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Abstract. The rapid evolution of digital technology and social media has 

transformed consumer purchasing behavior. TikTok Shop, as a leading social 

commerce platform, integrates entertainment and shopping through live 

streaming and interactive video content. These features enable real-time 

interaction between sellers and consumers, fostering engagement and 

influencing purchase decisions. This study applied a quantitative approach using 

an online survey distributed to 97 TikTok users who had purchased through live 

streaming or interactive videos. The data were examined using Partial Least 

Squares–Structural Equation Modeling (PLS-SEM) to test the hypotheses and 

assess the relationships among live streaming, interactive video content, and 

purchasing decisions. The results indicate that both live streaming and 

interactive video content have a significant and positive influence on consumer 

purchasing decisions. Live streaming enhances trust and engagement through 

real-time communication, while interactive videos provide compelling visual 

content that strengthens confidence in purchase decisions. Moreover, interactive 

videos showed a stronger effect than live streaming due to their flexibility and 

broader reach. This study contributes to digital marketing and social commerce 

literature by offering empirical evidence on how live streaming and interactive 

videos influence consumer behavior on TikTok Shop. Practically, the findings 

provide valuable insights for businesses to optimize promotional strategies and 

enhance consumer engagement in competitive digital marketplace 
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1 Introduction 

The development of information technology today is very rapid, influencing 

interactions, work and internet business, making it possible to be smarter in making 

purchasing decisions, as well as making it easier to access social media. [1] One of the 

platforms that has grown rapidly in recent years is TikTok. TikTok is a short video 

sharing platform that offers a wide variety of unique content and is often used for 

commercial purposes. [2] TikTok is a platform that is currently very influential for 

entrepreneurs, especially those just launching their businesses, because it provides the 

opportunity to share information quickly and comprehensively. 
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were informed about the study’s purpose and their rights to confidentiality and 
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AVE value ≥ 0.50 indicates that more than 50% of the indicator's variance can be 
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on purchase satisfaction with a path coefficient value (β = 0.367; p < 0.00), which also 

influence on purchasing decisions (β = 0.464; p < 0.00). These results indicate that 
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purchasing decisions. Specifically, live streaming has a positive effect (β = 0.367), 

Meanwhile, interactive video content shows a stronger effect (β = 0.464), 
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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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