E-Commerce Letters FL-TRi55PFig, 2024, 13(4), 1177-1188 Hans i
Published Online November 2024 in Hans. https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2024.1341260

FE ) B3 R TR [B) 3 iH 2 i SERY
20

H #IR
BUNREEE AL, SO SR

ks H i 20244E7 H10H s FAHHB: 20244F10H25H; KA HH: 20244F11H4H

HE

BEE BB AR BT RS HED R R, HREREYRE AR EE T P R R SR 3
78, BEREYMBON T MIBRAFE P +2EENWYRE. ARTATWY, £ERWYT, etk
HRATAEMERL. LRRAEERRNDRGES T, T2 18 BR 5= A I R B R A 5 R 3
BT 3 . A SCHIRE ST 3 BRI 1AL X B s M SE IR AT R, DAVH SR E N AL Eh
FeBURATRR, KAS-O-REZMEERHELR, @il 8 HEEEELEER, HEBSG T Pk f-spssit
IrHR kG FEESRES. PAERTHSREEE BT EERR AR, SRER,
I 1B 5 7 0 B B s SEAT D B RE R IE RS, ¥ 3238 fa U A e R A G5 E T IR I ) S5 s I ST
B AER, T NS SER R BE— BT ISR R, HEREEHIRRNERE RN E
SREIMBIISER, R ERRIE P R E AT AT S T HROAANAE, R R et
E AR T SHE RIS R & .

XK ia
W EA, HEEE, HE, NMATESERR

The Impact of Time Pressure on
Consumer Impulse Buying

in the E-Commerce Live
Streaming Environment

Chanjuan Xiao

School of Management at Guizhou University, Guiyang Guizhou

Received: Jul. 10%, 2024; accepted: Oct. 25", 2024; published: Nov. 4%, 2024

XES|IFH: HEE. R BRI AR 5 2 rhsh W SE R )], B R 45 VI, 2024, 13(4): 1177-1188.
DOI: 10.12677/ecl.2024.1341260


https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2024.1341260
https://doi.org/10.12677/ecl.2024.1341260
https://www.hanspub.org/

H W48

Abstract

With the vigorous development of Internet technology and e-commerce, the consumption mode of e-
commerce live shopping has reshaped the consumption concept and behavior of Chinese consumers.
Live shopping has become a very important shopping channel in people’s daily life. Compared to of-
fline shopping, impulsive consumption behavior is more common in live shopping. Especially in live
streaming limited time flash sales, the time pressure caused by objective time constraints can easily
lead to impulsive consumption. The individual impulse buying traits of consumers are used as mod-
erating variables, and a theoretical framework is constructed using the S-0-R model. Data is collected
through questionnaire surveys, and quantitative analysis methods such as descriptive statistics, reli-
ability and validity analysis, mediation and moderation effect tests are conducted using statistical
analysis software SPSS to test hypotheses. The results show that time pressure has a significant pos-
itive impact on consumer impulse buying behavior. Consumer pleasure and arousal emotions play
a mediating role between time pressure and impulse buying, while personal impulse buying traits
further regulate these influencing relationships. Consumers with high purchasing impulse traits ex-
hibit stronger impulse buying tendencies, adding new perspectives and content to consumer behav-
ior research in e-commerce live streaming environments. At the same time, it provides empirical
basis and inspiration for optimizing marketing strategies on e-commerce platforms.
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Figure 1. Theoretical model
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Table 1. Description of sample population characteristics
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R ELLT 14.4%
) N 21.3%
=7
AF 46.1%
B FAE UL 1 18.2%
1000 JTLA R 10.4%
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Table 2. Usage of e-commerce live streaming platforms by sample users
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R 10.28%
WA M EFT & (2iE) )

N 54.36%
RF 25.08%
HAth 3.27%
/BT 10 454 18.39%
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R F BERGR IR BB AR, AN ERE S KRR LR FLS0 . HERf M B AT s 1
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Table 3. Results of Cronbach’s a coefficient

5= 3. Cronbach’s o Z¥fLE R

A AR Cronbach’s o &%
i 1) & ) 4 0.805
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Table 4. KMO and Bartlett’s test results of the survey questionnaire
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T3t 0.774 253.578 6 0.000
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Table 5. Results of fitting index test
=5 HERBIRER

CMIN/DF RMSEA
1.912 0.045
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Table 6. Test results of research hypotheses
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Figure 2. Results of paths analysis
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RS HIAFAE, BARK I E R 7 P,

Table 7. Results of mediating effect test
F= 7. PN LER

H6. H7 T

959 4 ELA7 X [1]

AR A2 R H t{e P {H 45
TR PR
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BEE S — Mefig — pPahfem s 0.174 3.529"  0.001 0.268 0.277 =%

4.5. BN
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Table 8. Results of moderation effect test
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B 1 A 2
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I B 7 0.456™" 0.000 0.437 0.000
AN SRR 0.412" 0.000 0.365™ 0.000
WEE S * A AJEEE R 0.131™ 0.000
R2 0.166 0.174
WEE 1 R? 0.158 0.169
F 37.596™" 26.841™"

E: ER p<0.001.
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