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ABSTRACT 

Rapid technological developments have made consumers increasingly seek convenience and practicality in shopping. 

The emergence of the COVID-19 pandemic has accelerated the transition of consumer behavior from offline shopping 

to online shopping due to social distancing policies. The prolonged implementation of social distancing policies has 

undoubtedly impacted consumer psychology. Many consumers feel lonely and have become accustomed to avoiding 

direct social interaction, leading them to socialize more through social media. Social media, through its content, can 

make consumers more impulsive. Previous studies have not extensively discussed the phenomenon of online shopping, 

particularly from the perspective of consumers who experience loneliness and social avoidance. This study uses 166 

respondent using self-administered survey. Specifically, this study analyzes the influence of factors such as loneliness 

and real-life social avoidance on consumer online shopping behavior. The method used is a survey with a purposive 

sampling approach to obtain relevant respondents. The results of this study are expected to contribute to understanding 

consumer behavior in the digital age and serve as a foundation for businesses on design more effective marketing 

strategies on live-streaming platforms. 
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1. INTRODUCTION  

In today's digital era, social media use is an inseparable part of daily life. Social media functions not only as a 

communication tool but also as an alternative solution to fulfill social needs and various experiences and even seek self-

recognition(Karapanos et al., 2016; Osei-Frimpong et al., 2022). This certainly impacts the excessive use of social media 

and even exceeds interactions in the real world. This phenomenon is often called social media addiction. 

Social media addiction is often caused by various psychological factors, one of which is loneliness (Sarfika et al., 

2024). Today, many individuals feel dissatisfied with real-life social relationships, so they turn to cyberspace as an 

escape. Moreover, the presence of AI technology that can helps individuals feel helped to reduce their loneliness. Social 

interaction is often avoided by individuals who feel anxious or lack confidence in interacting in the real world. 

According to (Pellegrino et al., 2022), social media is considered capable of providing safer and more controlled 

interactions, resulting in more individuals depending on the platform. 

The dependence on social media platforms has resulted in changes in consumer behavior, including online 

purchasing. According to research by Jameel et al., (2024), the factor causing the increase in online shopping is the 

excessive use of social media. The existence of engaging content on social media (in this case, livestreaming) results in 

the emergence of emotional impulses that result in unplanned purchases. Attractive promotions and advertisements 

displayed during live streaming tend to encourage individuals who feel lonely and who have a high sense of social 

avoidance in real life to make unplanned purchases. This study focuses on the relationship between loneliness, avoidance 

of real-world social activities, and impulse buying behavior influenced by social media use. Although consumptive 

behavior on social media has been widely discussed, understanding its impact on impulse buying behavior, particularly 

in the context of the psychological effects of disrupted social interaction, is limited (Deng et al., 2023; Yang et al., 

2024). Therefore, this study aims to explore how social media, loneliness, and social interaction avoidance influence 

impulse buying and what the implications are for consumer behavior in the digital age. 

1.1 The Effect of Sense of Loneliness on Purchase Intention 

Loneliness is a feeling of discomfort that arises because social needs have not been fully met, for example, during 

the COVID-19 pandemic, which limits social interaction (Zhao et al., 2022). Consumers usually find ways to eliminate 

loneliness, such as using cell phones excessively and using social media to fulfill social needs (Wan & Wu, 2020). In 
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view of gratification theory, consumers do various ways to fulfill their needs by using various media, for example, to 

fulfill social, entertainment, and information needs. Gratification theory explains consumer motivation for social media 

(Hsu & Lin, 2023). Watching live streaming is one way for consumers to fulfill their needs. Livestreaming is seen to 

fulfill individual needs from 2 aspects, namely (1) social interaction and (2) getting information. By watching live 

streaming individuals get information and interaction from the comment section when using live streaming. In addition, 

by watching live streaming, consumers can also provide self-reward to themselves by purchasing products through 

attractive promotions given during live streaming (Liu et al., 2022). Research by (Kaveladze et al., 2022) shows that 

livestreaming can increase impulsive purchase. Therefore, the hypothesis is structured as follows: 

H1: Sense of loneliness has a positive effect on Purchase Intention 

1.2. Effect of real-life social avoidance on impulsive purchase 

Social avoidance is the tendency to avoid social activities such as communicating and activities with others for 

several reasons (Kardefelt, 2014). Research by Gasiorowska et al. (2022) revealed that although everyone has social 

needs, some people have low needs to connect, especially those with high social avoidance. Humans have a fundamental 

need to interact socially with their environment, but the higher a person tries to avoid social activities in real life, the 

greater the fulfillment of the psychological needs needed (). To fulfill these needs, a person must look for other 

alternatives, for example, by using social media. When someone has anxiety and a tendency to avoid social interaction 

in real life, they see that social media is an alternative way that can be done to fulfill social needs (Zhang et al., 2024). 

Research by Li et al. (2020) found that livestreaming is done by individuals to reduce discomfort from fundamental 

social interactions and fulfill social needs. Live streaming is a medium that can be used to stay connected and 

communicate even though it is not done face-to-face. Individuals with a high level of avoidance tend to feel greater 

benefits through livestreaming than face-to-face interactions (Kaveladze et al., 2002). The interaction felt while 

watching livestreaming can increase excitement and pleasure, which has an impact on increasing the intention to make 

impulsive purchases (Li et al., 2022). A high level of live streaming usage due to escapism from real social life can 

increase consumers' desire to make purchases. Therefore, the hypothesis is structured as follows: 

H2: Real-life avoidance has a positive effect on purchase intention 

2. RESEARCH METHODS 

This research uses a purposive sampling approach distributed using a self-administered survey. The criteria for 

selecting respondents were as follows: At least 17 years old and have purchased through a live streaming platform. This 

study uses three main variables, namely Sense of Loneliness, adapted from Pittman and Reich (2016), Real real-life 

social Avoidance, adapted from Liebowitz (1987), and Purchase Intention, adapted from Dibble et al. (2016). Data 

collection was carried out by distributing questionnaires to respondents about the three variables, which were then 

analyzed to identify the relationship between loneliness, social avoidance, and impulse purchase intention through 

livestreaming. Data processing was carried out using the SEM method using AMOS 29.  

3. RESULTS AND DISCUSSIONS 

Before conducting hypothesis testing, validity and reliability tests were carried out. The validity standard is 0.5, and 

the standard for reliability is at least 0.6-0.8. In Table 1, the validity and reliability requirements have been met. 

Furthermore, Goodness of fit Model testing is carried out on the CFA model. GOF results are as follows: CMIN/DF: 

1.130; RMSEA: 0.028; GFI: 0.941; CFI: 0.993; TLI: 0.992. These values indicate that the CFA model has met the fit 

criteria.  

Table 1. Validity and Reliability 

Construct Item Std Loading CR 

SL SL1 0.82 0.91 

SL2 0.78 

SL3 0.86 

SL4 0.75 

SL5 0.73 

SL6 0.70 

SL7 0.74 
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Construct Item Std Loading CR 

SA SA1 0.83 0.86 

SA2 0.87 

SA3 0.90 

SA6 0.52 

IP IP1 0.77 0.62 

IP2 0.88 

 

After that, proceed with hypothesis testing. The results of hypothesis testing can be seen in Table 2.  GOF on the 

structural model as follows: CMIN/DF: 1.460; RMSEA: 0.054; GFI: 0.926; CFI: 0.975; TLI: 0.968. Based on the test 

results, two hypotheses are supported. 

Table 2 Hypothesis Testing Results 

Hypothesis Std 

Estimate 

C.R P-Value Information 

SL→ IP 0.213 1.654 0.098 supported (H1) 

SA→ IP 0.242 1.872 0.061 supported (H2) 

SL = sense of loneliness; SA = real-life social avoidance; IP = impulsive purchase. *** p ≤ 0.001. 

 

Figure 1. Hypothesis Results 

4. CONCLUSION 

Nowadays, social media's role is vital in every individual's life. Social media is a communication tool and a 

fulfillment of social needs. The existence of social media and the various interesting features provided make individuals 

more focused on interacting through cyberspace than the real world, especially for individuals who do not like social 

interaction in the real world. This is exacerbated by the existence of COVID-19 and social distancing policies, making 

individuals look for alternative solutions to reduce the sense of anxiety and loneliness that arises due to unmet social 

needs. Therefore, it is unsurprising that many individuals use social media excessively today. This study revealed 

interesting findings that livestreaming use is driven by loneliness and avoidance of social activities, which is primarily 

done to fulfill the basic need to socialize. However, over time, engaging in live-streaming content can make individuals 

make impulsive purchases, especially those who experience loneliness and social avoidance. The findings in this study 

also show that real-life social avoidance has a greater influence on impulse buying than a sense of loneliness. This means 

that individuals with high real-life social avoidance usually make impulse purchases more often than those who watch 

live streaming due to loneliness. This finding is beneficial, especially for managers to be able to package content more 

interestingly so that individuals who are lonely and who have high real-life social avoidance become entertained and 

watch the shared content. Managers can also create online community-based marketing strategies so consumers feel 

welcome and have a family online. The limitation of this research lies in using a small number of respondents so that, 

the results obtained will get a clearer picture in the future. 
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