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 In recent years, live streaming has emerged as a transformative force in the digital 

commerce landscape, particularly within the fashion industry. This study aims to 

analyze the effect of live streaming on consumer purchasing behavior, with trust as 

a mediating variable. This research uses a quantitative approach, with data 

collected through questionnaires distributed to 276 respondents in Gorontalo 

Province, who are active consumers in purchasing fashion products through live 

streaming services such as Shopee Live and TikTok Live. The analysis was carried 

out using SmartPLS 3 software to test the validity, reliability, and structural 

relationships between variables.  The results reveal three key findings: (1) live 

streaming exerts a significant and positive direct influence on purchase decisions; 

(2) live streaming significantly enhances consumer trust; and (3) trust itself 

significantly predicts purchase decisions. These findings underscore the dual 

function of live streaming as both a transactional and relational tool in online 

shopping contexts. Theoretically, the study enriches the literature by integrating 

real-time interactive media into trust-based consumer behavior models. Practically, 

the findings offer strategic insights for digital marketers and e-commerce platforms 

seeking to optimize live streaming as a trust-building and conversion-enhancing 

mechanism. These findings strengthen previous literature and emphasize the 

importance of interaction quality in live streaming-based digital marketing 

strategies. This research provides strategic implications for fashion businesses to 

optimize live-streaming features in building customer trust. 
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1. Introduction 

 

The, development of digital technology has revolutionized the way consumers interact and shop efficiently, a 

process that minimizes time and money. This encourages social trading factors to invest in innovative 

business models (Ko & Ho, 2024). One of the prominent innovations is the use of live streaming as a 

marketing tool that allows real-time interaction between sellers and consumers. Live streaming offers an 

interactive and immersive shopping experience, where consumers can see products directly, ask questions, 

and receive instant responses from sellers. This creates a greater sense of involvement and transparency than 

traditional marketing methods. Live streaming can attract consumers to buy their products (Liao, 2025), live 

streaming attributes such as product quality and price transparency influence consumer trust and intention to 

buy fashion products (Chandrruangphen et al., 2022). 

https://creativecommons.org/licenses/by-nc/4.0/
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Currently, the live-streaming trend in e-commerce is growing. In Asia, platforms such as Shopee 

Live and TikTok Live have changed the way consumers interact with brands, especially in the fashion 

industry, which relies on visual experiences and personal trust (Februadi & Septiani, 2024). In Indonesia 

alone, 61% of Gen Z consumers stated that they prefer to buy fashion products after watching live broadcasts  

that feature reviews and direct interactions with sellers or influencers (Zein & Ambarwati, 2025). This trend 

shows a fundamental change in how consumers make decisions, while also emphasizing the importance of a 

deeper understanding of the process of building trust in an interactive digital context. 

Although live streaming has great potential in building consumer trust and an increasing number of 

businesses are utilizing live streaming as a marketing strategy, there are still challenges in understanding the 

specific factors that influence its effectiveness. Several factors, such as brand trust and promotions, have 

dominated consumer purchasing decisions (Puspitarini et al., 2024). Most previous studies have only 

highlighted technical aspects such as video quality or broadcast duration (N. Chen & Yang, 2023; Ko & Ho, 

2024), engaging content (A. Chen et al., 2024; Li & Santirojanakul, 2025), credibility, and interaction (Cui et 

al., 2024), while cognitive and affective aspects of consumers, such as trust, remain under-explored (Qing, 

2025; Tirtayani & Aghivirwiati, 2025; Yang et al., 2025). Additionally, there is a gap in the literature 

regarding how live streaming influences consumer purchasing behavior across different market segments. 

Most previous studies have focused on Asian markets, such as China (Dai & Cui, 2022; Guo et al., 2021; Liu 

& Zhang, 2024) and Thailand (Li & Santirojanakul, 2025), while research in the Indonesian context remains 

limited. 

The main issue raised in this study is how consumer trust is formed and acts as a mediating variable 

in the relationship between live streaming interactions and purchasing decisions for fashion products. In the 

context of digital marketing based on live streaming, consumers often face the risk of incomplete or 

manipulative information, making trust a key element in turning intent into actual purchases (Februadi & 

Septiani, 2024; Lay et al., 2024). It is not uncommon for the information presented to be hyperbolic, biased, 

or even manipulative for the sake of sales. This situation creates an information imbalance between sellers 

and buyers, ultimately increasing uncertainty and risk in the consumer decision-making process (Februadi & 

Septiani, 2024). 

Consumer trust serves as the key to bridging this gap. However, trust is not built instantly; it is the 

result of an accumulated perception of the integrity, competence, and transparency of the information 

provider—in this case, the host or live streamer. Consumer trust is a crucial factor in purchase decisions, 

especially in a digital environment where consumers cannot physically touch or try the products. The 

challenge lies in how consumers can assess the credibility of the host and the authenticity of the product 

solely through a screen, without the sensory experiences offered by conventional shopping (Lay et al., 2024). 

Live streaming has been shown to be successful in promoting purchases (A. Chen et al., 2024; Iisnawati et 

al., 2022; Tirtayani & Aghivirwiati, 2025) and increasing consumer trust in both products and sellers through 

transparent, real-time interaction (Februadi & Septiani, 2024; Liu & Zhang, 2024; Yudha et al., 2022) 

Customers are much more likely to trust a product when they can see live product demonstrations, watch the 

host's impromptu reactions, and ask questions and get prompt answers. By acting as a bridge, this trust 

lessens the uncertainty that frequently permeates e-commerce transactions, especially in the fashion industry, 

where personal fit and visual judgment are crucial (Guo et al., 2021). 

Few studies have thoroughly investigated the mediating mechanism of trust in the relationship 

between live streaming interaction and purchasing behavior, despite prior findings showing the positive 

effects of live streaming on trust and purchase behavior. This is especially true in the fashion industry, which 

has particularly distinctive characteristics. Fashion, as a high-involvement product, requires consumers to 

feel confident not only in the product itself, but also in the host, the brand, and the digital platform used. 

Therefore, this study is crucial for exploring the role of live streaming in building consumer trust and how 

that trust, in turn, influences the purchasing behavior of fashion products. 

Furthermore, this study seeks to understand to what extent the visual aspect and emotional 

engagement of live streaming have a unique influence on the fashion industry compared to other product 

categories. Unlike other products, fashion is inherently tied to visual perception and emotional expression. 

Consumers need to see how the product fits, moves, and complements identity, making visual realism and 

emotional connection crucial for trust and decision-making.  

In addition, trust is selected as the primary mediating variable in this research because it directly 

addresses the key uncertainty in live commerce: information asymmetry and product authenticity. Trust is the 
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prerequisite that allows perceived value to be accepted, engagement to be meaningful, and experience quality 

to be credible. Therefore, trust is not only central but foundational in the context of live-stream-based fashion 

purchasing decisions. 

 

2. Research Method 

 

The method used in this study is a quantitative approach, aiming to examine the relationships between 

variables objectively and measurably. The study was carried out in the province of Gorontalo.  The 

questionnaire used to collect the data was created utilizing indicators of the study variables.  The survey was 

given to 276 respondents, all of whom are active shoppers who have used live-streaming services on social 

media or other e-commerce platforms to buy fashion items online.  With the requirement that respondents 

had made at least one live streaming purchase in the previous three months, purposive sampling was the 

sample strategy used.  The SmartPLS 3 application was used to process the gathered data.  In addition to 

analyzing the structural relationships between the variables in the research model, this method was utilized to 

test the validity and reliability of the research instruments.  

The validation process was conducted through several stages of testing to ensure that each construct 

demonstrated adequate validity and reliability. In SmartPLS, the validity assessment comprises two main 

components: convergent validity and discriminant validity. Convergent validity was evaluated by examining 

the outer loading values of the indicators. A loading value between 0.50 and 0.60 is considered acceptable for 

demonstrating sufficient convergence of indicators to their respective latent constructs (Chin, 1998; J. F. Hair 

et al., 2019). Discriminant validity, on the other hand, was assessed by comparing the square root of the 

Average Variance Extracted (AVE) of each construct with the inter-construct correlations. A construct is said 

to have adequate discriminant validity if the square root of its AVE is greater than the correlation values with 

other constructs (Ghozali, 2021). Furthermore, construct reliability was tested using both Cronbach’s Alpha 

and Composite Reliability. A minimum threshold value of ≥ 0.70 was used as the criterion to indicate high 

internal consistency reliability for each construct (J. Hair & Alamer, 2022). To ensure the measurability and 

construct validity of the variables used in this study, the development of indicators was based on prior 

scholarly research. The Live Streaming and Trust variables were developed based on the work of (Tian et al., 

2023). The Purchase Decision variable refers to the classical consumer behavior model proposed by (Kotler 

& Armstrong, 2008). 

 

3. Result and Discussion 

 

In this study, the validity and reliability of the measurement tools were tested as part of the evaluation of the 

measurement model.  The two main parts of validity testing in the SmartPLS framework are discriminant 

validity and convergent validity.  Convergent validity is the degree of agreement between several indicators 

of a construct.  As recommended by(Chin, 1998; J. F. Hair et al., 2019), an indicator is deemed to have 

appropriate convergent validity if its outer loading value surpasses the threshold of 0.50 to 0.60.  According 

to this criterion, the observable variables are guaranteed to accurately reflect the corresponding latent 

constructs. 

The degree to which a construct is actually different from other constructs in the model is evaluated 

by discriminant validity.  As suggested by (Ghozali, 2021), discriminant validity is proven when the square 

root of the Average Variance Extracted (AVE) for each construct is greater than the inter-construct 

correlations.  In contrast to other constructs in the model, this suggests that the construct shares a greater 

amount of variance with its indicators.  The Cronbach's Alpha and Composite Reliability values were 

examined as part of the reliability testing process.  Cronbach's Alpha and Composite Reliability scores must 

both be more than 0.70 for a build to be deemed reliable (J. Hair & Alamer, 2022). The items used to 

represent each latent construct are guaranteed to be internally consistent thanks to these measures. 
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Figure 1. Outeir modeil 

 

Drawing from the i findings de ipicte id in the i afore ime intione id figure i, eiveiry indicator ite im e ixhibits oute ir 

loading value is e ixce ieiding 0.50, fulfilling the i minimal thre ishold sugge isteid by (Chin, 1998; J. F. Hair eit al., 

2019). Whein the i obse irvable i variable is and the iir correisponding late int constructs share i a significant amount of 

variation, the i outeir loading value is fall within this acce iptable i range i. In othe ir words, the i eimpirical 

dime insionality of the i conce ipt is supporte id since i eiach ite im is ade iquate ily re ipre iseintative i of the i construct it is 

meiant to me iasure i. Since i e iveiry indication is gre iate ir than the i neiceissary loading value i, it can bei said that the i 

meiasure imeint iteims utilize id in this study me ieit thei criteiria for conve irge int validity. 

 
Table 1. Discriminant validity 

 Live Streaming Purchase Decision Trust 

Livei Streiaming 0,772     

Purchasei Deicision 0,745 0,729   

Trust 0,591 0,570 0,824 

 

Thei square i root of e iach construct's Ave irage i Variance i E ixtracte id (AVE i) is highe ir than the i 

correilations be itwe iein that construct and any othe ir constructs in the i mode il, according to the i discriminant 

validity table i above i. Indicators for eiach variable i include id in this study me ieit the i reiquire imeints for sufficie int 

discriminant validity, according to this. 

 
Table 2. Cronbach's alpha dan compositei reiliability 

  Cronbach's Alpha Composite Reliability 

Livei Streiaming 0,774 0,855 
Purchasei Deicision 0,779 0,850 

Trust 0,842 0,894 

 

For eiach construct, Cronbach’s Alpha and Composite i Reiliability we irei useid to e ivaluatei the i inteirnal 

consisteincy re iliability of the i meiasure imeint tools. A construct is de ieimeid to havei acceiptable i reiliability whe in 

both Cronbach’s Alpha and Composite i Reiliability value is are i gre iate ir than the i 0.70 thre ishold, which me iasure is 

how we ill a se it of ite ims consiste intly re ifleicts the i unde irlying late int variable i. As shown in Tablei 2, the i 

Cronbach’s Alpha and Composite i Reiliability value is for all thre iei of the i study’s constructs are i above i thei 0.70 

thre ishold, indicating that the i meiasure imeint tools have i a high de igre iei of consiste incy. Thei variable is include id in 

this study have i good re iliability, according to the isei findings, which guarante ieis that the i obse irve id indicators 

reiliably me iasure i the i deisire id constructs and uphold the i me iasure imeint mode il's robustne iss. 

Inner Model Measurement 

Thei R-square id value i, a me iasure i of the i mode il's goodne iss-of-fit, is e ixamine id in ordeir to asse iss the i 

structural mode il. R-square id value is of 0.25 are i reigarde id as we iak, 0.5 as mode irate i, and 0.75 as substantial (J. 

F. Hair eit al., 2019). 

 
Table 3. R-squarei 

  R Square 

Purchasei Deicision 0,580 

Trust 0,349 
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Thei R-square id value i for the i purchase i deicision variable i is 0.580, as indicate id in Tablei 3.  According 

to this, the i combine id impact of trust and live i stre iaming accounts for about 58% of the i variation in purchase i 

deicisions.  Othe ir factors not include id by the i curre int mode il could bei reisponsible i for the i re imaining 42% of the i 

variance i.  An R-square i value i of this size i indicate is a mode irate i to strong e ixplanatory powe ir, indicating that, in 

thei conteixt of live i stre iaming comme irce i, the i sugge isteid preidictors significantly influe ince i consume irs' online i 

purchasei deicisions. Purchase decisions not only reflect the strength of the model but also imply that trust 

plays a crucial role, both as a direct variable and as a mediator between live streaming and purchasing 

decisions. 

 Additionally, the i live i stre iaming variable i accounts for 34.9% of the i variance i in trust, according to 

thei stateid R-square i value i for the i trust variable i, which is 0.349. This finding sugge ists that live i stre iaming 

feiature is, such as re ial-time i inteiraction, authe inticity of product de imonstration, and pre iseinte ir creidibility, have i a 

meianingful impact on the i deiveilopme int of consume ir trust. Colle ictive ily, the isei reisults validate i thei structural 

paths hypothe isize id in the i mode il and unde irscore i thei importance i of live i stre iaming as both a dire ict and indire ict 

drive ir of consume ir purchase i beihavior through the i meidiating role i of trust. Live streaming is not merely a 

promotional tool, but also a medium for building relationships. When the audience is able to view products in 

real time, interact directly with the presenter, and assess credibility on the spot, trust is naturally developed. 

This indicates that the function of live streaming goes beyond directly influencing purchasing decisions it 

also serves as a mechanism for shaping an atmosphere of trust that indirectly drives consumer behavior. 

Hypothesis Testing 

Thei hypothe isis te isting in this study was conducte id by e ixamining the i T-statistics and P-valueis 

associate id with e iach propose id reilationship within the i structural mode il. A re iseiarch hypothe isis is conside ireid 

to be i supporte id if the i T-statistic e ixce ieids 1.96 and the i corre isponding P-value i is leiss than 0.05, indicating 

statistical significance i at the i 5% leiveil. Tablei 4 beilow pre iseints the i deitaileid re isults of the i hypothe isis teisting, 

including the i T-statistics and P-value is for e iach hypothe isizeid path. Theisei value is provide i insights into the i 

dire ict eiffeicts among the i constructs, allowing for a compre iheinsive i eivaluation of the i proposeid the iore itical 

frame iwork. 

 
Table 4. Hypotheisis teisting reisults 

  
Original 

Sample (O) 

Sample 

Mean (M) 

Standard 
Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 
P Values 

Live Streaming -> Purchase Decision 0,627 0,628 0,055 11,443 0,000 
Live Streaming -> Trust 0,591 0,593 0,049 11,959 0,000 

Trust -> Purchase Decision 0,199 0,201 0,054 3,690 0,000 

 

Thei first hypothe isis e ixamine is whe itheir live i stre iaming has a significant influe ince i on purchase i 

deicisions. The i reisults re iveial that live i stre iaming e ixeirts a positive i and statistically significant e iffe ict on 

consume irs' purchase i deicisions, as indicate id by a T-statistic value i of 11.443 (gre iate ir than the i critical value i of 

1.96) and a P-valuei of 0.000 (le iss than 0.05). The isei findings support the i notion that the i link is substantial and 

robust.  This re iseiarch implie is that custome irs arei more i like ily to be i peirsuade id to buy from se illeirs whose i live i 

stre iaming activitie is are i more i reigular and e ingaging.  Live i stre iaming make is it e iasieir to communicate i in re ial 

time i, improve is transpare incy, and provide is imme idiate i feie idback—all of which he ilp custome irs fe ieil leiss risky 

and more i confide int about the i product or provide ir.  Additionally, the i findings align with othe ir re iseiarch that 

eimphasize is live i stre iaming's function as a dynamic digital inte iraction that gre iatly influe ince is consume irs' 

purchasing de icisions. Notably, studie is by (A. Chein eit al., 2024; Iisnawati eit al., 2022; Tirtayani & 

Aghivirwiati, 2025), also highlight how live i stre iaming stre ingthe ins custome ir trust and e ingageimeint, which 

raiseis conve irsion rate is and purchase i inteint. 

Thei seicond hypothe isis e ixamine is wheitheir consume ir trust is significantly impacte id by live i stre iaming. 

Thei findings show that live i stre iaming has a positive i and statistically significant impact on consume ir trust, as 

indicate id by a P-value i of 0.000 (be ilow the i 0.05 significance i leiveil) and a T-statistic value i of 11.959 (ove ir the i 

1.96 thre ishold). A strong corre ilation be itwe iein the i two constructs is indicate id by the isei value is.  This re iseiarch 

suggeists that consume irs' trust in fashion products pre ise inte id through live i stre iaming platforms is gre iatly 

increiaseid by the i calibe ir and inte insity of inte iractions provide id by the isei platforms, such as transpare incy in the i 

deiliveiry of product information, re ial-time i product deimonstrations, and two-way communication be itwe ie in 

seilleirs and consume irs. The i autheinticity and imme idiacy made i possible i by live i broadcasting make i shopping 

more i beilieivablei and comforting, which in turn builds trust. The isei findings align with e iarlie ir reiseiarch that has 
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eimphasize id live i broadcasting as a powe irful tool for foste iring custome ir confide ince i. Re ial-time i, transpare int 

involve imeint during live i comme irce i eiveints is crucial for lowe iring unce irtainty, boosting product cre idibility, 

and stre ingthe ining trust in the i seilleir and the i product, according to studie is by (Feibruadi & Seiptiani, 2024; 

Liu & Zhang, 2024; Yudha eit al., 2022). 

Asseissing if trust has a favorable i and note iworthy impact on purchasing de icisions is the i third 

hypothe isis in this re iseiarch.  The i association is confirme id to bei statistically significant by the i reisults of the i 

hypothe isis teist, which show a T-statistic value i of 3.690 (highe ir than 1.96), and a P-value i of 0.000 (le iss than 

0.05).  Theisei reisults imply that consume ir trust is a significant factor in de iteirmining what peiople i deicide i to 

buy.  An individual's like ilihood of making a purchase i incre iaseis with the iir le iveil of trust in the i goods, the i 

brand, or thei seilleir.  Trust is an important tool for lowe iring pe irce iiveid risk and boosting de icision confide ince i 

in thei online i fashion re itail industry, be icausei custome irs are i unablei to physically inspe ict products. This 

finding supports e iarlieir reiseiarch by (Feibruadi & Seiptiani, 2024; Lay eit al., 2024), which highlights the i 

critical role i that trust plays in conve irting custome ir inte intion into me ianingful purchasing be ihavior. Long-teirm 

eingageimeint and loyalty are i incre iaseid whe in trust is pre iseint, in addition to me idiating the i reilationship be itwe iein 

markeiting stimuli and consume ir reisponse i. 

Live streaming, as a digital marketing stimulus, creates consumer expectations; however, these 

expectations alone are not sufficient to convert intention into action unless mediated by perceptions of the 

seller's integrity and credibility. In this context, trust serves as a psychological bridge that enables consumers 

to interpret visual and verbal cues delivered through live streaming and translate them into a belief system 

that supports their purchasing decisions. Trust functions as a mechanism for reducing uncertainty. In digital 

environments, consumers lack direct control over product quality. Therefore, transparency, emotional 

engagement, and the authenticity displayed by the presenter serve as critical signals that shape consumer 

trust. Once trust is established, consumers feel safer and more confident in making purchasing decisions, 

even without the ability to physically touch or try the product. Thus, trust enhances the effectiveness of live 

streaming, yet it is not the sole pathway of influence. As such, it operates as a partial mediator rather than a 

full mediator in the relationship between live streaming and purchase decisions. 
 

4.  Conclusion 

 

This study e ixamine id the i causal conne ictions be itwe iein live i stre iaming, custome ir trust, and buying be ihavior in 

thei conteixt of online i fashion sale is.  The i reisults show that live i broadcasting influe ince is purchasing be ihavior 

dire ictly as we ill as indire ictly through the i deiveilopme int of trust.  First, live i stre iaming was confirme id to be i a 

powe irful re ial-time i digital marke iting tool by having a big and statistically significant impact on purchase i 

deicisions.  Se icond, live i stre iaming showe id a favorable i and significant e iffe ict on consume ir trust, highlighting 

thei importance i of dire ict product e ingageimeint, ope inne iss, and inte iractivity in foste iring trust in virtual 

einvironme ints.  Finally, trust was found to bei a crucial factor in deiteirmining de icisions to buy, me idiating the i 

consume ir's path from e ingage imeint to conve irsion. Givein that se insory information and be ilie ivability are i usually 

eivaluateid through physical contact in high-involve imeint cateigorie is like i fashion, the isei findings add to a more i 

nuance id unde irstanding of how re ial-time i digital inte iraction te ichnologie is influe ince i consume ir be ihavior.  

According to the i study, traditional re itail cue is can be i reiplace id by virtual pre iseince i and pe irce iiveid authe inticity, 

supporting the i changing paradigm. 

Optimizing live i stre iaming fe iature is in the i fashion busine iss is strate igically important, as 

deimonstrate id by the i study's practical conse ique ince is.  Live i stre iaming may be i a pote int tool to improve i 

conveirsion rate is and fortify custome ir conne ictions by e incouraging e imotional e ingageime int and boosting the i 

seilleir's trustworthine iss.  It is important to re icognize i the i study's limitations, e ivein though it make is valuable i 

contributions. Thei study's scopei was re istricte id to consume irs of fashion e i-comme irce i within a particular 

cultural and ge iographic se itting, which would limit its ge ineiralizability. The findings of this study are 

theoretically relevant to other product sectors in e-commerce, particularly those that rely heavily on 

perceived quality, such as cosmetics. However, generalizing the results to non-fashion sectors requires 

further validation, as the dynamics of perception, sensory needs, and emotional engagement may differ. 

Similarly, the characteristics of a region’s digital culture influence how consumers build trust in online 

environments. 

Future i reiseiarch could look at cross-cultural comparisons, the i mode irating impact of de imographic 

factors (such agei and digital lite iracy), or the i long-teirm be ihavioral change is in trust and how pe ioplei buy as a 

reisult of live i broadcasting. In addition, future research may be directed toward examining how trust formed 
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through live streaming experiences evolves over time and how it influences long-term customer loyalty. This 

includes observing the frequency of interactions, the quality of digital relationships, and the cumulative 

effects of expectations that are either met or unmet over the long term. 
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