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Abstract

With the advancement of digitalization, information encounter as an emerging approach to
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information access has become increasingly important in the context of e-commerce live streaming.
Based on the Stimulus-Organism-Response (SOR) theory and Affective Events Theory (AET), this
study develops a hypothesized model, proposing that information encounter in e-commerce live
streaming exerts a double-edged effect on consumers’ purchase intention through two pathways:
affective response and information overload. Furthermore, this study suggests that consumer im-
pulsivity and time pressure serve as moderators. Consumer impulsivity strengthens the positive
effect of affective response on purchase intention and weakens the negative effect of information
overload among highly impulsive consumers. Time pressure exacerbates the negative effect of in-
formation overload and, to some extent, influences the positive effect of affective response. Using a
questionnaire survey, this study collected 385 valid consumer samples. The hypothesized model
was tested and verified by structural equation modeling (SEM) and the Bootstrap method. By exam-
ining both positive and negative effects of information encounter, this study provides managerial
implications for enterprises to avoid the negative outcomes and enhance the positive effects of in-
formation encounter in e-commerce live streaming marketing.
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Figure 1. A dual path theoretical model of information encounters affecting consumer purchase intention
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) 5 Wt FEASE N DG S REAI R R . N DGR E R ZA T R 22 AN 4 A4
R, BRAGEMEE. RSN, FEEE. phhRR. R EEE 6 ANMER . AT
XF Gt BOH B BRI 6 R B, N R R LT 6 R SR IR SR R R M s ) AL L 2
IR AR, FEdlnl 496 fy 14, BIBRJCRLIR G fE, BRI AR AE 385 4, 135 A LRIy 77.6%.
4.2. EERR
DA % ) 5 R I T A5 B2, MIHT SPSS 26.0 #EATFIFEME /34T, S55R IR 1 Fown, b mlsn, Ak
21 sk Cronbach’s o RECH 0.856, KT 0.8, HEEE(CRIAT 0.800, KUAELXAARIFIIEL.
T HA 4K T 0.700, AVE KT 0,600, REIAEREA REFRECRE, ATELH T a2 7.
4.3. RS SEX SR
HATRRIE . brHEE AR RELA 2. B 2 W, 5 RAEE 5 TSN = 0.387, p < 0.01).
15 Bt #i(r=0.319, p < 0.01)FIMG L & J& (r = 0.348, p < 0.01) ) 5 3E IEAH G, 15 B 5 ) K 2 & (r = 0.456,
p<0.0D)EFEIEMAX, FEITHEMEEZE(=-0.268,p <0.01) 3 FAHK.
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Table 1. Measure model reliability metrics
F 1. NERBIEEER

yAPEN MR8 81 K T35 fir Cronbach’s « AVE CR M. Cronbach’s o
IE1 0.751
IE2 0.8
By bt 0.882 0.6246 0.8692
IE3 0.777
IE4 0.831
IP1 0.753
MR IP2 0.819 0.822 0.6340 0.8384
IP3 0.815
TP1 0.815
I} ) A7 TP2 0.823 0.767 0.6735 0.8609
TP3 0.824
ER1 0.832 0.856
ER2 0.746
17 18 S 2 0.863 0.6542 0.8831
ER3 0.84
ER4 0.814
101 0.884
102 0.869
{5 Bt # 0.922 0.7718 0.9312
103 0.886
104 0.875
PI1 0.846
) ST 75 M P12 0.855 0.920 0.7276 0.8891
PI3 0.858
Table 2. Mean, standard deviation, and correlation coefficient of variables (N = 385)
2. TEMHE. FREEREXRHEN =385)
A HE ¥ PRt 22 IE IP TP ER 10 PI
IE 3.8390 1.04942 1
P 3.7593 1.02391 0.552" 1
TP 3.5351 1.01265 0.112* 0.159** 1
ER 3.5474 1.07250 0.387" 0.330* 0.135™ 1
10 3.7084 1.13389 0.319™ 0.153* -0.026 -0.021 1
PI 3.5593 1.32660 0.348™ 0.359** 0.146™ 0.456™ -0.268" 1
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B=0.64,p<0.001; 8=0.34,p=0.001), 1&ES R0 K &I HA IE R (B =0.37,p <0.001), 15Eid%
Xof I SE R B HAT LRI REI (B = —0.42, p < 0.001), #5HE KR SBANE Bl #. FE a5 sEL
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Figure 2. Theoretical model results
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Table 3. Model fitting metrics
3. REWES IR

= c2/df CFI RMSEA IFI TLI PCFI PNFI
S%H <3 >0.9 <0.1 >0.9 >0.9 >0.5 >0.5
g 1.943 0.978 0.05 0.979 0.974 0.801 0.784

44.2. ERREMERITHOPNIBN

AT 7EiE L Bootstrap v BEEHIFE 5000 YXF1 95% I mZE R IEBAS X H], Ha%E 4 fin. 5EMHE
B SE B R E RN N 0.433, 95% I BELAS X 7]8(0.315,0.551), H1 BEI5GE, HA(E 58 E 5
SN Ko} ) SE s VR () TR B R SE (FR YRR )N 0157, 5 AR [E S, 95% 1) B A5 X 18] (0.096, 0.231), A
0, AR (58I (E B I o0 6 S 2 R R U8 (h A 80 —0.146, 5 SN 75,
95% 1) B A5 X 1] 4(—0.217, —0.082), ALK 0, AN EE. FHRWIE T H4. HT BOT.

4.4.3. R SEHEE 8B R

e 5 Fivn, BBLAL 10 AT, {5 EAEAE A Bl R 11 58 EL IO I B BRI IR 2 35 (B = 0.203, p <
0.001), & B 28 FLIGUNH 175 % S S B AT TE a1 YT VR F , B SliRe R i A A S A B AT 155 S B 7 2 T [ 1E I 96 R
DRItk HS 43 B5E . FHASEAL 12 mI 0, A5 S AEE AN [A] He 77 58 BTN 17 18 R B () 52 2. 2 (B = —0.116, p
<0.001), 202 FLIFUH I S S BAT VR, BT T 7 i 39455 500 3 AR 155 Ja s 7 2 ) £ 1 i %
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£, B HI0 5 20560HE. A 14 AT, A5 R ABIE AR SR BT A SE IO A5 1 B 4 15 S B2 (B =
—0.271,p<0.001), FRHIZZH IO E B BEA G s, RIsshie i< 5595 SR EAE Bl 8z
A IERSC R, K HO fSRI50E. HR 16 v, {5 SR IE AN (] ) B9 58 00 {5 B I 3 IE 7 52
Wi &2 (B = 0.190, p < 0.001), RWIAZHIAE SIdBAA LR TER], BU[A]E ) 2 i 5 B AEE A
FRE BB MIER KR, Bk HI A2]58IE.

Table 4. Process mediating effect test
%% 4. Process PRI H TS

95% CI
T BUNAR Effect bR SE 18
TR R
SR IE—PI 0.444 0.325 0.563 0.061
BEHRN IE—PI 0.433 0.315 0.551 0.06
[ 3% B TE—ER—PI 0.157 0.096 0.231 0.034
[F] 42 348 IE—10—PI —0.146 -0.217 -0.082 0.035
Table 5. The results of the moderating effect
=5 ATHIERKRIKER
175 1R I R BRI
AE
HiZY 9 AL 10 BEAEL 11 BEAL 12 R 13 Al 14 0 A 1S Y16
WA 1.385™ 0.616 1.413* 1.513* 2.444* 3.470" 2.586™ 2.422%
5 0.162 0.200" 0.168 0.164 0.124 0.074 0.121 0.128
S 0.023 0.016 0.014 0.004 -0.009 0 -0.006 0.011
=i -0.015 -0.015 —0.009 -0.01 —0.048 -0.048 —0.048 -0.047
LN 0.026 0.019 0.01 0.012 -0.001 0.008 0.001 -0.003
E)sN bt 0.297" 0.401™ 0.384™ 0.380™ 0.363™" 0.224™ 0.351™ 0.356™
MR 0.179** 0.240" -0.036 -0.117
IS 8] s 7 0.099" 0.089 -0.068 -0.052
IE x IP 0.203" -0.271*
IE x TP -0.116" 0.190™
R? 0.176 0.229 0.165 0.179 0.107 0.192 0.11 0.144
AR? 0.163 0.215 0.151 0.164 0.093 0.177 0.096 0.128
F 13.441 15.992 12.407 11.729 7.545 12.758 7.779 9.087

HE— P, AT FUHEAT AT SRR AGLIG R WA T RN 2 . W () PR, R AR R, (5
BB R B R AR R TR, BEAE (S S B R AR s PR R AT B 1 R NP T i
FESE R Utk b, (5 S ARSI RN IR SN B R, Rk HS A3 BHE— P IRIE. K]
3(b)FR, AR BREBE B ARIE X S I B R AR T b sk B AR . R Y5 B AR IERE A KE]
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Figure 3. (a) The moderating effect of impulsive traits on the relationship between information encounters and emotional
responses; (b) The moderating effect of impulsive traits on information chance encounter and information overload
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Figure 4. (a) The moderating effect of time pressure on the relationship between information encounters and emotional responses;
(b) The moderating effect of time pressure on the relationship between information encounters and information overload
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g2 FiRAHT, ASCHIL H2. H3. H4. H5. H6. H7. H8. H9. H10. HI11 ¥E R #r,
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T TR S AN TR I, SO S AL SN . R ELRRIE T AR S [FIAN A SR T 2 7
FUEAG, 43 B SRR 5 S A S B 0 R . 0 T R RS SR BRI e, R 8
T ABEH BRI S| R AME RS BRI R, DA I L SRR 76 i T BT S 2 s
JEANEE, ) P HE RS R X v 1) R 3 SR RS 1 o B8 o A5 L A 4 TR [ R o S, T Y
ST phE o 1056 TR BRE BUY 3e2 Pai 2% 3 B IR 30 545 B R E W E Jeihnd, FE3)
TIPS ST RN . EBIAT BB E, R BRI R, I K i B

R BRI RIS g, RTPE R R R BRI R, I TR () HE AT R R AL B
FAT N ST RSN B R i, TR R AR U XX, (RIEHE X 40 R4 Sl AR & 1 i A 77,
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