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Abstract. In the fluid universe of e-commerce, the need to comprehend how 

customers interact with new social media marketing techniques has never been 

more essential. This fact leads to this study, which aims to explore the impact of 

live streaming and micro-influencer endorsement on consumers’ purchase 

intentions toward a local fashion brand called Portegoods, especially in the 

context of engagement platform in TikTok. By using the approach of quantitate 

research, data were obtained through structured questionnaires from all 128 

participants who have followed or come into contact with Portegoods on TikTok. 

The employed measurements were valid and reliable, as the assumed research 

tools were statistically reliable and fit for examination. The multiple linear 

regression model shows that the live streaming and micro-influencer variables 

had a significant impact on purchase intention when being considered one by one 

or all together. These results demonstrate that real-time interaction and genuine 

influencer marketing must be integrated in digital strategies to increase consumer 

intentions. In theoretical terms, we contribute to the literature in the domain of 

digital marketing effectiveness by integrating types of emotional support and 

influencer into one common predictive framework. Implication: The findings 

provide practical evidence of interest to local brands who would like to learn how 

the digital marketplace influences customer engagement and conversion in an era 

of heightened competition. 

Keywords: Live Streaming, Microinfluencer, Purchase Intention, Social Media 

Marketing, Digital commerce. 

1 Introduction 

The digitalisation of marketing has evolved significantly with the proliferation of social 

media and the integration of live-streaming technologies into e-commerce ecosystems 

[1]. Among these, TikTok has emerged as the dominant platform, offering an 

interactive space where entertainment, community engagement, and commerce 

converge [2, 3]. In particular, TikTok’s live streaming feature has transformed how 

brands communicate product value in real time, allowing for immediate consumer 

interaction, emotional resonance, and impulse-driven purchasing [4]. This trend has 

catalysed
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Portegoods adopts an “ – – ” (Observe– –
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’sculture

: Live streaming has a positive influence on consumers’ purchase intentions 
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"purchase intention”. Microinfluencers also have a greater impact on consumer 
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Cronbach’s 

Microinfluencer (X2) and 6 items for Purchase Intention (Y). The tool’s
Pearson’s

Cronbach’s
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(α (H₀)

H₀

significantly enhance consumers’ intention to purchase.



            1263Enhancing Purchase Intention Through Live Streaming and … 

forming consumers’ attitude and intention due to their relatability, authenticity, and 

influence consumers’ purchase intention toward Portegoods on TikTok. 
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Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the
source, provide a link to the Creative Commons license and indicate if changes were made.
        The images or other third party material in this chapter are included in the chapter's
Creative Commons license, unless indicated otherwise in a credit line to the material. If material
is not included in the chapter's Creative Commons license and your intended use is not
permitted by statutory regulation or exceeds the permitted use, you will need to obtain
permission directly from the copyright holder.
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