E-Commerce Letters LT 551¥it, 2026, 15(7), 874-883 Hans X
Published Online July 2026 in Hans. https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2026.157830

&ET

S

BT agZRAPXANITRMH
SORIERI YA /B

Sk IR AL
WL T RFAFE T SEE, Wil Hu

Weks HiH: 20264F6H3H; A HM: 20264F6d17H; KAAHM: 20264F7728H

wm B

BEEATEBEANKRE, FRERCBOVERTERABRFUENERE TR, EARITHHEIRN
R PATAVSRZ RGBT AL BT SOREIL, AT “BiHRHME - #27/R - A7 R R,
BRCERL. BEFEESEASHEEARITHFERR, RA2 x 2 x 2HRER TR 1054H4E
B, BN ERWE T Z T 5Bootstrap P RITIAE M. HREY, ZREIHIES RS
ZRFAPHEGRE, FE—PRERPBEESHRE. FARNRRER, H2EHRE=RE
WML S AP ATAZ B RAEREFMEM, P ERLEESEERRICAR I TN, RS HE
RIVATETN . FIALRBIET SORERAGREMZ LR REAE, FARBTFE MRS
MR T 2K

XA

BReEMR, HolEgRk, SORER, AP R4S, BEFe

Research on User Adoption Behavior of Al
Customer Service in E-Commerce Platforms:
A Perspective Based on the SOR Model

Runyi Zhu

School of Economics and Management, Zhejiang Sci-Tech University, Hangzhou Zhejiang

Received: June 3, 2026; accepted: June 17, 2026; published: July 28, 2026

Abstract

Driven by Al advances, intelligent customer service boosts e-commerce service efficiency, yet few
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systematic studies explore how its design features affect user behavior. Based on the Stimulus-Or-
ganism-Response (SOR) theory, this paper establishes a “design features-social presence-user re-
sponses” model, taking customization, language richness and form diversity as design variables. We
collect 105 samples viaa 2 x 2 x 2 scenario experiment and conduct empirical tests with repeated-
measures ANOVA and Bootstrap mediation analysis. Results show all three features significantly
raise user social presence, further lifting adoption intention and satisfaction. Social presence exerts
a significant mediating effect in all paths: partial mediation for customization and language richness,
full mediation for form diversity. This research verifies SOR’s adaptability to intelligent customer
service interaction and offers references for e-commerce platforms to upgrade relevant design.
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HARTE T A PSR 7 S BRESN B Re s Ikva i F RS, BRIV BEASE R B TR, 2 7 C 4
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PR DART L2 R OB T 228, RS Re e IRBES A3 AR THIR S 80 . R ARia B RUA, (HE i A7 72 B R 15
SCRAESS . MEIRS AR R[], AR REH P R HARR .08 ], EYL. RS
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L HRIERE A BERTHH i = 5 6] [7], RIRAREFAEL, FaeRkissmiinae AL, AL
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R RI T 13]. (HILE RAFIR 2N E T RER UG 5 RS ERIZEER, 2NN Esh
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2.2.1. SOR &8

H3 - HHUE - SN (SOR)F A i Mehrabian A1 Russell (1974)32 HY, iZA R\ Ny, ShE%I1E(Stimulus)
JERAMA A 5 15 BOIR 25 (Organism) 7E F F-17 4 M (Response), WK 1 fin. ERBEFRIGES, &
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Figure 1. Schematic diagram of the SOR model
B 1. SOR #HE R EE
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Figure 2. Research model
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4. BIRAIESERTL
4.1. [EERIT

4.1.1. BREERERBERT

A 1) 4 R I PRI SR AR R 07 T FEABIE, iZ st ith B i s L 3. — Rl =R AR RIT XA &,
G AR R HOREE S S 2, IRTHBER; RIERTEHERANAENEIRZ LI 5E%, Wb
BRI R AR 2208 R T RS, LRI SR S & B % .

AWFIAERNL EFFEEE. B =R E, IR S KPDNER, Ei 2
x 2 x 2 MBI A K 8 AN R SEI s e, A7 RINAE 1 R WHCRABGR N SRR T, A
B B PP Al 8 AL S, O REik Y EE RN 5 ZE AT e S SR A

Table 1. Scenario group design

= 1. BRSERT

155 5E il EEFEEE 22
1 i fie i<
2 = = [
3 = fie [
4 i i i
5 =) [ {i§
6 {13 {(iS =
7 [ {iS (IS
8 fiK i [

4.12. BEPXAEBXRIERNE

AT FC AR SCH 5T AR, BRSO FANE, WK 7 ZHMEER, AP AR 6 NMEES
MEZE, 1 MR E, 2 MR E) NS HERIEN T E 2 s, w8 RN AR SR 4R F 7
HAEE, Hrh, AT EFREEISEESELEATERN, IE B ST RIS LS,  NR E S RAR
R A E R AT & .
42. HEAYESHE

Table 2. Questionnaire item design
2. [B)ENEMBIZ T

A T SR
AN KU & 8 B2 R X FRAR A el R, e B e LA
SE Hil4k X X Chen [17]
TV NI T & B AR RET X FRAR 1 im) B, REAE AR R I 1) 45 HH B AR Rl
BEEEE BRI EERERWES K, 624 FRATIE S K Liu [18]
AR R EERERIIES R, 8 EEARERE R, B Dennis [19]

e e |
WolE S A A R, e E AR ﬁégﬁﬁﬁ
S A, SR S
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ST PP G A AR, AR B EN S BN TS

4.2.1. BRWESHHE

AW FARFCHE - QQ £k LR A, Bitlalii 118 4y, HIBR 13 My TERFEA G158 245 245 105 43,
] B4 R 88.98% . FEASYE B LS MM, Lotk b 54.29%. T 45.71%; U5 EFEREF T 18~35 %,
o 18~25 Z A 67.62%, 26~35 %15 26.67%; 221 LAAFRH47.62%) i 1:(33.33%) N F. HE-H%
WHEWAE 3 FLL EEREFRHE T, FHU EEZEEHERPHEA, E=02 R MR RV
BNPE, FEARSERIATE, Al SR SSGIER .

SR H AR E R B A R, AN E S 15 E FE AR ST TR . W 3 4
RER, WHEAH MK/ SR A E R RE ZRCERIML: F=143.21,p <0.001; &5 F &M
F=35.03,p<0.001; EALHAN: F=168.50,p<0.001), i8] =HHRRELE R EHE PGE] TH BN,

RERE 1L I 25 sz 3 B AR B A4k, SEIRAE 78 vt H .

Table 3. Manipulation test
R 3. BRYMEE

ik =
&= BiE i) LI bRt 22 F
SE 4k, 3.67 1.60 4.89 1.33 14321
BEFEEE 4.21 1.47 4.80 1.41 35.03"
TR ZFEE 3.35 1.70 4.82 1.58 168.50™

p<0.05; “p<0.01; “*p<0.001.

4.22. BFoH

RWFFRAT TIRBMEE T 04, HREIRE ST . 405K, KMO fE4 0.869, Bartlett 3k
TE R R 56 0 2 (2 = 3191.687, df = 276, p < 0.001), FKHEIRIE GHATHE T, £ 4 &R ER, DL
Frg R 1 ErE T 0.75, AAEHABR 7 EEmBA%, SRR A RIS RUE 23]

Table 4. Factor analysis of social presence, adoption intention and satisfaction

* 4. H2mAE. RABE. HEEEFHN

b5 A 1 A 2 ¥ 3
S ZA R R RLIEY, SRR RAER AT IE 0.859 0.417 0.038
SRR E R IRS IR, 2 B RS 8 0.888 0.168 0.328
ESIZE BRI IRSES, SibRBGEA R 0.861 0.384 -0.161
RIE AT Rz R -0.19 0.926 0.099
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I 12 e % s A FEL A\ A3 -0.046 0.916 -0.229
KRR T LI, kB H 2 R % iR -0.182 0.925 0.063
ETHE T HZERER, RENZBERET K2R -0.089 -0.186 0.92

ETHE ez Rk, RESHEFZBRETa8 EAEH —-0.224 -0.119 0.916
ETHEPFEEAIZERER, AKERA HENSGFZBETra -0.002 -0.189 0.913

4.2.3. TEMEMGT RAXES T

%5 NEEABIRES T AR R . SRER, ZRHHESH SRR, RAE
FE i R Y 2 3 IR AR, TR A 2 b K 5 SR g I R AN i P 2 At 2 3 I AR G, R gy
OSSR SR it TP AR -

Table 5. Descriptive statistics and correlation analysis of variables

5. TERARMGT RBX S

A ¥IfE PRt 22 Efilth  EEEEE BRAZREE HSkmE RMEE WEE
SE L 4.28 0.93 1
BEEEME 450 0.91 0.749* 1
ERZFME 4.09 0.93 0.803** 0.749™ 1
thoxifii % 4.04 1.52 0.845™ 0.817" 0.859" 1

RNEIE 4.21 1.52 0.863" 0.818" 0.796™ 0.881" 1

W 4.28 1.43 0.854™ 0.836™ 0.800" 0.889" 0.873" 1

VE: N=105; “p<0.01.

43. FR51TL

4.3.1. EYRKRE

AR SCR FH AL B Ty 225 AT = 2RV ) 32 AR AT R B, 5 SR Tl L 6~86

B 6 AL, ERL 2GR ROVEIE SR B AAAE B3E E 8N, R F (1, 104)70 5008
49.47. 29.17. 16.18, p /N 0.001; ERAKFIMENT LE R e fAG B 58 % Iifs 70 3y, B HI Ak
3o MNE T BARREWR t, B E T E VAL G B AR B R A = SR A, O R IR K
KON R T IR 2 BB 35 (F RN 86.73. 37.39. 41.48,p<0.001), &hif & 3 & HBAES TR
KA, B H2 3130k & 8 MR Ings R i, B SRR B3 EmfEH T =RE 8T &,
F {H 75174 82.25. 67.39. 58.88 (p<0.001), 5E3%HIZ A B A& H 2 2, mR X E T & Uits
P oy S, AR H3 SRAFIGIIE .

Table 6. ANOVA results for customization
= 6. EFlL ANOVA #IEF

A I E il 4k (M) = E (M) F (1, 104)
Al 75702 3.64 4.44 49.47**
KR 3.78 4.63 29.17°**
WL 3.92 4.63 16.18"*

7E: "p<0.05; “p<0.01; “"p<0.001.
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Table 7. ANOVA results for language richness

% 7. IBSEEM ANOVA BRIEFR
A RIS FEHEM) EE S FEEM) F (1, 104)
&g 3.71 437 86.73**
KA 3.96 4.45 37.39"
WEE 4.06 4.50 41.48™*
H: p<0.05; Tp<0.01; *p<0.001.
Table 8. ANOVA results for form diversity
3 8. R ZHM ANOVA #IER
Ap & R ZFEEM) IR Z M) F (1, 104)
iz 3.70 439 82.25%
KER 3.98 4.44 67.39"
R 4.10 4.45 58.88"*
e *p<0.05; “p<0.01; **p<0.001.
4.3.2. PITWFIELE
Table 9. Mediation effect test of social presence
R 9. HLIRIARR DN AETE
HAS AR IR AR 5 BN V) 42 20 BE 95% B {5 X [A]
. X RN 0.358"" 0.322 0.207~0.450
SE Il a7 e
e 0.367 0.263 0.148~0.392
. ) RNEIE 0.228*** 0.276 0.168~0.422
EEEEH e . .
WE 0.213 0.268 0.164~0.422
. i KGR 0.058 0.308 0.153~0.517
A Fan[ip77 .
WEE 0.047 0.296 0.155~0.508

E: **p<0.001; Bootstrap =5000; 95% &A% X [f.

K H Bootstrap 75 ¥ KAt 23 370 I T/ RO8E, 45 R4 9 s & #5438 95% BAR X AR5 0,

RUIRAN RN . WEIERNKR T, EHSIEE F5

PEAE 5N 237 5 0 PR Fr S 25 52, T

NP E NG o 2 I AE =R BT 5 Y SO Z 1] 380 4% 5 2 b AR, A s il

WEESFEEERIOTE DTN, BRAZRERIDE 2P

o MR 424

HRKE, e

XRS5 T R Y B IR AR, I%%uwﬁﬂﬁﬁﬁi%oﬂﬁ SE IS 1E 5 = A

TR E BN, W e R IR TR
5. IR LERE
5.1. HAs4Eie

ARSCHT SOR Hit, fEB) 2 x 2 x 2 f5 850 SE /b FL R 2 B
FERIFEmabLE . 25 REH, eI, EFFEETE. B FEIELRER

O BREEN,

it Th BE AR IS S FH P AT

R R THRHEX P RN E R R
=) Dk s 1797V i A i W S [
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R T OB R AR H .

5.2. ERTEMSSEBRE TR

BRI, ASCHE “BOHRE - H 2k - 7R 1) SOR A S, £5 7 & GEZ AN
AEH g5 T P RANAT RIBE FERL A RIS X = SRR e 2 A A, RILE I, S+
PR, AN E N, A FEEUKITH 2 GG, R T AR R R AR
B, EE 1O BEURAE R RGNH ZOAE

SRR, RS AN I BRIk — RS ERIRE ST, SR FRRARITH T E R S
AMEHERE, T E AR ST RN ERHEIL RO P #5Ks R IR EAE S, SRE R R AR AL TS
ARREEAR SRR, T EAMR T WRIERT P EE; =R RSN, HBEaER
JeoR iR A 2w, B ISR SR VA IE AR

5.3. MRBREREKAR

AW FALAE € SRR FEADCRIE TR LR, MBS HISE A R, S0 EEtEA e, otk
GBS FW A VR, ST B BT VR SO DUBI =SB IR TR L, AR R YE RO
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