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 TikTok is a medium of information, entertainment, and communication. TikTok's 

new feature is TikTok shop. Live streaming is here for consumers who like direct 

interaction with sellers via real-time video. The objective of this study is to 

examine the impact of discounts on livestream selling and bundle offers on 

unplanned purchases TikTok users through positive emotion. This research method 

uses causality. Data was distributed via questionnaire to 205 people who shopped 

online on selected TikTok livestream using a purposive sampling method. The 

research results based on SEM AMOS 22 calculations show that the value of 

discounts on livestream selling has a positive and significant impact on unplanned 

purchases. TikTok livestream, bundle offers have a positive and significant impact 

on unplanned purchases, TikTok livestream, positive emotion can mediate the 

relationship between discounts on livestream selling on unplanned purchases, 

positive emotion can mediate the relationship between bundle offers on unplanned 

purchases and positive emotion has a positive impact when making unplanned 

purchases on TikTok livestream consumers. It is hoped that the results of this 

research will provide a valuable contribution to online business players in their 

efforts to increase marketing effectiveness in the developing livestream-selling 

sector, which is currently experiencing fast growth. 
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1. Introduction  

 

The development of the times, especially in the communication sector, is increasingly sophisticated. We get 

information, communication, and entertainment instantly via smartphones. TikTok is an online media that 

includes news, entertainment, and communication. The new feature that TikTok released in April 2021 is 

TikTok shop. TikTok Shop is an online shopping place commonly called e-commerce, which provides 

millions of products. 

According to data from (Nariswari, 2023), sales of FMCG products on TikTok Shop reached IDR 

1.33 trillion in Indonesia. This sales figure has comparable potential with other e-commerce platforms such 

as Shopee, Tokopedia, and Blibli after the closure of TikTok Shop.The sales value of TikTok Shop amounted 

to IDR 1.33 trillion, with a total of 17.75 million transactions across five FMCG categories in Indonesia. 

(Nariswari, 2023) also observed Shopee, Tokopedia, and Blibli in the same categories. The results showed 

that sales on Shopee reached IDR 3.1 trillion with a total of 92.4 million transactions. Tokopedia recorded 

sales of IDR 622.3 billion with 10.5 million transactions, while Blibli achieved sales of IDR 84.8 billion with 

a total of 1.7 million transactions. 

TikTok live streaming consists of online retail sellers creating live broadcasts, increasing sales 

profits by creating effective connections with real-time consumers (Wongkitrungrueng & Assarut, 2020). 
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This medium facilitates direct communication on sales interactions, diminishing the perceived obstacles of 

physical distance and enhancing the clarity of information (Lo et al., 2022). Consumers interact with 

streamers for targeted product understanding, creating consumer potential (Luo et al., 2021). 

Livestream selling and unplanned purchases are closely related because when broadcast time is 

limited, impulsive purchasing decisions occur among potential consumers. Live streamers detail every 

product detail, show how to use it, and interact with viewers directly (Xu et al., 2020). The factor that enables 

users to decide on unplanned purchases live streaming on TikTok is the existence of discounts on livestream 

selling and bundle offers through positive emotions. 

According to (Martins et al., 2021), discounts on live streaming will make consumers purchase and 

increase sales performance. Discounts applicable to livestream create a sense of urgency among viewers 

(Wan et al., 2020). They felt they had to act quickly to take advantage of the discount (Aviv et al., 2019). 

This results in a tendency to make impulse buying decisions (Adida & Özer, 2019). Jiang et al., (2018) if 

consumers have a discount coupon within a specified time, they will immediately use it. (JE Lee & Chen-Yu, 

2018) if the livestream sales coupon discount attracts consumers to buy the product. 

The bundle offers a strategy that directs consumers to purchase (Setyani et al., 2019). The bundled 

package is more interested in customer needs (Hähnchen & Baumgartner, 2020). The perceived values of a 

product offering may influence consumers' purchasing decisions through bundled offerings (Zafar et al., 

2021). Bundled products often offer desirable value to consumers (Stauch, 2021). You may be able to 

purchase multiple products at a lower price in a bundle offer than if you bought each product separately Guo 

et al., (2021). (Martins et al., 2021) show that customers making alternative purchases are interested in 

bundling services rather than separate services. (Irfan et al., 2021) that bundle offers are presented as a 

product/service attraction to customers. 

(Rahmania et al., 2023) positive emotion are a factor that drives impulse buying decisions. 

Consumer behavior will pay attention and see whether what the retailer offers is exciting, giving a positive 

reaction (Rocklage & Fazio, 2020). Consumers find profitable offers and feel happy (Pebrianti, Ratnawati, 

2019). Consumers feel positive emotions because they get more value or save money (Lin et al., 2021). 

Emotions also indirectly determine consumers' purchase of products (Guo et al., 2020). This opinion is 

approved by Zhang et al., (2020). If the consumer feels that they have a product with high interest, they will 

be interested in making a purchase (Yi et al., 2023). The research results give rise to a hypothesis to 

determine the effect of discounts on livestream and bundle offers on unplanned purchasing decisions 

mediated by positive emotion. 

 

2. Research Method  

 

The measurement of this research is causal research. This research uses a questionnaire distributed to 

respondents deemed to meet the specified criteria. The questionnaire uses a 5-point Likert scale (1 = strongly 

disagree, 5 = strongly agree). This research will use Structural Equation Modeling (SEM) with AMOS 22 

statistical tools to analyze and evaluate measurement models and structural models of the research constructs 

being built. The measurement of this research is causal research. This research uses a questionnaire 

distributed to respondents deemed to meet the specified criteria. The questionnaire uses a 5-point Likert scale 

(1 = strongly disagree, 5 = strongly agree). This research will use Structural Equation Modeling (SEM) with 

AMOS 22 statistical tools to analyze and evaluate measurement models and structural models of the research 

constructs being built. The fit test model will be assessed based on goodness of fit index parameters such as 

CMIN/DF, Root Mean Square Error of Approxiation (RMSEA), Root Mean Squared Residual (RMR), 

Goodness of Fit Index (GFI), Tucker Lewis Index (TLI), Incremental Fit Index (IFI), Comparative Fit Index 

(CFI), and Normed Fit Index (NFI). 

Discounts on Livestream Selling using a design process by (Supma & Evita, 2018) with (3) 

indicators. Meanwhile, bundle Offers use a managed design (J. Wan et al., 2017) with a total of (4). Next, the 

Positive Emotion measurement was developed (Cynthia & Jatra, 2020) with a total of (4) indicators, and 

finally, the Unplanned Purchase measurement was created (Saputro, 2019) with a total of (4) indicators. 

Information regarding the demographic characteristics of respondents is submitted regarding the respondent's 

gender, respondent expenditure, respondent age, etc. 
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Sampling and Data Collection 

The number of samples collected and examined in this research was 205 respondents. The sample 

involved is at least 17 years old. It is a user of the TikTok application who has shopped using the live 

streaming feature on TikTok and the product purchased has a discount for a short time and has a promotion 

to buy one other bonus gift product (bundle) during the last six months on the application TikTok. 

Respondents were selected using the purposive sampling method. Distribution of questionnaire data was 

carried out in the period July-August. Sampling locations were distributed to various cities in Indonesia, such 

as Java, Kalimantan, Sumatra, Sulawesi, Papua, and Bali via online questionnaires. 

Data Analysis 

The validity evaluation will rely on the standardized loading factor (SLF) value, which must be 

≥0.50 (Hair et al., 2014:618), and the reliability construct will depend on the results of the tabulation of 

construct reliability (CR) and average variance extracted (AVE) values. Next, the SEM analysis carried out is 

a structural model analysis to assess whether the research hypothesis that has been developed is accepted or 

rejected. SEM analysis will display the calculated t-value for each coefficient. The hypothesis can be said to 

have a causal relationship if the t-count value ≥ t table (1.96) with a significant level of α (usually α = 0.05). 

A Sobel test will determine the mediating variable's indirect effect. 

 

3. Results And Discussions  

 

Respondent Characteristics 

Respondent profiling for this survey was based on the following demographic characteristics. 

 
Table 1. Characteristics of respondents 

Categories Items f % 

Gender 
Male 20 9.8% 

Female 185 90.2% 

Total 205 100% 

Domicile 

Java 154 75% 

Kalimantan 17 8.3% 

Sumatra 20 9.7% 
Sulawesi 4 2.0% 

Papua 5 2.5% 

Bali 5 2.5% 
Total 205 100% 

Age 

17-22 years old 170 82.9% 

23-28 years old 33 16.1% 
29-34 years old 2 1% 

Total 205 100% 

Occupation 

Students 175 85.4% 
Civil servants 3 1.5% 

Private sector employee 9 4.4% 

Businessman 2 0.9% 
Freelancers 16 7.8% 

Total 205 100% 

How many times have you purchased online 

live streaming on TikTok in the last six 

months? 

1-3 times 151 73.7% 

4-6 times 37 18.0% 

>7 times 17 8.3% 

Total 205 100% 

What is your average cost for online 

purchases while live streaming on TikTok? 

<IDR. 100,000 82 40% 

IDR. 100,000 – IDR. 199,999 94 45.9% 

IDR. 200,000 – IDR. 299,999 17 8.3% 
>IDR. 300,000 12 5.8% 

Total 205 100% 

 

Measurement Models 

The results of the consistency, validity and reliability tests are as follows. 
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Table 2. Value of standardized loading factor, construct reliability (CR), and  

average variance extracted (AVE) in overall model fit 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Based on Table 2, the results of the validity and reliability tests show that the model indicators built 

meet the valid and reliable criteria. Existing indicators have standard stress factor (SLF) values above 0.50. 

These results explain that all metrics are valid and adequate to measure the composition of all models 

produced. The Construct Reliability (CR) test score is more than 0.70. These results show that all instruments 

are reliable and can consistently measure structure throughout the models built. 

 
Table 3. Goodness of fit index 

Goodness of Fit Index Cut off Value Results  

χ2 Expected to be low 107,531  

Df  85  
χ2- Significance Probability ≥ 0.05 0.050  

CMIN/DF ≤ 3.00 1,265 Good fit 

RMSEA ≤ 0.08 0.036 Good fit 
RMR < 0.05 0.034 Good fit 

NFI ≥ 0.90 0.918 Good fit 

IFI ≥0.90 0.982 Good fit 
TLI ≥0.90 0.977 Good fit 

CFI ≥0.90 0.981 Good fit 

 Items SLF CR AVE 

Discount 

on 
Livestream 

Selling 

(DOLS) 

Discounts on Livestream Sales on TikTok 

trigger me to buy in large quantities 

0.821 0.892 0.546 

Discounts on Livestream Sales on TikTok 

made me interested in creating a purchase 

0.723 

The discount on Livestream on TikTok 

encouraged me to purchase because it was 
lower than the regular price, making me feel 

more economical 

0.664 

Bundle 
Offers 

(BO.) 

I felt sad when the bundle offer on the live 
streaming on TikTok ran out 

0.792 0.902 0.502 

Doubts about buying bundle offers are gone 

because of the live streaming on TikTok 

0.676 

I like bundle offers on live streaming on 

TikTok because purchasing is easy to do 

0.680 

I have immediate purchase interest if the 
bundle offer is made on the live streaming on 

TikTok 

0.679 

Positive 

Emotion 

(PE.) 

I feel happy with the discount prices and bundle 
offers on live streaming on TikTok 

0.723 0.905 0.512 

I was satisfied with the discount prices and 

bundle offers on the live streaming on TikTok 

0.712 

I feel comfortable with discount prices and 

bundle offers on live streaming on TikTok 

0.695 

I feel enthusiastic about the discount prices and 
bundle offers on live streaming on TikTok 

0.733 

Unplanned 

Purchases 
(UP) 

When I watched the live streaming on TikTok, 

suddenly, I had the urge to buy spontaneously 

0.858 0.920 0.637 

I probably didn't think twice when purchasing 

because the promotion on the live streaming on 
TikTok caught my attention 

0.737 

I probably couldn't resist purchasing on live 

streaming on TikTok 

0.883 

I still buy products on live streaming on 

TikTok, even though I might regret it because it 

doesn't suit my needs 

0.698 
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The model suitability test in Table 3 explains that the model suitability requirements are accepted, 

and suitability can be stated. Seven measurements show good goodness of fit. There are 3-4 measurements 

with a good level of agreement or above the cut-off value. Then the research model configuration can be 

declared adequate and accepted. 

 

 
Figure 1. Full model testing 

 

Hypothesis Testing 

The results of testing the influence of the relationship between variables in the research 

configuration built in this research can be presented as follows. 

 
Table 4. Hypothesis testing 

Hypothesis Path Estimate SE CR P Conclusion 

H1 Discounts on Livestream 

SellingUnplanned Purchases 

0.270 0.117 2,317 0.020 Significant Positive 

H2 Bundle OffersUnplanned Purchases 0.394 0.130 3,019 0.003 Significant Positive 

H3 Discounts on Livestream 
SellingPositive Emotion 

0.367 0.084 4,359 *** Significant Positive 

H4 Bundle OffersPositive Emotion 0.338 0.093 3,656 *** Significant Positive 
H5 Positive EmotionUnplanned 

Purchases 

0.474 0.136 3,487 *** Significant Positive 

  

Based on the table above, it can be seen that from the three hypotheses given in this study, 

everything is acceptable because each of the indicated influence has a P-Values value of < 0.05 so it can it is 

stated that an independent variable to its dependent impacts that significant.  

Discounts on Livestream Selling and Unplanned Purchases 

The calculated t-value for the variable discount on livestream selling on unplanned purchases is 

2.317, which shows a gain more significant than the t-table value of 1.96, and the p-value is 0.020 which 

indicates a value smaller than 0 .05 (α = 0.05). This result means that the first hypothesis regarding discounts 

on livestream selling positively and significantly impacts unplanned purchases on TikTok livestream. Agrees 

with Wan et al., (2020), (Aviv et al., 2019), and Choi & Chen (2019). Discounts in livestream platform sales 

on TikTok can make customers feel attracted to buy unplanned because the discounts offered are attractive, 

which is supported by Adida & Özer (2019), Li et al., (2019), and JE Lee & Chen-Yu (2018 ). 

Bundle Offers and Unplanned Purchases 

 T-value for the variable bundle offers on unplanned purchases is 3.019, which shows a gain more 

significant than the t-table value of 1.96, and the p-value is 0.003 which indicates a value smaller than 0 .05 

(α = 0.05). This result means that the first hypothesis regarding bundle offers positively and significantly 

impacts unplanned purchases on TikTok livestream. The results of research regarding the relationship 

between bundle offers and unplanned purchasing decisions have a positive and significant impact, supported 

by (Hähnchen & Baumgartner (2020), Martins et al., (2021). Several products packaged in 1 package on 

livestream selling attract consumer attention, making consumers who watch the livestream feel emotions and 

decide to purchase without prior planning, which is also supported by research by Zafar et al. (2021) (Stauch, 

2021) and (Irfan et al., 2021). 
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Discounts on Livestream Selling and Positive Emotion 

The calculated t-value for the variable discount on livestream selling on positive emotion is 4.359, 

and the p-value is < 0.001. It can be seen that the discount variable on livestream selling has a positive and 

significant impact on positive emotions. The hypothesis of discounts on livestream selling also has a 

significant effect on providing a happy and enthusiastic mood to live streaming consumers on TikTok, which 

results in consumers paying attention to the products offered and deciding on unplanned purchases which are 

supported (Lin et al., 2021), (Escadas et al., 2019), (Yi et al., 2023), (Karl et al., 2021) and (Zhang et al., 

2020). 

Bundle Offers and Positive Emotion 

T-value for the variable bundle offers on positive emotions is 3.656, which shows a gain more 

significant than the t-table value of 1.96, and the p-value < 0.001 which indicates a value smaller than 0 .05 

(α = 0.05). This result means that the first hypothesis regarding bundle offers positively and significantly 

impacts positive emotions on TikTok livestream. The research results of bundle offers have a significant 

effect on positive emotions. These results align with those carried out by (Sagha et al., 2022) and Moon & 

Shugan (2018). Someone interested in bundling will feel emotional excitement and decide to buy Lee & Yi 

(2019), Zafar et al. (2021) and (Stauch, 2021) subconsciously. 

Positive Emotion and Unplanned Purchases 

The calculated t-value for the variable positive emotions on unplanned purchases is 3.487, and the p-

value is < 0.001. It can be seen that the positive emotions have a positive and significant impact on 

unplanned purchases. The positive emotion hypothesis also has a significant influence on unplanned 

purchases. When consumers watch livestream shows on TikTok, they feel that the discounts and bundle 

offers attract their attention, giving rise to positive emotional feelings and subconsciously making purchases 

supported by research (Lin et al., 2021), (Escadas et al., 2019), (Yi et al., 2023), (Karl et al., 2021) and 

(Zhang et al., 2020). 

  
Table 5. Sobel test - significance of mediation 

 Sobel test 

statistics 

Two-tailed 

probability 

Discounts on Livestream SellingPositive EmotionUnplanned Purchases 2,725 0.006 
Bundle OffersPositive EmotionUnplanned Purchases 2,516 0.012 

 

Based on the Sobel test results in Table 5, the Sobel test statistic is 2.725 with a p-value of 0.006. 

These results show a significant indirect effect of discounts on livestream selling on unplanned purchases via 

positive emotions. The statistical value of the Sobel test is greater than the t-table value, namely 1.96. 

Similarly, the p-value is assigned a value of less than 0.05 (α = 0.05). These results show a significant 

indirect effect of bundle offers on unplanned purchases through positive emotions. 

 

4. Conclusion  

 

TikTok is a social media platform that has experienced rapid growth. In recent years, this platform has 

become very popular all over the world. This creates a significant market share for sales during live 

streaming. Discounts on livestream selling are price reductions or special offers that can influence consumer 

behavior while living. Bundle offers can be a big draw because they offer added value and often give the 

impression that consumers are getting a profitable deal. The two factors above often attract attention and can 

trigger unplanned purchases through positive emotions. 

Research shows that consumers are more interested in participating in live streaming on TikTok 

when discounts on livestream selling and bundle offers cause positive emotions and result in unplanned 

purchases. Live streaming on TikTok allows real-time interaction with the audience. Research also shows 

that providing discounts on livestream selling and bundle offers increases consumer interaction and 

involvement, which makes companies more active in communicating with audiences through this platform. 

Furthermore, this research can help companies understand the types of discounts or product bundles most 

effective when making unplanned purchases live streaming on TikTok. This can help design more attractive 

offers that align with consumer preferences. Viewed from the consumer demographic aspect, this research 

can provide insight into which consumer groups are more likely to respond to discount offers or product 

bundles in live streaming on TikTok. In this research, products sold during live streaming on TikTok 

attracted the audience's attention, the majority of whom were women, came from the island of Java and were 
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aged 17-22 years. This can help in targeting campaigns more precisely at companies. Lastly, this research can 

help companies understand how their competitors use similar strategies in live streaming on the TikTok 

application and e-commerce: Shopee, Tokopedia, Lazada, etc. This can help companies to compete more 

effectively and create a competitive advantage. 

The practical implications of discounts during livestream and bundle offers, with the mediation of 

positive emotion, significantly influence consumer behavior. Discounts create urgency and excitement, 

primarily when implemented strategically in live streaming. Combining attractive discounts and bundles 

increases viewing engagement, allowing marketers to showcase products and convey value directly. 

Consumer participation in bundled offers triggers positive emotions, strengthens the emotional connection 

with the brand, and contributes to long-term loyalty. Data from live streams helps marketers refine strategies, 

making them not just about direct sales but also about building emotional connections, stimulating unplanned 

purchases and forming the basis of brand growth and loyalty. 

 This research has limitations beyond the researcher's control, such as time constraints, conditions, 

situations, and other factors. First, respondent data collection is carried out online, which means that not 

everyone will fill out the questionnaire, and the results may not be completely accurate. Second, the majority 

of respondents came from the island of Java, so representation from other regions in Indonesia was uneven. 

Additionally, most respondents were students, so employment and social status variations were 

underrepresented in this study. Third, other limitations influence the results of this research, apart from the 

aspects mentioned previously. 

 Based on the conclusions of this research, it is recommended that business actors increase the 

frequency of providing discounts and bundle offers, especially when carrying out livestream selling on social 

commerce and e-commerce. Even though TikTok cannot now carry out buying and selling transactions, 

TikTok can still carry out promotions via live, and transactions will be carried out on e-commerce such as 

Shopee, Tokopedia, Blibli, and others. The existence of discounts and bundle offers has been proven to 

increase consumer interest in making impulse purchases. These findings indicate that happy customers are 

less likely to hold back when they see discounts and bundle offers. It is also recommended that further 

research can provide different results by considering other marketing variables and social commerce objects 

other than TikTok. Future research could also consider increasing the number of samples used so that the 

results are more representative. 
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