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Abstract

This study employs the Stimulus-Organism-Response (SOR) framework to examine how Al cus-
tomer service influences consumers’ green purchase intention. Results demonstrate that anthropo-
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morphic design, interactive responsiveness, and information quality of Al customer service signifi-
cantly enhance consumers’ perceived trust and perceived value, with interactive responsiveness
exhibiting the most substantial impact. Furthermore, both perceived trust and perceived value pos-
itively drive green purchase intention, though the effect of trust is markedly stronger than that of
perceived value. The findings suggest that e-commerce enterprises should optimize Al response ca-
pabilities, advance anthropomorphic features, and integrate authoritative eco-certifications to
build credible intelligent advisory systems for green consumption. These strategies provide critical
technological support for sustainable market development.
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Figure 1. Conceptual framework
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Table 2. Reliability and convergent validity test results
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