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Abstract

Live e-commerce has become a mainstream consumption scenario in the digital economy era, and
user stickiness, as a core metric for measuring a platform’s long-term competitiveness, has gar-
nered significant attention regarding its formation mechanism. Based on SOR theory and social
presence theory, this paper systematically explains the mechanism by which interactivity affects
user stickiness. Interactivity shapes user stickiness through a “cognition-emotion-behavior” triple
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path: informational interaction reduces cognitive costs, relational interaction triggers emotional
resonance, and operational interaction forms behavioral inertia. On this basis, the paper proposes
four enhancement paths: persona-driven interaction to build emotional connections, tool-based in-
teraction to lower participation barriers, community-based interaction to extend usage scenarios,
and co-creative interaction to reconstruct value relationships. These are illustrated with practical
cases such as Li Jiaqi’s live streaming sessions and JD Global Shopping, aiming to provide theoretical
reference and practical insights for live e-commerce practitioners to optimize interaction strategies
and build sustainable user relationships.
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Figure 1. Theoretical framework diagram of how interactivity in e-commerce live streaming affects user stickiness

E 1. R EREIERNEA PR IR E SR E

DOI: 10.12677/ecl.2026.154400 315 1T 5508


https://doi.org/10.12677/ecl.2026.154400

Rk,

4. EEIMERIMA PR 54T
4.1. INHEER: RENMESRRREE

B AR E S AR AR T ORI o P BEWS 2 ELRR RIS ™ b B i R AR5 RIS 25, HLAE
BTG BARKIEL, BT ARG, “—m %" SRR E RN ERERENE, EFE)RAE
T AT, ERMEEAURS TIRFE, SR LMo pra B 248 7 B, KIEmE, H
FUEXREE BAR RS BB BT RN I ARIEAE, B CRFRERUE L XA ERRE
A RERL” , RFERIARIPRZE H AR S SOV BT d . BRI R o ) R 4F T e i F - oRG 1
S, TRGVERRSE, PO B A5 2 AR B 2

4.2. RREE: FREGS5HRR

B AVEIE LA R ER AR S ) PR . SRR E B h, R A A 0 B R e BRI
WL AR A 18, TR R AR R — R B IAN PR oG R e I ERX A B P RS AR B A
B YR CHCEAL” RIS, XA RIS AR R AR IR R A ITAE T <3R4
K7 FRAEEA B, o LR B HHRE BTE S A5 SOCAR, ELRRIAIE R 1 B 4058 5 3 P
fE e, O — A IR BOLFE A . Tian S NIORTFUREL, SR R E AR T 98 0 SR,
BETTSR = PR, TS AR AR T Lo — A R U, O P IR R e R R &R 23]

43. TABE: S5IREHREHRH

B R AT AR R R . B R BTN R R B B SRR A R
W B TR BOAT R 248 2 P R SR R RE N BRI A8 3, % VEIR OV EAR T “WLACIZ”
VR 3o S R SAS B i 1. R AR M Al 0 B A ie k. P EREAS ELAR IR pin /R 1 L
N T AT HAN NBE P, P s, HahER. i ssE, Bier o mRE X s R,
T NAT A 8 2 DR Lo B, A P B D R B A SR LA ) o UK BRI “ ST 587 Bridk it B 1 X it
PR HLPAE ELRR RIS Y2 1 S AL DT B SE IV B0 i, RO EL 3l b D) sk
B TS A

4.4. ZEBRENHEER

WAL RS AT A =HEEIFARALIE A, TR AR . RIS AR 1 R4S 1 2L A,
FUPANRT BRI T, A = AT IS s TG I A SONAT M ISR (3 1), A AR
RTZE5EEEE; TR A S ARMEIAR,. TR, WES 5B L ARz
o KPRV A B RCR . FP R BB M 5 SAT N Z e B . i F 2, EalitE AU
BRI S, AR TS E ROk, DI BT S A B S i
5. EEIEHEF A PSSR
5.1 NRHER): M HER” B R

I HE R R BT AU R R e L. SN ER PR RS e R AR,
WA H 2513 R PGS 5y, 2810, 85 E RS TER AT R A N “HI R 7 R “BrfEE” AL
AN BB @ S = MO B R —RRENNBE, MO U B 58 5 56 R AR
TRAEWHER, #eEEAR, BB FEERSSR A SRS, AR
Bt R FF N A, DAMER R RINFRA . LI BRG], I LB MR, FFEiiimn e

DOI: 10.12677/ecl.2026.154400 316 1T 5508


https://doi.org/10.12677/ecl.2026.154400

KA, EHE

iRy SR A AT S 45 A S A, SRR T AT TR S 2025 4, IR AR ELAE 1A TE
HSemi” ROARIN LRI, AR 3 I AR I ] B FFEAR SRN T AE (BTN g PRl T2 e AL R
B2 o KRR TSR EALS L, s IR B AT R AR E AR R [24]

52. TRUER): RS54

B LRI 5 — FE R TR —— (S EOR T BRI 11 5 a0 s 5 30
1, TR TR B < FERENR" Bk

SRS R TR AR S, A TSR, BB IR AR S, A
RELLFE P12 S, BUSThRE IR B B35 0T, ELIR I < B0 A BN 1, Xk B it
27 WS, FP U AR T 2 5 o, B TR 103 57k, SON BRI T 1
GRS e BORHESS Jy T R FL B TFRE T BT A, 6T AR f SN ST HoR A0S S B0 FRL P 1
B IR S —— 4 R GRS P 7 i SR i, 77 SR AT S0 LA 251 3R “ R
) BARBER R T, R ERE, BRI T LS5 R,

5.3. #tELER): EMEREGR

FHPORS PR A5 T AN e PR B (X — B — 35t ML) S )32 AR A I A o AR AL EL 2 (1A% O
FETH— IR ERRWAR AN B A RS 5 B AR . BiRseikrh, WHBMBERE. MbmfEsSs
TR AR, AR ERRIN B N A AR, WK, BRI S S
NALRE, HRENAR L RIEZ) . RUCERAER. XA “EHIE + R R RS ES RN &
JEJWNEE” 370 “ A RAT ik ” SSRGS . ORI, ARV 5 R 2 18 R A A2 AR
G, MR ZEPELS S SEATN, BERREEA AL “ 5k - T RLE SR I,
FANE DA Z AR 2% o SRR R MR T 1 7 (R il A —— B TR ELA (8] AR R
HERRKIRRPW, HEWE SITREA AL M SHEA R .

54. #EWWER: NEREILEE

T+ B AR LI oo J2 VGRS BME—— R I AN T . R A BB BIE RAT,  HEZh
FURECABE T oE” HA sl “IdE” o BERERE BRI KB T
RG] R ERRE R BV M SRR RIS RN, B A Rk Besh fh R LN B, R
RN IES fh B8 e PR BB RIR T ORPERA . BB, TR T “ FaoREAE - RO [EIN - i
ESEEL” ISE B, A MBS BRI # A N Esh Bt 6 . X — 1R T 2 75 365
R E RN AU P SRR S SIS, BRI RS FOSL R A5 BA™ dh B0, RS
SRR P AT AR SR IRE, =7 R SR AE AR R R 5™ . BB 121X R 3 [R5 7
Mg A —— e E R BT SN, W EF GG e, R E RN F RS, =
F A LB S I A KB RS P B B2 [26] -

6. ZLE5RE

ARG T R B A RS PR AR L R ST AR . AN IS R AT
= E g IE R R (5 SR E A8 PR R SAS T SO FIE AR, 9% A R L3 I Ok 1 I
B, B B8 S IR LR B P AT R, IR M AU BB, TR ES), A
WHZ AR PR R TE LA PR, LRI AR T PR B RGBSR, HoR
BEP R RS E B A BRI A . R IREN B REAC . AR/VR SRALIITTR G . X BLEE ST 410

DOI: 10.12677/ecl.2026.154400 317 1T 5508


https://doi.org/10.12677/ecl.2026.154400

AR, EHE

EAENLEISE, R A5 ORGP 1 OC R W FE SR R UUE . (BRI RS, BB IR 2
RAE——ERFEHFMIAN G NG BB SRR T ALEM S, BRI AR, FHER
TH. HE T, 7 ReE BRI T 7 3E S h M T RREE I P R &R

EHEUmHE

2025 FEVLFE I 70 A= S BB T R T H (Postgraduate Practice Innovation Program of Jiangsu Province)

(B ZORE 1 51 BT b Je (132 8 JE B 5 SR BR AR T FE ) (SICX25_2431); VLR K55 —+=HkA 4k
BHHRE ARSI AL T FSEERERIEHT 7T (23C183).

&5k

(1]

(2]

(3]

[12]
[13]

[14]
[15]

[16]
[17]

[18]

[19]

o E BB 245 Bl 3 56 drh B LR 4% Kk SRR DL 4 4 5 [EB/OL]. 2025-08-29.
https://www.cnnic.cn/n4/2025/0721/c88-11328.html, 2026-02-26.

Steuer, J. (1992) Defining Virtual Reality: Dimensions Determining Telepresence. Journal of Communication, 42, 73-
93. https://doi.org/10.1111/.1460-2466.1992.tb00812.x

Rafaeli, S. (1988) Interactivity: From New Media to Communication. In: Hawkins, R.P., Wiemann, J.M. and Pingree,
S., Eds., Advancing Communication Science: Merging Mass and Interpersonal Processes, Sage, 110-134.

Liu, Y. and Shrum, L.J. (2002) What Is Interactivity and Is It Always Such a Good Thing? Implications of Definition,
Person, and Situation for the Influence of Interactivity on Advertising Effectiveness. Journal of Advertising, 31, 53-64.
https://doi.org/10.1080/00913367.2002.10673685

van Dijk, J. (2004) Digital Media. In: Downing, J.D.H., McQuail, D., Schlesinger, P. and Wartella, E., Eds., The SAGE
Handbook of Media Studies, SAGE Publications, Inc., 145-164. https://doi.org/10.4135/9781412976077.n8

McMillan, S.J. (2002) Exploring Models of Interactivity from Multiple Research Traditions: Users, Documents, and
Systems. In: Lievrouw, L.A. and Livingstone, S., Eds., Handbook of New Media: Social Shaping and Consequences of
ICTs, SAGE Publications, Ltd, 163-182. https://doi.org/10.4135/9781446206904.n13

Striner, A., Azad, S. and Martens, C. (2017) A Common Framework for Audience Interactivity. Proceedings of the 2017
Annual Symposium on Computer-Human Interaction in Play, New York, 15-18 October 2017, 15-27.

/N, ERICH, (B AG. ELRR DT rh B AV 2 K R I SR B ST ], AR G 5 SR, 2020(12): 108-
111.

EXRZ, EBRRZ. B AR P I EE % W SEAT A i ——3 T ORI A E R B AT (0], St s
L, 2025, 40(6): 63-68.

TR BT T BN LT ELRR L0V 9 o 3l SE R R A —— Ak o i 7 AT B R S R b A4
R W RFEBURZRFUE], 2025, 41(2): 107-116.

F T T R AR P, SUREERIE-G A7 R R UCE . WU PK 3R 400 75 %%, SEOETEOTRECNR + R H
%42 [EB/OL]. http://m.nnwb.nnnews.net/p/179595.html, 2025-08-29.

Mehrabian, A. and Russell, J.A. (1974) An Approach to Environmental Psychology. MIT Press.

Eroglu, S.A., Machleit, K.A. and Davis, L.M. (2001) Atmospheric Qualities of Online Retailing: A Conceptual Model
and Implications. Journal of Business Research, 54, 177-184. https://doi.org/10.1016/s0148-2963(99)00087-9

NG < BLHE RS 2 RS ) R IR 2 T ARA SRS [J]. FLT R 45 V1R, 2025, 14(9): 24-32.

TRV, XEOME. BRI DTS 85 T S W S SR R R —— B TR RS A )], mk e T o,
2024(1): 83-86.

ARk, KT, MRS, R B b SRR 2 W S R R B LR AT D). AR b, 2025(5): 52-55.
Ling, K.J. (2024) The Mechanism of the Influence of Live Streaming Shopping on Consumer Purchasing Behaviour in
the Tourism and Hospitality Industry. Master’s Thesis, The Hong Kong Polytechnic University.

Shui, X., Bian, S. and Zhang, P. (2025) How Can Al Virtual Streamers Gain Consumer Trust to Influence Purchase
Intention in Live-Streaming E-Commerce? Journal of Theoretical and Applied Electronic Commerce Research, 20, Ar-
ticle 325. https://doi.org/10.3390/jtacr20040325

Liang, M., Jin, Z., Diao, Y. and Jin, C. (2025) Impact of Live Streaming Commerce on Continuous Intention: An Explo-
ration Based on Post Acceptance Model and SOR Model. Sage Open, 15, 13-14.

DOI: 10.12677/ecl.2026.154400 318 N e


https://doi.org/10.12677/ecl.2026.154400
https://www.cnnic.cn/n4/2025/0721/c88-11328.html
https://doi.org/10.1111/j.1460-2466.1992.tb00812.x
https://doi.org/10.1080/00913367.2002.10673685
https://doi.org/10.4135/9781412976077.n8
https://doi.org/10.4135/9781446206904.n13
http://m.nnwb.nnnews.net/p/179595.html.
https://doi.org/10.1016/s0148-2963(99)00087-9
https://doi.org/10.3390/jtaer20040325

KA, EHE

[20]
[21]

[22]

(23]

[24]

[25]

[26]

https://doi.org/10.1177/21582440251382148

BRATHE. WP BELARTEEE R 2 E R IEAT R AT [T]. TR 95118, 2024, 13(4): 742-754.

2RI, BN, LR ELIET G T RRSE A BB T —— T B2 B A 2 AT [J]. A% 2
5928k, 2024(3): 174-178.

R, Be. BRI A I3 RO I o 3 T 3K = R R —— 2 T IR R M P N S R AL E ]
M2 BRI IT, 2024(4): 83-86.

Tian, L., Hai, Y., Wang, S., Ma, G. and Pillalamarri, S. (2026) The Interactive Impact of Social Interaction and Product

Involvement on Customer Stickiness in the Context of Live Streaming E-Commerce. Frontiers in Psychology, 16, Article
1724223. https://doi.org/10.3389/fpsyg.2025.1724223

OB B AR kAL BRI SO P R SRR AR S YRR 2S [EB/OLY.
https://www.sh.chinanews.com.cn/shms/2025-12-26/143647.shtml, 2025-12-26.

BT R G, RIEEBEE BB A R S H RS 28 TR ia X [EB/OL ).
https://developer.baidu.com/article/detail.html?id=5304558, 2025-12-06.

FCEEE, PhiE R, BTFA T T EAR R Tl s R SR R M ma LR S [J]. A TR R iR (e
B, 2025, 42(1): 19-27.

DOI: 10.12677/ecl.2026.154400 319 1T 5508


https://doi.org/10.12677/ecl.2026.154400
https://doi.org/10.1177/21582440251382148
https://doi.org/10.3389/fpsyg.2025.1724223
https://www.sh.chinanews.com.cn/shms/2025-12-26/143647.shtml.
https://developer.baidu.com/article/detail.html?id=5304558

	电商直播互动性对用户粘性的影响及提升路径
	摘  要
	关键词
	The Impact and Promotion Path of Interactivity in E-Commerce Live Streaming on User Engagement 
	Abstract
	Keywords
	1. 引言
	2. 互动性的内涵与类型
	2.1. 互动性的概念界定
	2.2. 互动性的类型划分

	3. 用户粘性的理论基础
	3.1. 用户粘性的概念内涵
	3.2. SOR理论及其应用
	3.3. 社会临场感的中介作用
	3.4. 电商直播互动性影响用户粘性的理论框架

	4. 互动性影响用户粘性的机制分析
	4.1. 认知路径：信息价值与决策信任
	4.2. 情感路径：情感联结与归属感
	4.3. 行为路径：参与习惯与路径依赖
	4.4. 三重路径的协同作用

	5. 互动性提升用户粘性的实践路径
	5.1. 人设化互动：从“销售员”到“陪伴者”
	5.2. 工具化互动：降低参与门槛
	5.3. 社群化互动：延伸使用场景
	5.4. 共创化互动：从消费者到共建者

	6. 结论与展望
	基金项目
	参考文献

