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ABSTRACT
Marketing via social media has fast communication and diverse consumers. This research 
applies the Pleasure-Arousal Dominance (PAD) Model to show the influence of pleas-
ure to explain the influence of stimulation on a person's behavioral intentions. Research 
aimed at determining the influence of digital marketing using social media has been wide-
ly carried out, but few have delved into the emotional factors and values that influence 
Purchase Intention using live broadcasts, such as TikTok Shop and Shopee. This research 
uses quantitative research and is analyzed using SmartPLS 3. The findings of the study in-
dicate that, while Hedonic Value has no bearing on Purchase Intention, Utilitarian Value 
does. Emotional Pleasure has a role in mediating the relationship between Hedonic Value 
and Utilitarian Value and their impacts on Purchase Intention. Flow Experience is also 
proven to be a moderating variable in increasing the impact of Utilitarian and Hedonic 
Values on buying intention. However, the link between Hedonic and Utilitarian Values 
and Purchase Intention is not moderated by Flow Experience.
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INTRODUCTION
Social media has been considered a major marketing tool and has shown significant 
growth in business continuity across the world (Veseli-Kurtishi, 2018). Digital channels 
have become a priority for promoting products, especially when promoting to Generation 
Z (Zarubina et al., 2024). Marketing on social media has played an important role in pro-
moting a company's brand due to the advantages of fast and varied communication with 
consumers (Huang et al., 2024). The rapid growth of social media in communicating and 
promoting products is the result of its great influence in influencing consumer purchasing 
behavior (Park et al., 2021a). Social media is becoming an increasingly valuable tool for 
business activities, where strategic use of social media can develop and maintain relation-
ships between organizations and customers, as well as other stakeholders (Cartwright et 
al., 2021). Consumers are becoming more aware of the content shared via social media, 
thereby influencing them to buy products (Nekmahmud et al., 2022). New digital business 
models have developed rapidly, such as E-commerce’s social and live broadcast shopping 
(Zhang et al., 2023a).
	 There has been a substantial surge in public participation regarding collaborative 
consumption, especially on digital platforms, which encompasses various values ​​such as 
utilitarian, hedonic, and symbolic values (Burhanuddin et al., 2025). The majority of pre-
vious research focuses on how to explore the direct influence of social media marketing 
on buyer behavior (Mason et al., 2021; Hanaysha, 2022). Much research has been con-
ducted on digital marketing using social media (Cartwright et al., 2021; Nekmahmud et 
al., 2022; Huang et al., 2024; Nadlifatin et al., 2021; Park et al., 2021a), but there are only a 
few studies on the emotional factors and values ​​that influence purchasing intentions. The 
Pleasure-Arousal Dominance (PAD) model is capable of investigating Purchase Intention 
(Huang et al., 2017). This model shows that happiness is an emotion ranging from extreme 
dissatisfaction to extreme satisfaction (Mehrabian & Russell, 1977). This model is often 
used to explain the impact of stimuli on people's behavioral intentions. Pleasure refers to 
an emotional variable that indicates pleasant or unpleasant experiences that are embedded 
in consumers' emotions (Ruiz-Mafe et al., 2018a). Apart from emotional pleasure, several 
researchers also show the importance of perceived value that consumers feel when mak-
ing a purchase (Zielke, 2014), such as Hedonic Value and Utilitarian value (Zhang et al., 
2023). The Hedonic Value offered through social media marketing influences emotion-
al responses, which ultimately influences purchasing behavior (Menon & Kahn, 2002a), 
while the Utilitarian Value that facilitates shopping activities has been proven to increase 
purchases (Bridges & Florsheim, 2008a). Dewi & Ang (2020) explain that hedonic versus 
utilitarian product evaluations result in the formation of more affect-based or more cog-
nition-based attitudes.
	 This research explores values, emotions, and shopping behavior during live broad-
casts.  Live shopping is the next big thing in retail (George & Abadi, 2024). Live shopping 
is said to be an online shopping model that combines commerce with entertainment in 
the form of live video to provide consumers with an engaging experience and the abili-
ty to make purchases from their own home (Payne et al., 2021). Additionally, sellers or 
live broadcast hosts share products and can interact with viewers who buy from their 
live broadcasts (Payne et al., 2021). Currently, the e-commerce platform Shopee has also 
implemented a live broadcast shopping channel called Shopee Live (Zhang et al., 2023a). 
Apart from that, TikTok, which was originally a social media platform, also has a live 
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broadcast feature, which is connected to the online shop provided on the platform. The 
data published by ByteDance shows that TikTok had 109.9 million users in Indonesia in 
early 2023 (Kemp, 2023). ByteDance also forecasted that the potential reach of TikTok ad-
vertising in Indonesia would increase by 18 million (+19.4 percent) in early 2023 (Kemp, 
2023). This estimate is consistent with the (DataReportal, 2025) report, which shows that 
advertising on TikTok reaches 1.59 billion users, and confirms that TikTok is one of the 
most popular social media platforms in early 2025. Based on the data from (WeAreSocial, 
2025), TikTok is the second-favorite social media platform in Indonesia, with a percentage 
of 19%. In addition, the average users use TikTok for 44 hours and 54 minutes a month. 
This shows how influential TikTok is among the Indonesian society. Initially, TikTok Shop 
was prohibited in Indonesia due to a then-new regulation, namely Regulation of the Min-
ister of Trade No. 31 of 2023, which prohibits a social media platform from having a dual 
role as both a social and e-commerce platform (CNBC, 2021). However, TikTok Shop was 
eventually reopened after establishing a collaboration with one of the e-commerce plat-
forms in Indonesia, namely Tokopedia.
	 Contextually, consumers will experience a better shopping experience when they 
watch live shopping because it provides opportunities for direct and real-time interaction 
between sellers and buyers. Arora et al. (2021) suggests that live shopping is an innovative 
format and can make customers' shopping experience feel more intense and interesting. 
Rahman et al. (2022) found that e-commerce innovation and e-service quality can in-
crease customer satisfaction and loyalty. This research focuses on consumers who shop via 
TikTok Shop and Shopee Live, where Flow Experience plays an important role for con-
sumers, which ultimately influences purchasing intentions (Gao & Bai, 2014; Zhang et al., 
2023a). Additionally, Sun et al. (2021) states that internet celebrity interactivity influences 
consumers' Purchase Intention through social presence and Flow Experience. According 
to Lin et al. (2020b), as suggested by the theory of flow, flow is proven to influence con-
sumer perception and intention, which are reflected in their social media usage behavior. 
This theory states that when someone is having a Flow Experience, they will give their full 
attention. This results in them not feeling tired, losing track of time, and being too focused 
on what they are doing, thus ignoring any other stimuli (Csikszentmihalyi, 2014). An 
individual can be immersed in certain activities, such as watching live broadcasts, with a 
higher level of enjoyment and concentration (Zhang et al., 2023a). Therefore, this research 
aims to examine the role of Flow Experience as a moderating variable in the use of social 
media marketing.
	 Research on social media platforms taking the role of both social and e-commerce 
platforms, like TikTok, and the role of live broadcast shopping on TikTok Shop and Shop-
ee are still rarely done, especially in relation to the Pleasure-Arousal Dominance (PAD) 
model. Digital marketing literature using social media has a different theoretical back-
ground. The Pleasure-Arousal Dominance (PAD) model is used in this study to determine 
purchasing intentions (Hsieh et al., 2014; Huang et al., 2017). It shows how a state that 
varies from acute misery to extreme happiness is called Emotional Pleasure (Mehrabian 
& Russell, 1977). This model is typically employed to describe how stimuli may impact an 
individual's behavioral intentions. Pleasure refers to an emotional variable that indicates 
pleasant or unpleasant experiences that are embedded in consumers' emotions (Ruiz-Ma-
fe et al., 2018a). This research examines the relationship between Hedonic Value, Utili-
tarian Value, and Emotional Pleasure, as well as the significant impact of a person's short 
attention span during activities to the exclusion of other external stimuli.
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	 The combination of the theory of flow and both Hedonic and Utilitarian Values ​ 
influencing online Purchase Intention needs to be explored further. The emergence of the 
live broadcast feature has become a new medium for consumers. Through this feature, 
sellers and consumers are able to carry out virtual face-to-face transactions in a relaxed 
state where people watch the products being offered. This process can eventually influence 
the consumers’ purchasing behavior (Xin et al., 2022). The researcher will test the influ-
ence of stated values ​​on purchase intentions using the Flow theory. According to Lin et 
al., (2020a), flow is proven to influence the consumers’ perception and intention, which 
are reflected in their social media usage behavior. This theory states that when someone 
is having a Flow Experience, they are fully immersed in such an experience. As a result, 
they lose track of time, constantly feel energetic, and are hyper-focused on whatever they 
are doing, ignoring any other stimuli (Csikszentmihalyi, 2014). Therefore, this study uses 
the Pleasure-Arousal Dominance (PAD) model to explain the influence of emotional var-
iables on Purchase Intention. This research also uses the theory of flow to determine the 
strong and weak influences of Flow Experience in shaping online Purchase Intention.

LITERATURE REVIEW
	 Any research aimed at examining the impact of stimuli on a person's behavioral 
intentions can use the Pleasure-Arousal-Dominance (PAD) Model, which suggests that 
happiness is an emotion that ranges from extreme dissatisfaction to extreme satisfaction 
(Russell & Mehrabian, 1977). The PAD model assumes that stimuli influence an individu-
al's three primary emotions, which can influence their experience with their environment. 
The physical and social contexts of virtual experiences influence consumers' emotional 
responses. Therefore, the PAD model is considered most suitable for investigating the 
effects of user experience on Purchase Intention (Huang et al., 2017b). Sheth et al. (1991) 
explains perceived value from the perspective of Hedonic and Utilitarian Values. This pre-
cept also includes emotional value, social value, cognitive value, functional value, and 
conditional value. Recent research states that both price and value are considered as Utili-
tarian Values, while emotion and brand are considered as Hedonic Values (Lv et al., 2024). 
This is in line with the opinion of  (Tariyal et al., 2022), which states that Hedonic Value 
is related to pleasure and inner feelings, while Utilitarian Value can improve people’s task 
performance. According to (Zhang et al., 2023), when conducting social media marketing 
using the live broadcast feature, Hedonic Value is shown in how consumers can discover, 
share, rate new products, and communicate with sellers via the chat column. Meanwhile, 
Utilitarian Value is shown when the seller introduces one by one the size, material, or 
function of the product so that consumers can find out more about the item of interest. 
These two values ​​ultimately make consumers feel comfortable when shopping online.
	 Hedonic Value plays a role in attracting buyers to fulfill their needs and desires 
(Lee & Park, 2024), making ​​it important in raising the consumers' Purchase Intention 
(Ryu et al., 2010). It is important to study both hedonic and utilitarian factors because they 
are related to perceived usefulness and purchasing decisions (Tariyal et al., 2022). Hedonic 
and Utilitarian Values ​​can give rise to motivational conditions (Li et al., 2020), as well as 
comfort and social experiences (Ong et al., 2022; Vieira et al., 2022), which can influence 
consumer behavioral intentions and help consumers make shopping decisions (Vieira et 
al., 2022). Wang et al. (2021) find that a marketing effort using live broadcasts is more 
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effective in increasing hedonic and utilitarian products. Purchase intentions are positively 
impacted by positive emotions and perceived value (Lv et al., 2024), while Hedonic Value 
and Utilitarian Value have a positive influence on shopping satisfaction (Bridges & Flor-
sheim, 2008; Menon & Kahn, 2002b; Zhang et al., 2023a). Thus, the following hypotheses 
are formulated:

H1: Hedonic Values have a positive effect on Purchase Intention
H2: Utilitarian Values have a positive effect on Purchase Intention

	 Both Hedonic Value and Utilitarian Value are also driven by the formation of 
emotions that consumers feel when watching live broadcasts (Zhang et al., 2023a). Live 
broadcast viewers can interact with sellers (Kim & Kim, 2020), and sellers can actively 
engage with them to fulfill their psychological needs in real-time (Sun et al., 2019). Con-
sequently, identification behavior, attention, sharing, and buying will result from this con-
tact between merchants and customers (Park & Lin, 2020). Online buying can intensify 
the customers' emotional responses, which in turn influence their behavior (Sun et al., 
2019). The consumers’ emotions, such as enjoyment, passion, admiration, and emotional 
trust, can influence their purchasing behavior and grow Purchase Intentions (Meng et al., 
2021). According to Cheng et al. (2009), arousal and pleasure serve as reliable stand-ins 
for emotional states if they are triggered by the extent to which individuals feel good, hap-
py, satisfied, and pleased. 
	 Positive pleasure links environmental cues and behavior (Mehrabian, 1974). Cus-
tomers can learn important information from specific hedonic or utilitarian circumstanc-
es that dominate their emotional enjoyment, which is known as an environmental cue 
that influences their purchasing behavior. When broadcasting live, apart from providing 
in-depth knowledge regarding the product by conveying user experiences or professional 
analyses, sellers  can also influence consumers’ viewing enjoyment by holding flash sales 
from time to time and engaging them in interesting interactions (Meng et al., 2021). Thus, 
the following hypotheses are formulated:

H3: Hedonic Values and Purchase Intention are mediated by Emotional Pleasure
H4: Utilitarian Values and Purchase Intention are mediated by Emotional Pleas-

ure

	 Furthermore, Flow Experience also has an important role in influencing the con-
sumers' perception and purchasing intentions, as reflected in their social media usage 
behavior (Gao & Bai, 2014; Lin et al., 2020a). The theory of flow states that a person will 
experience a state of flow that makes them lose track of time, constantly feel energetic, and 
hyper-focused on the tasks they are doing, unaffected by external distractions (Csikszent-
mihalyi, 2014). Kim & Thapa (2018) corroborate such a statement, suggesting that Flow 
Experience significantly affects customer attitudes. Individuals who watch live broadcasts, 
such as those offered on TikTok, are usually highly focused and entertained by the actions 
of the streamers (Zhang et al., 2023a). Customers who feel that they have a pleasant expe-
rience when watching a live broadcast tend to make bold purchases (Korzaan, 2003). A di-
rect marketing carried out during a live broadcast affects the customers' happy emotions, 
and will nurture their Purchase Intention (Lv et al., 2024), and can successfully increase 
hedonic and utilitarian products (Wang et al., 2022).
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	 The flow of customer experience is influenced by the user's view of the value and 
benefits of bold purchases (Shi et al., 2020). Customer cognitive attitude can be improved 
by enhancing the Flow Experience, so that they are more likely to appreciate the product 
and feel the emotional satisfaction provided by the value offered (Zhang et al., 2023a). 
Customers who have a good Flow Experience will be more incentivized to further explore 
activities of courage and have higher behavioral intentions to complete purchase transac-
tions of courage. Thus, the following research hypotheses are formulated:

H5: The association between Hedonic Values and Emotional Pleasure is positive-
ly moderated by Flow Experience

H6: The association between Utilitarian Values and Emotional Pleasure is posi-
tively moderated by Flow Experience 

H7: The association between Emotional Pleasure and Purchase Intention is posi-
tively moderated by Flow Experience

METHODS
The focus of this research is TikTok and Shopee users because this research will explain 
the online marketing carried out on platforms that provide the feature to shop from live 
broadcasts. In light of such focus, this research used purposive sampling with the following 
criteria: (1) Indonesian society; (2) Aged over 18 years; (3) Have a TikTok and/or Shopee 
account; (4) Have watched live broadcasts on TikTok and/or Shopee. This research used 
the survey method carried out by distributing questionnaires, which were subsequent-
ly analyzed using the Partial Least Squares - Structural Equation Modeling (PLS-SEM) 
analysis tool with SmartPLS 3.2.7 software. PLS-SEM is a category of statistical models 
designed to elucidate the correlations among numerous variables concurrently. This study 
employed SmartPLS 3.2.7, a statistical software designed to assess the correlations be-
tween variables, including both latent and indicator variables in complicated models. This 
study used the SEM-PLS approach for numerous reasons. The primary reason is that such 
an approach may play an exploratory function in testing hypotheses derived from estab-
lished ideas and notions. This study employed a relatively intricate structural model, mak-
ing it appropriate for the PLS-SEM methodology. This study used descriptive statistics to 
provide the following overview of the research data:

Table 1. Descriptive Statistics

Variable N Minimum Maximum Mean Std. 
Deviation

Utilitarian Value 204 10,00 42,00 31,0980 5,68033
Hedonic Value 204 9,00 35,00 22,0637 5,54790
Emotional Pleasure 204 14,00 42,00 29,8922 5,27641
Flow Experience 204 8,00 28,00 18,3529 4,08324
Purchase Intention 204 5,00 35,00 22,8922 5,67669

	 Table 1 shows the descriptive statistics for 204 respondents. It is known that 
the Utilitarian Value variable has a mean value of 31.0980 with a standard deviation of 
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5.68033, indicating that respondents tend to rate the functional aspects and usefulness of 
digital marketing quite high. Meanwhile, the Hedonic Value variable has a mean value of 
22.0637, with a standard deviation of 5.54790, indicating that the pleasure and emotion-
al satisfaction felt by the respondents in using digital platforms are classified as moder-
ate. Furthermore, Emotional Pleasure has a mean of 29.8922 and a standard deviation of 
5.27641, indicating that, in general, the respondents feel positive emotions in their digital 
activities. For Flow Experience, the mean value is 18.3529, with a standard deviation of 
4.08324, indicating that the level of involvement and focus of the respondents is in the 
moderate category. Meanwhile, Purchase Intention shows an average of 22.8922, with a 
standard deviation of 5.67669, which means that the respondents' desire to make purchas-
es through digital media is in the moderate to high category.
	 This study used 26 statement items representing five variables adopted from 
(Zhang et al., 2023). Research items were measured using a 7-point Likert scale. The Outer 
Model was examined in order to assess the research's validity and dependability, while the 
Inner Model was examined to test the link between the variables across constructs. Using 
the bootstrap sample distribution of the indirect effects, this study examined the media-
tion effect. Continuous moderation testing is used in this study, where flow experience 
was quantified using a number of elements. The hypotheses were tested by examining the 
significance value (p-value) and t-statistic values.

RESULTS
Description of Respondents
This study distributed online questionnaires via various social media platforms, such as 
Instagram, X, instant messaging, etc. Therefore, only those who felt that they had met the 
determined criteria can complete these questionnaires with ease. The respondents were 
first filtered by asking whether they had watched a live broadcast directly on the relevant 
platforms. The distribution of the research questionnaires was carried out from March 
2024 to May 2024. As a result, as many as 229 people filled in the research questionnaires. 
However, only 204 people have ever watched live broadcasts directly on TikTok/Shopee. 
Therefore, this research used 204 respondents who had met the criteria for purposive 
sampling.
	 From all of the research respondents, the number of female respondents (70.10%) 
is greater when compared to the number of male respondents (29.90%). Respondents 
aged 18-25 (95.59%) with a monthly income below Rp1,500,000 (77.45%) make up most 
of those meeting the criteria of having watched live broadcasts directly in e-commerce 
applications, such as TikTok or Shopee. As for the domicile distribution of the respond-
ents, most are domiciled in the Special Region of Yogyakarta (DIY) (43.63%), followed by 
Central Java (25.98%) and other regions (30.39%). This shows that most of the respond-
ents are domiciled in the island of Java (76.96%), the island of Sumatra (7.35%), and other 
islands (15.69%). Based on Table 2’s general data, most respondents​ using social media 
are on Instagram (87.75%), TikTok (76.69%), and other platforms (61.76%). Meanwhile, 
Shopee (91.67%) becomes the most used e-commerce platform, followed by TikTok Shop 
(63.73%), Tokopedia (22.06%), and other platforms (14.22%). In terms of daily use dura-
tion, the longest daily use duration of social media is 6-12 hours a day (68.63%), and the 
respondents have been watching live broadcasts directly on TikTok or Shopee for more 
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than 6 months (34.80%). Most respondents watch live broadcasts directly (89.71%) for less 
than 30 minutes. However, as a limitation, this study does not compare the respondents’ 
current experience of shopping through live broadcasts with those they are having in the 
past.

Table 2. General Data of Respondents (N = 204).

Measure Items Amount Percentage

Age Woman 143 70,10%
Man​ 61 29,90%
18-25 years old 195 95,59%
26-30 years old 8 3,92
31-35 years old 1 0,49%

Income per month Below Rp1,500,000 158 77,45%
Rp1,500,000 - Rp2,500,000 33 16,18%
Rp2,500,000 - Rp5,000,000 8 3,92%
Above Rp5,000,000 5 2,45%

What social media are used? TikTok 157 76,96%
Instagram 179 87,75%
Other 126 61,76%

What e-commerce is used? Shopee 187 91,67%
TikTok Shop 130 63,73%
Tokopedia 45 22,06%
Other 29 14,22%

Frequency of social media usage 
per day?

Under 6 hours 41 20,10%
6-12 hours 140 68,63%
Over 12 hours 23 11,27%

How long have you been watch-
ing the direct broadcasts on 
TikTok or Shopee?

Less than 1 month 64 31,37%
1-3 months 41 20,10%
3-6 months 28 13,73%
More from 6 months 71 34,80%

How long have you been watch-
ing broadcasts directly on Tik-
Tok/Shopee every day?

Less than 30 minutes 183 89,71%
30-60 minutes 19 9,31%
More from 60 minutes 2 0,98%

Validity, Reliability, and Model Test Results
This study employed Partial Least Squares (PLS) analysis using the Smart PLS 3.0 pro-
gram. This technique is made up of both an inner model, which is also known as a struc-
tural model, and an outside model, which is also known as a measurement model (Ghoza-
li, 2014). To evaluate the validity and reliability of the model, an outer model or indicator 
tests were conducted.
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Validity Test
This study tested convergent validity by using outer loading and AVE. Discriminant va-
lidity was assessed using the Fornell-Larcker criterion. Each variable indicator has a value 
of > 0.7, and therefore the convergent validity of all indicators was considered feasible or 
valid. In this investigation, a limit of ≥ 0.7 was applied to the outer loading value, which 
indicates the extent to which the construct explains the variance recovered from the item. 
The Utilitarian Value variable adopted 6 statement items from (Bilgihan et al., 2015); 
(Perez-Vega et al., 2018); (Spreng et al., 1996). However, items X12, X15, and X16 have 
an outer loading value of ​​<0.7, and therefore were removed. The Utilitarian Value variable 
adopted 5 statement items from (Bilgihan et al., 2015); (Perez-Vega et al., 2018); (Spreng 
et al., 1996), and all statement items have a value of ​​≥ 0.7, therefore considered valid for 
use. The Emotional Pleasure variable adopted 6 statement items from (Ruiz-Mafe et al., 
2018); (Russel, 1989),  and all statement items have a value of ​​≥ 0.7, thus considered valid 
for use. The Flow Experience variable adopted 4 statement items from (Lee et al., 2015); 
(Lee & Tsai, 2010). However, item FE1 has an outer loading value of < 0.7, and therefore 
removed. The Purchase Intention variable adopted 5 statement items from (Martins et al., 
2019); (Pavlou & Fygenson, 2006). However, item Y15 has an outer loading value of <0.7, 
therefore removed. Items that have a value of ​​below 0.7 are M1, X12, X15, X16, and Y15, 
and they were removed for the purpose of obtaining better research results. Therefore, 
what is shown in Table 2 and Figure 1 is the result of the second algorithm calculation and 
shows that all variable items have an outer loading value of ≥ 0.7. 
	 Table 3 shows the constructs and measurement items with Average Variance Ex-
tracted (AVE) for the five variables, namely the Utilitarian Value, Hedonic Value, Emo-
tional Pleasure, Flow Experience, and Purchase Intention, each with an AVE value of ≥ 
0.5. Thus, it may be said that the validity of each variable is good. The result means that all 
of the statement items used in this study are convergently valid and have good convergent 
validity. Therefore, the statement items in the research variables can be used for the next 
stage.

Table 3. Constructs and measurement items

Construct Outer 
Loading CA CR AVE Information References

Utilitarian Value 0.701 0.834 0.625 Valid and 
reliable

(Bilgihan et al., 
2015;
Perez-Vega et al., 
2018;
Spreng et al., 1996)

X11: I feel satisfied buying the 
product I saw on the live broad-
cast on Tiktok/Shopee

0.818

X13: I'm considering buying a 
product I saw on a live TikTok/
Shopee broadcast because 
the streamer is an expert on 
the product and what they're 
offering

0.783

X14: Buying products I saw in 
a live TikTok/Shopee broadcast 
that match my interests

0.771

Hedonic Value 0.869 0.905 0.657 Valid and 
reliable
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X21: While watching TikTok/
Shopee live streams, I feel the 
excitement of buying the prod-
ucts I see there

0.822 (Bilgihan et al., 
2015; Perez-Vega et 
al., 2018; Spreng et 
al., 1996)

X22: When I buy a product I 
see on a TikTok/Shopee live 
stream, I feel a sense of adven-
ture

0.891

X23: I enjoy exploring new, 
intriguing products I see on 
TikTok/Shopee live streams

0.799

X24: Compared to other things 
I could do, the time I spend 
buying products online that 
I see on TikTok/Shopee live 
streams is truly enjoyable

0.787

X25: The music they play on 
TikTok/Shopee live streams 
entertains me.

0.746

Emotional Pleasure
Question: When watching 
product information on Tik-
Tok/Shopee live streams, how 
do you feel?

0.938 0.951 0.765 Valid and 
reliable

(Ruiz-Mafe et al., 
2018; Russel, 1989)

Z11: Angry-satisfied 0.832
Z12: Unhappy-happy 0.871
Z13: Dissatisfied-very pleased 0.895
Z14: Sad-joyful 0.893
Z15: Disappointed-delighted 0.907
Z16: Bored entertained 0.946
Flow Experience 0.747 0.857 0.667 Valid and 

reliable
M2: When I watch product 
information on TikTok/Shopee 
live streams, I feel curious

0.743 (Lee et al., 2015; 
Lee & Tsai, 2010)

M3: When I view product 
information during TikTok 
or Shopee live streams, I am 
entirely focused and do not 
consider anything else

0.849

M4: When I watch product 
information on TikTok/Shopee 
live streams, I become com-
pletely absorbed (focused)..

0.853

Purchase Intention 0.807 0.874 0.635 Valid and 
reliable

(Martins et al., 
2019; Pavlou & 
Fygenson, 2006)Y11: When I'm about to buy 

something, I intend to buy the 
product featured on the Tik-
Tok/Shopee live stream

0.794
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Y12: I want to buy the high-
lighted item from the TikTok/
Shopee live stream when I'm 
ready to make a purchase

0.854

Y13: I anticipate that I will buy 
the product I see on the Tik-
Tok/Shopee live stream

0.790

Y14: The items that I see on 
TikTok and Shopee live streams 
truly appeal to me

0.746

Figure 1. Algorithm results

Table 4. Fornell-Larcker Criteria

Variables
Fornell-Larcker Criteria

FE EP KE*FE HV NH*FE PI UV NU*FE
Flow Experience 0,816
Emotional pleasure 0,608 0,875
KE*FE 0,392 0,250 0,712
Hedonic Value 0,562 0,613 0,262 0,811
NH*FE 0,181 0,216 0,638 0,105 1,000
Purchase Intention 0,483 0,508 0,288 0,446 0,209 0,797
Utilitarian Value 0,460 0,591 0,198 0,586 0,094 0,442 0,791
NU*FE 0,199 0,183 0,681 0,107 0,704 0,189 -0,013 1,000

Information: FE is Flow Experience, EP is Emotional pleasure, HV is Hedonic Value, PI is Purchase Intention, 
UV is Utilitarian Value

	 Discriminant validity was assessed using the Fornell-Larcker criterion (Table 4). 
This validity was determined by comparing the square root of the AVE of each construct 
with the correlation between the other constructs. The analysis results show that the square 
root of the AVE for each construct is greater than the largest correlation value between the 
constructs, indicating that the constructs are not associated with each other.
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Reliability Test
Reliability was measured using Composite Reliability (CR) and Cronbach’s Alpha (CA). 
The information in Table 3 above shows that the composite reliability value for all study 
variables is > 0.6. Consequently, it can be inferred that all variables have a high level of 
reliability because each variable has satisfied the requirements of composite reliability. 
According to Table 3, the Cronbach’s Alpha value for each research variable is higher than 
0.7. Therefore, it can be inferred from these data that all of the research variables have a 
high degree of reliability because they have all satisfied the Cronbach’s Alpha value re-
quirements. The results indicate that the variables are valid and reliable. Thus, the state-
ment items in the research variables can be used for the next stage.

Model Test
Based on Table 5, which explains the model suitability test criteria based on Hair et al., 
(2014), all model suitability tests are appropriate and acceptable. So, it can be concluded 
that the model in this study has good model quality.

Table 5. Model Feasibility Test
Model Test Criteria Mark Information

SRMR Accepted if < 0.10 0,066 Accepted
NFI The closer the NFI is to 1, the better the fit 0,824 Accepted

Information: SRMR is Standardized Root Mean Square Residual, NFI is Normed Fit Index

Hypothesis Testing
Hypothesis testing involves examining probability values and t-statistics. The p-value is 
less than 0.05 for a 5% α. The t-table value for α 5% is 1.960. The t-statistic value was used 
to explain each test result for the study's direct and indirect hypotheses. The t-statistic val-
ue, which is the result of bootstrapping, is also shown in Figure 2. Using the Smart PLS 3.0 
technique and a bootstrapping process, the hypothesis testing revealed the following link 
between the impact of exogenous variables and endogenous variables: 

Figure 2. Boostraping results
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Table 6. Path Coefficients Test Results

Hypothesis
Original 
Sample 

(O)

Sample 
Mean 
(M)

Standard 
Deviation 
(STDEV)

T Statistics 
(|O/STDEV|) P Values Result

H1: Hedonic Value → 
Purchase Intention 0,088 0,089 0,099 0,886 0,376 H1 

accepted
H2: Utilitarian Value → 
Purchase Intention 0,151 0,159 0,076 1,985 0,048 H2 not 

accepted

	 Based on the Path Coefficient in Table 6, the direct influence of Hedonic Value on 
Purchase Intention can be observed, with a t-statistic value of 0.886 and a p-value of 0.376. 
It can be explained that the t-statistic value is 0.886 < t-table of 1.96 or p-value of 0.376 > 
0.05.  Therefore, it can be said that hypothesis 1 is not supported. The result is consistent 
with the findings of prior researchers, such as (Bridges & Florsheim, 2008; Anderson et al., 
2014), namely that Hedonic Value has no effect on Purchase Intention. The effect of Util-
itarian Value on Purchase Intention has a t-statistic value of 1.985 and a p-value of 0.048. 
So, it can be said that hypothesis 2 is supported. This is similar to the research by (Bridges 
& Florsheim, 2008; Zhang et al., 2023a), which also provides evidence that Utilitarian Val-
ue has a positive influence on consumers’ Purchase Intention.

Table 7. Specific Indirect Effects Test Results

Hypothesis
Original 
Sample 

(O)

Sample 
Mean 
(M)

Standard 
Deviation 
(STDEV)

T Statistics 
(|O/STDEV|) P Values Result

H3: Hedonic Value → 
Emotional pleasure → 
Purchase Intention

0,058 0,055 0,027 2,192 0,029
H3 
accepted

H4: Utilitarian Value→ 
Emotional pleasure → 
Purchase Intention

0,067 0,065 0,031 2,152 0,032
H4 
accepted

	 In Table 7 (Specific Indirect Effects Test), the indirect effect of the specified hy-
potheses can be observed. The results show that the Utilitarian Value of the Purchase 
Intention generated by Emotional Pleasure has a statistical t-value of 2.192>t-table of 1.96 
or a p-value of 0.029<0.05, and the coefficient is positive 0.058. Since Hedonic Value has 
no discernible direct impact on Purchase Intention, hypothesis 3 is supported, and Emo-
tional Pleasure acts as a full mediator between Hedonic Value and Purchase Intention. 
Through emotional satisfaction, the second mediation theory demonstrates how Utilitar-
ian Value influences Purchase Intention. The findings indicate that Utilitarian Value has 
a substantial direct impact on Purchase Intention, with the t-statistic value being 2.152 > 
t-table of 1.96 or a p-value of 0.032 <0.05, and the coefficient being positive 0.067. There-
fore, the complementary mediation (partial mediation) between Utilitarian Value and 
Purchase Intention is explained, and hypothesis 4 is supported. These results align with 
previous research that yielded similar results (Meng et al., 2021; Kim & Kim, 2020; Park 
& Lin, 2020; Zhang et al., 2023b), which also provides the relationship between Hedonic 
and Utilitarian Values and their impact ​​on Purchase Intention as mediated by Emotional 
Pleasure.
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Table 8. Moderation Results

Hypothesis
Original 
Sample 

(O)

Sample 
Mean 
(M)

Standard 
Deviation 
(STDEV)

T Statistics 
(|O/STDEV|) P Values Result

H5: Moderating Emo-
tional pleasure →  He-
donic Value→ Emotional 
pleasure

0,063 0,055 0,068 0,932 0,352

H5 not 
accepted

H6: Moderating Emo-
tional pleasure →  Utili-
tarian Value → Emotional 
pleasure

0,047 0,053 0,076 0,619 0,536

H6 not 
accepted

H7: Moderating Flow 
Experience Emotional 
pleasure → Purchase 
Intention

0,102 0,115 0,048 2,116 0,035

H7 
accepted

	 In Table 8 (Moderation Results), if the p-value is less than 0.1 (at the 10% level), 
less than 0.05 (at the 5% level), or less than 0.01 (at the 1% level), the hypothesis is sup-
ported (Hair et al., 2014). The moderation results table shows that the Flow Experience 
moderation on the influence of Emotional Pleasure on Purchase Intention has a p-value 
of 0.035 <0.05, while the other p-values ​​are >0.05. It can be said that Flow Experience 
succeeds in moderating the relationship between Emotional Pleasure and Purchase In-
tention. Therefore, hypothesis 7 is supported, and hypotheses 5 and 6 are not supported. 
These results are similar to (Wang et al., 2021), which suggests that Flow Experiences does 
not moderate the relationship between Hedonic and Utilitarian Values. Furthermore, Hy-
pothesis 7 is similar to the research by (Zhang et al., 2023a), which suggests that the rela-
tionship between Emotional Pleasure and Purchase Intention is positively moderated by 
Flow Experience. Further discussion will be discussed in the next section.

DISCUSSION 
Since Hedonic Value does not affect Purchase Intention, hypothesis 1 is rejected. This 
is similar to the research by (Bridges & Florsheim, 2008), which states that the hedonic 
elements of flow are found to be unrelated to online purchasing. (Anderson et al., 2014) 
states that hedonic motivation consists of several elements, namely time saving, access to 
information, perception of bargaining, and shopping experience. However, their research 
also does not find a positive relationship between access to information, perception of 
bargaining, and shopping experience and online Purchase Intention. These findings sug-
gest that hedonic elements are not the main driver of Purchase Intention. This may also 
be influenced by the demographics of the respondents, which show that 95.59 percent are 
aged 18-25 and 77.45 percent have an income of less than Rp1,500,000. Respondents with 
these criteria may prioritize Utilitarian Value ​​over Hedonic Value, which represents the 
pleasure of shopping due to their limited pocket money. 
	 Furthermore, perceived ease of use and perceived usefulness play a significant role 
in influencing a person's intention to use social media (Rautela et al., 2023). This is reflect-
ed in the positive effect that Utilitarian Value has on Purchase Intention, thus supporting 
hypothesis 2. This is in line with (Bridges & Florsheim, 2008); (Zhang et al., 2023a) which 
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also provides evidence that Utilitarian Value has a positive influence on consumers’ Pur-
chase Intention. According to (Zhang et al., 2023a), Utilitarian Value is demonstrated by 
sellers when they are introducing one by one the size, material, or function of the product 
when they sell products on social media using the live broadcast feature so that consum-
ers can find out more about the goods they are interested in. Functional value influences 
satisfaction. Consumers feel satisfied with well-presented and reliable video content that 
is perceived to provide information that can meet their needs (Ariffin et al., 2023). The 
results of this study indicate that the entertainment (hedonic) aspect of purchasing deci-
sions has been replaced by Utilitarian Values, ​​such as product information and price. The 
consumption of digital video content is more influenced by individual decision-making 
than by society, social approval, or peer group acceptance (Ariffin et al., 2023). Accord-
ing to Bartosik-Purgat (2019), consumers focus more on information about a product or 
brand, the advertisements displayed, and information about company events. The people’s 
need to know more about certain products may reduce the role of Hedonic Value.
	 According to the results obtained from hypothesis testing, the relationship be-
tween Hedonic and Utilitarian Values and how it affects Purchase Intention is mediated by 
Emotional Pleasure, thus supporting hypotheses 3 and 4. Apart from providing in-depth 
knowledge regarding products by conveying user experiences or professional analyses, 
sellers may also influence consumers by conducting flash sales from time to time and en-
gage audiences by means of interesting interactions to give them more enjoyment when 
watching live broadcasts (Meng et al., 2021). Consumer emotions, such as enjoyment, 
passion, admiration, and emotional trust, can influence purchasing behavior and nurture 
Purchase Intention (Meng et al., 2021). Live broadcast viewers can interact with sellers 
(Kim & Kim, 2020) so that both the Hedonic and Utilitarian Values ​​received by them can 
encourage the formation of emotions, which will eventually lead to Purchase Intention 
(Park & Lin, 2020). This suggests that Hedonic Value can influence Purchase Intention 
when coupled with the Emotional Pleasure experienced by customers, such as happiness, 
when watching live broadcasts. These results align with previous research with similar 
results by (Zhang et al., 2023b). Entertainment value, such as video content, contributes to 
high customer satisfaction, thus influencing purchasing behavior (Ariffin et al., 2023).
	 Furthermore, the research results show that Flow Experience does not play a role 
in moderating the relationship between Hedonic Value and Utilitarian Value, thus hy-
potheses 5 and 6 are not supported. Wang et al. (2021) state that live broadcast content 
and interactions in e-commerce platforms do not have a positive impact on Flow Experi-
ence. This shows that Flow Experience cannot moderate the Hedonic Value and Utilitar-
ian Value of the intention to purchase a product offered on a live broadcast. The duration 
during which respondents watch live broadcasts may also influence this, as 89.71% of 
respondents admit to having only watched live broadcasts for less than 30 minutes per day. 
According to Ozkara et al. (2017), since both the concentration and curiosity needed to 
affect online Purchase Intentions are not high enough, they cannot trigger a Flow Experi-
ence that is needed to nurture Hedonic Value and Utilitarian Value within the consumers. 
Ahmad et al., (2025) find several dimensions of Flow in the use of new technologies, such 
as telepresence, perceived expertise, avatar ownership, and perceived personalization. 
These dimensions may not have been explored further in live streaming activities using 
the TikTok and Shopee platforms in Indonesia. However, this study supports hypothesis 
7 by showing that the relationship between Emotional Pleasure and Purchase Intention 
is favorably moderated by Flow Experience. This is similar to the results of a previous 
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research by (Zhang et al., 2023a), which states that stronger Flow Experience will result 
in better consumers' cognitive absorption, making them enjoy the product more and en-
gage more in Emotional Pleasure that is stimulated by the values ​​offered by the product. 
Consumers having a Flow Experience positively influence online exploration behavior 
and behavioral intention to engage in online purchasing transactions (Wang et al., 2021). 
Again, Emotional Pleasure plays a role, which can enhance Flow Experience. A positive 
emotional state enhances Flow Experience, leading to consumers exhibiting a friendly and 
positive attitude toward the product offered in the live broadcasts (Zhang et al., 2023b). 
Flow Experience also provides user satisfaction, which can encourage positive intentions 
to use the technology (Duy et al., 2025).

CONCLUSION
According to Loonam et al. (2018), there are three main approaches to developing a cus-
tomer-centric digital approach, namely (1) designing customer experiences from the out-
side in; (2) reaching and engaging customers and online communities, and (3) integrating 
physical and digital (or virtual) customer experiences. This research was conducted to 
examine the relationship between Hedonic Value and Utilitarian Value and how it affects 
Purchase Intention, the role of Emotional Pleasure as a mediating variable, and the role of 
Flow Experience as a moderating variable. The results provide several theoretical impli-
cations, namely: (1) This research complements the literature study on social media mar-
keting which also serving as e-commerce, such as TikTok, and the role of online shopping 
through life broadcasts on the TikTok Shop and Shopee platforms, especially in relation to 
the Pleasure-Arousal Dominance (PAD) model; (2) The research results confirm that live 
broadcasts can nurture Utilitarian Value, enabling consumers to find out more about the 
items they are interested in, and can ultimately grow purchasing intentions. Furthermore, 
Emotional Pleasure is proven to mediate the relationship between Hedonic Value and 
Utilitarian Value and how it affects Purchase Intention. Apart from providing in-depth 
knowledge regarding the product by conveying user experiences or professional analyses, 
sellers can also influence consumers' emotional of pleasure when watching, thus nurtur-
ing purchasing intentions; (3) However, some results contradict previous research. Flow 
Experience does not play a role in moderating the relationship between Hedonic Value 
and Utilitarian Value. This shows that Flow Experience cannot moderate the Hedonic 
Value and Utilitarian Value of the intention to purchase a product offered on a live broad-
cast. However, Flow Experience acts as a positive moderator in the relationship between 
emotional delight and Purchase Intention. Stronger Flow Experience boosts consumers' 
cognitive absorption, which raises their enjoyment of the product and encourages them to 
experience the Emotional Pleasure sparked by its values. Marketing innovation is driven 
by social and cultural innovation, economic innovation, and, of course, new technological 
innovation (Salamzadeh et al., 2023). Therefore, ​​it is important for marketers to know and 
adapt to digital innovation factors that influence purchasing behavior.
	 A crucial step in digital transformation in developing a customer-centric perspec-
tive is reaching and engaging customers and online communities (Loonam et al., 2018). 
This research provides practical implications based on the strong mediating role of emo-
tional enjoyment in influencing various variables used, such as Hedonic Value, Utilitarian 
Value, and Flow Experience. Marketers can improve entrepreneurial attitudes and infor-
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mational skills (Shukla et al., 2021), which can be used to strengthen emotional connec-
tions with customers. Utilitarian Value has a stronger influence on Purchasing Intention. 
Marketers can provide clear and relevant information by demonstrating products directly 
to give potential buyers a clearer picture. In addition, emotional value captures the en-
tertainment element in a product or service with the aim of satisfying consumer needs 
(Gaber et al., 2019). Marketers can utilize appropriate or viral music to improve the quality 
of their interactions with consumers and enhance their Flow Experience. Additionally, 
marketers can enhance their engagement with consumers by utilizing engaging content 
and features during live broadcasts.

LIMITATION
There are plenty of limitations to the study that offer ideas for further research. First, this 
research uses a cross-sectional survey method. Therefore, it is hoped that future research 
can use other methods, such as observation, in-depth interviews, or experiments, to ob-
tain more in-depth results regarding consumer behavior. Second, this research uses the 
PAD model. Future research is expected to be able to use other theories, such as the Cog-
nitive-Affective-Conative Model and Message Effectiveness Theory, to provide a different 
perspective on what influences consumer behavior. Third, future research may adopt a 
longitudinal approach to observe how the Role of Values, Emotional Pleasure, and Flow 
Experience over time relate to customer loyalty and purchasing behavior. This approach 
can provide a deeper understanding of the long-term effects of digital marketing strate-
gies. Fourth, future research is recommended to segment based on age, gender, education 
level, and income to see differences in the Role of Values, Emotional Pleasure, and Flow 
Experience. Fifth, this research was exclusively conducted on respondents in Indonesia, 
considering the social and economic factors, along with the extent of digital marketing 
adoption in the country. Indonesian culture, characterized by collectivism, familial values, 
and specific social conventions, significantly impacts consumer responses to value, Emo-
tional Pleasure, and Flow Experience. Additional research may be undertaken in other 
countries exhibiting diverse levels of digital marketing advancement, including those in 
Southeast Asia, East Asia, and Western nations, to ascertain whether value, emotional 
gratification, and Flow Experience exert similar or divergent effects. The recommendation 
for marketing practitioners, including companies conducting digital marketing through 
social media, is that a greater emphasis should be placed on the creation of Utilitarian Val-
ues by highlighting the product's tangible benefits and convenience through live broad-
casts. Companies should also build Emotional Pleasure by presenting engaging and inter-
active broadcasts to encourage consumers to feel positively connected to the brand.
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