week and 

above 

76 50.7 

Amount of money spent on buying 

fashioned clothing from TikTok Live 

every month  

Less than RM 100 94 62.7 

RM 150 – RM 250 47 31.3 

More than RM 250 9 6 

Preferred payment method 

Online banking 120 80 

Credit/Debit card 10 6.7 

Cash on delivery 20 13.3 

 Table 3 presents the results of the one-sample t-test analyses. Among the variables examined, sales 
promotion recorded the highest mean score (M = 3.83, SD = 0.87), followed by perceived risk (M = 3.55, SD = 0.77), 
visual appeal (M = 3.53, SD = 0.86), impulse buying behaviour (M = 3.46, SD = 0.88), and brand equity (M = 3.39, 
SD = 0.89). All variables recorded mean scores above the midpoint value of 3.00, indicating generally positive 
responses among the respondents. 

Table 3: Descriptive Statistics of Key Variables (N = 150) 
Variables Mean SD 

Sales Promotion 3.83 0.87 
Brand Equity 3.39 0.89 
Visual Appeal 3.53 0.86 
Perceived Risk 3.55 0.77 
Impulse Buying Behaviour 3.46 0.88 

 Table 4 presents the Pearson's zero-order correlation results among the study variables. Sales 
promotion was positively and significantly associated with impulse buying behaviour (r = .571, p < .001). 
Similarly, brand equity (r = .703, p < .001) and visual appeal (r = .602, p < .001) were positively related 
to impulse buying behaviour. Perceived risk was also positively associated with impulse buying 
behaviour (r = .638, p < .001). Overall, the findings indicate significant relationships among all study 
variables. 

Table 4: Zero-Order Correlations Among Variables (N = 150) 
Variables 1 2 3 4 5 

Sale promotion -     
Brand equity .759** -    
Visual appeal .721** .742** -   

5
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Perceived risk 537** .529** .563** -  
Impulse buying .571** .703** .602** .638** - 

Note. p < .01 

 Table 5 presents the Partial correlation results among all the study variables. Partial 
correlation analysis was conducted to examine the mediating role of perceived risk in the relationships 
between sales promotion, brand equity, visual appeal, and impulse buying behaviour. The findings 
revealed that the correlation coefficient between sales promotion and impulse buying behaviour 
decreased from r = .571 to r = .351 after controlling for perceived risk, indicating partial mediation. 
 Similarly, the relationship between brand equity and impulse buying behaviour decreased 
from r = .703 to r = .560 after controlling for perceived risk. The relationship between visual appeal and 
impulse buying behaviour also decreased from r = .602 to r = .382. These findings suggest that 
perceived risk partially mediated the relationships between sales promotion, brand equity, visual 
appeal, and impulse buying behaviour. 

Table 5: Pearson Correlation Coefficients among Study Variables with Perceived Risk as a Control Variable 
Controlled variable Variables 1 2 3 4 
Perceived risk Sale promotion -    
 Brand equity .663** -   
 Visual appeal .601** .633** -  
 Impulse buying .351** .560** .382** - 

Note. p < .01 

3.2 Discussion 
This study examined the relationships between sales promotion, brand equity, visual appeal, 
perceived risk, and impulse buying behaviour toward fashion clothing on TikTok Live among female 
students at the International Islamic University Malaysia (IIUM). It also investigated the mediating role 
of perceived risk in these relationships. Overall, the findings indicate that sales promotion, brand 
equity, and visual appeal positively influence impulse buying behaviour, while perceived risk 
demonstrated an unexpected positive relationship with impulse buying behaviour. Furthermore, 
perceived risk partially mediated the relationships between the three antecedent variables and 
impulse buying behaviour. 
 To further elaborate, the findings revealed a significant positive relationship between sales 
promotion and impulse buying behaviour, supporting H1. This finding is consistent with previous 
studies which reported that promotional incentives such as discounts, vouchers, flash sales, and 
limited-time offers encourage consumers to make spontaneous purchasing decisions (Mishra et al., 
2024; Wardani et al., 2023). Similarly, Tang et al. (2026) found that promotional stimuli significantly 
increase consumers’ tendency to engage in impulse purchases by creating a perception of greater 
value and urgency. In live-stream commerce environments, promotional messages are often delivered 
in real time, increasing consumers’ emotional arousal and encouraging immediate purchasing 
behaviour. Consequently, consumers may feel compelled to purchase products before promotional 
opportunities expire. This finding highlights the effectiveness of promotional communication 
strategies in shaping consumer behaviour in social commerce environments. 
 The study also found a significant positive relationship between brand equity and impulse 
buying behaviour, supporting H2. Among all variables examined, brand equity demonstrated the 
strongest relationship with impulse buying behaviour. This finding suggests that consumers who 
possess favourable perceptions of fashion brands are more likely to make spontaneous purchases 
when exposed to products on TikTok Live. The result supports previous research indicating that brand 
awareness, brand loyalty, and positive brand associations enhance consumers’ confidence in 
purchasing decisions and increase their tendency to buy products impulsively (Lee & Chen, 2021; Pham 
et al., 2023). Ahada et al. (2025) likewise argued that consumers tend to rely on brand-related 
knowledge and associations when making purchasing decisions. In live-stream commerce 
environments, strong brand equity may reduce consumers’ cognitive effort during the decision-
making process because trusted brands are perceived as less risky and more reliable. Consequently, 
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consumers may rely on their existing trust in a brand rather than engaging in extensive information 
evaluation.  
 The findings further indicated that visual appeal was positively associated with impulse 
buying behaviour, supporting H3. The present finding aligns with prior research which reported that 
attractive visual presentations significantly influence consumers’ purchasing decisions and increase 
impulse buying tendencies in online shopping environments (Liu & Zhang, 2023; Kriti & Aruan, 2023). 
Along the same lines, Shi et al. (2025) found that aesthetically appealing online environments enhance 
consumers’ emotional responses and stimulate unplanned purchases. In the context of TikTok Live, 
visual appeal is particularly important because consumers rely heavily on visual information when 
evaluating fashion products. Product demonstrations, clothing try-on sessions, and attractive live-
stream presentations allow consumers to visualise product usage and appearance, thereby increasing 
product desirability. The finding underscores the importance of visual communication strategies in 
shaping consumer behaviour within social commerce environments. 
 Contrary to the proposed hypothesis, perceived risk was positively associated with impulse 
buying behaviour, resulting in the rejection of H4. This finding differs from previous studies which 
reported that perceived risk discourages online purchasing behaviour by increasing consumers’ 
concerns regarding product quality, privacy, financial security, and delivery uncertainties (Ha, 2020; 
Phamthi et al., 2024). A possible explanation for this unexpected finding lies in the unique 
characteristics of TikTok Live. TikTok Live provides real-time product demonstrations, direct 
interactions with sellers, and immediate feedback from other viewers. These features may reduce the 
impact of perceived risk on consumers’ decision-making processes. Although consumers recognise 
the potential risks associated with purchasing fashion clothing online, these concerns may be 
outweighed by attractive promotional offers, trusted brands, and engaging visual presentations. The 
finding suggests that within live-stream commerce environments, consumers may continue to engage 
in impulse buying despite being aware of potential risks. This highlights the complex nature of risk 
perceptions in social commerce settings and suggests that perceived risk may not always function as 
a barrier to impulsive purchasing behaviour. 
 Furthermore, perceived risk was found to partially mediated the relationship between sales 
promotion and impulse buying behaviour, supporting H5. This finding concurs with earlier evidence 
suggesting that consumers evaluate promotional offers through a risk–benefit assessment process 
before making purchasing decisions (Huang & Sou, 2021). Previous research has shown that attractive 
promotional incentives can stimulate impulse buying behaviour, yet consumers often remain 
concerned about product quality, sizing accuracy, and transaction security when purchasing online 
(Ying, 2022). The present finding suggests that although sales promotions encourage spontaneous 
purchasing behaviour, perceived risk may reduce the strength of this relationship. Nevertheless, 
because the mediation effect was partial, promotional incentives continue to exert a substantial 
influence on impulse buying behaviour despite the presence of perceived risk. 
 Perceived risk also partially mediated the relationship between brand equity and impulse 
buying behaviour, supporting H6. This finding is consistent with previous studies suggesting that 
strong brand equity reduces consumers' perceived uncertainty and increases confidence in purchasing 
decisions (Sanjaya et al., 2023). Kriti and Aruan (2023) likewise found that favourable brand 
perceptions enhance consumer trust and mitigate the negative effects of perceived risk. However, the 
present study demonstrates that perceived risk remains relevant even when consumers possess 
positive perceptions of a brand. Consumers may trust a particular fashion brand while simultaneously 
worrying about product fit, colour accuracy, or delivery outcomes. Therefore, brand equity does not 
completely eliminate perceived risk but rather reduces its influence on purchasing decisions. This 
explains why perceived risk only partially mediated the relationship between brand equity and impulse 
buying behaviour.  
 Finally, the study found that perceived risk partially mediated the relationship between visual 
appeal and impulse buying behaviour, supporting H7. This finding aligns with previous studies 
indicating that visually appealing online environments increase consumers’ purchase intentions by 
enhancing product evaluations and emotional engagement (Lee & Chen 2021; Vonkeman et al., 2017). 
At the same time, research on online consumer behaviour suggests that visual information alone may 
not completely eliminate consumers’ concerns regarding product quality and performance (Sanjaya 
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et al., 2023). The present finding suggests that attractive visual presentations on TikTok Live 
encourage impulse buying behaviour by stimulating positive emotional responses, while perceived risk 
simultaneously introduces caution into the decision-making process. Consequently, both affective and 
cognitive mechanisms operate together in shaping consumers’ purchasing behaviour. 
 From a theoretical perspective, these findings support and extend the Stimulus–Organism–
Response (S-O-R) model. Consistent with the model’s assumptions, sales promotion, brand equity, 
and visual appeal functioned as environmental stimuli that influenced consumers’ behavioural 
responses in the form of impulse buying behaviour. The findings further demonstrate the importance 
of perceived risk as an organism variable that partially explains how consumers process marketing 
stimuli before making purchasing decisions. However, the positive relationship observed between 
perceived risk and impulse buying behaviour suggests that consumers’ responses in live-stream 
commerce environments may differ from those predicted in traditional online shopping contexts. 
 The findings also highlight the unique characteristics of TikTok Live as a social commerce 
environment where entertainment, social interaction, and commercial activities converge. In such 
settings, consumers may continue to engage in impulse buying despite recognising potential risks 
because real-time product demonstrations, direct interactions with sellers, and engaging visual 
presentations can reduce uncertainty and enhance purchasing confidence. This suggests that the 
influence of perceived risk may be more complex in live-stream commerce than in conventional e-
commerce environments. 
 Overall, the findings demonstrate that perceived risk serves as an important psychological 
mechanism linking marketing stimuli to impulse buying behaviour. At the same time, they underscore 
the importance of contextualising the S-O-R model within contemporary social commerce 
environments, where consumers’ cognitive evaluations and behavioural responses may be shaped by 
the interactive and immersive features of live-stream shopping platforms such as TikTok Live. 

4. Conclusion 

This study examined the relationships between sales promotion, brand equity, visual appeal, 
perceived risk, and impulse buying behaviour toward fashion clothing on TikTok Live among female 
students at the International Islamic University Malaysia (IIUM). The findings indicate that sales 
promotion, brand equity, and visual appeal are significant positive predictors of impulse buying 
behaviour, with brand equity emerging as the strongest determinant. Contrary to expectations, 
perceived risk was positively associated with impulse buying behaviour, suggesting that consumers 
may continue to make spontaneous purchases despite recognising potential risks associated with 
online shopping. Furthermore, perceived risk partially mediated the relationships between sales 
promotion, brand equity, visual appeal, and impulse buying behaviour, highlighting its role as an 
important psychological mechanism influencing consumer decision-making in live-stream commerce 
environments. 
 Overall, these findings support the core assumptions of the Stimulus–Organism–Response (S-
O-R) model by demonstrating that marketing stimuli influence consumers’ behavioural responses 
through internal cognitive evaluations. However, the results also underscore the importance of 
contextualising the S-O-R model within contemporary social commerce environments. In the context 
of TikTok Live, real-time interactions, product demonstrations, promotional communication, and 
engaging visual presentations may reduce the constraining effect of perceived risk, enabling 
consumers to engage in impulse buying behaviour despite recognising potential uncertainties. The 
study therefore extends the application of the S-O-R framework by highlighting the complex role of 
perceived risk within highly interactive live-stream shopping platforms. 
 These findings have important practical implications for marketers, retailers, and content 
creators operating on TikTok Live. Businesses should strategically utilise promotional incentives, 
strengthen brand equity, and enhance visual presentation strategies to encourage consumer 
engagement and purchasing behaviour. At the same time, efforts to reduce consumers’ perceived risk 
through transparent product information, accurate product demonstrations, responsive 
communication, and reliable transaction processes remain essential. Such strategies may help foster 
consumer trust and create more effective live-stream shopping experiences. Future research may 
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consider examining additional psychological and social factors, such as trust, fear of missing out 
(FOMO), parasocial interaction, or social influence, to provide a more comprehensive understanding 
of impulse buying behaviour in social commerce environments. 
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