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Abstract

Purpose — Our research model was based on affordance and SOR theory and a
6-months online observation of a popular live streamer on Taobao. This study
investigated how the various affordances enhance customer trust, which in turn makes

customers buy impulsively as well as increase purchase intentions and loyalty.

Design/methodology/approach — A survey with a total of 325 valid responses

was used for model validation in PLS.

Findings — The results show that customer trust increases due to the social and
commerce affordances provided by the live streamers, which leads to impulse buying,
purchase intention, and customer loyalty. The hedonic affordance offered by live

streamers is also significant in inducing impulse buying.

Research limitations/implications — This study emphasizes the influence of
cognition on behavior. The stimulus provided by affordance is like a placebo effect,
because viewers believe that e-commerce live streaming provides certain values and

meanings which resulting in subsequent internal and external responses.

Practical implications — When evaluating how to select and cultivate live
streamers with different abilities, firms can consider the three types of affordances to
select and cultivate live streamers who can effectively provide various kinds of
empowerment to achieve sales performance and effectively stimulate customers'

purchase intention.

* Corresponding author. Email: jessica@ncnu.edu.tw
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Originality/value — This study focuses on both impulse purchases and intended
purchases, because in the fast-paced and exciting culture of e-commerce live
streaming, it is impulse purchases that may be the source of great sales in the live
streaming model.

Key words: E-commerce live streaming, live streamers, affordance theory, trust,

impulse buying, purchase intention
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