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Abstract

In the landscape of the digital economy, e-commerce is rapidly transitioning from a search-based logic
where consumers seek products to a discovery-based logic where products find consumers. Algorith-
mic precision distribution and livestream social empowerment constitute the core forces driving this
shift. To uncover the formation mechanism of consumer impulse buying intention within algorithmic
recommendation and livestream marketing contexts, this study draws upon stimulus-organism-re-
sponse (S-0-R) theory and trust transfer theory. Algorithmic precision, live interactivity, and streamer
expertise are cast as external marketing stimuli, while cognitive trust and emotional trust serve as psy-
chological organism mediators, yielding a theoretical model that links marketing stimuli to impulse
buying intention through dual trust mechanisms. Empirical analyses are carried out on 347 valid ques-
tionnaire responses using structural equation modeling (SEM) and bootstrap mediation tests. The find-
ings reveal several patterns. First, algorithmic precision, live interactivity, and streamer expertise all
exert significant positive effects on both cognitive trust and emotional trust, with streamer expertise
producing the strongest influence on cognitive trust (f§ = 0.402, p < 0.001) and live interactivity pro-
ducing the strongest influence on emotional trust (§ = 0.375, p < 0.001). Second, cognitive trust signifi-
cantly promotes impulse buying intention (f§ = 0.283, p < 0.001), whereas the direct effect of emotional
trust is not significant (p = 0.244). Third, cognitive trust significantly mediates the relationships be-
tween the marketing stimuli and impulse buying intention. Neither the independent mediating effect
of emotional trust nor the chained cognitive-to-emotional trust mediation receives empirical support.
This study extends the application boundary of S-O-R theory to the integrated algorithmic livestream
commerce setting, clarifies the differentiated roles of the dual trust mechanisms, and provides empir-
ical evidence for e-commerce platforms, livestream hosts, and brand merchants seeking to optimize
marketing strategies and improve consumer conversion efficiency.
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2. P ER SRR
2.1. IEDER

S-O-R 15 A!(Stimulus-Organism-Response): % FE 12 I 8550 B % 5 Mehrabian F1 Russell (1974)$2H,
NSNS IR (S 2 M AMA ) N AERZS(0), 30T 51 R FFEAT AR) [4]. EARBFTLH, BIERGHERE.
B S F R WA RSN E BRI, ST 515 BASATAE A A O HRAS, i3y sk
BN R AT R

{EAE #2318 (Trust Transfer Theory): Stewart (2003)F5Hi, AMAIAEAT AT DL 24 A0 (o i 24
FIPGHAR S ERRH T R) e A G M ST HERE (1077 ) [5]o ASHTIL 15 7525 540X — ML FE ST
A BRI B T R ARis 1.

22. RFER

2.2.1. BEHRIBSEENXR

Sunstein (2006)#2 1] “f5 B85 7 Binde, BRI IE(E Bk & H A (6] R X P i
A SACH S HAFES N, BENE RIS RN, Pariser (201 1)IAN, X Rk #ETLAD A 0% 5 2 32T+ - 0ok
RARPNFEL[7]. BIEBEE® S, Parker 5 A\ (1978)HI4t 2 IIm3% /B (Social Presence) LIS\ N, BEAHI
HEhMERER, R B 0 HE SR G R [8] . Gefen (2004)iF— B AESE, kit 5 H B2 M @S s
RO RTERI9]. #EIk, AWFFEEH:

Hl: SOFHSHEE . B A T8 T R0 2 F A B S AR B B3 IE s . b, Hla N
FOFREHEE AT, HIb NERB IS~ INAEIE, Hlc NEREL M~ NFHET.

H2: BERSHERE . B B A E R R0 2 5 BB AT B B3 B g . K, H2a i
BIERTHERE —~ 15 &5 4E, H2b AERF 15 BMSE, H2e NERHL I~ EEE.

222. (FESHHIBEZEBRHXER

Rook (1987)%F 12 I SEf¥IF Fe 501, 175 K IR A2 TR M3 B ) = BB IR [10] Stern (1962)F8 H, 4
I e @A B N ZE 2 S T2 GARIE AT, JRE M R = A i I (s IBE AT, LB 2
SRERRAR[1]. Wk, ARFFIRH:

H3: RS EAIE ST P v sl L B I8 B R B, o, H3a AARMET—nf
IR, H3b MGGl L&

2.2.3. FEMNENDNTEAR
Strub (1976) M EATEAEEIL TR H, (5 TIEE 27 f 25T AR TS A RS AT ) 25 TN R R 1 AT
AL AR 12]. HEih, AREFIIERH
H4: INHEESEBEEEREM P RERZETNER, HAAE A —1HR” % ST,
Hda: INHEEXHEBE T HA B M IE R .
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Table 1. Sources of the latent variable scales

F 1. BBLEERKIR

BRE I FESERE
HERER 4 F VK3 45(2024) [13]
HEEHF)ME 4 WA 2E(2019) [14]
EHFTIME 4 IR 4 25£(2020) [15]

WA 4 McKnight 2£(2002) [16]
BB 4 McKnight 2£(2002) [16]
MWEEEEE 4 X% (2019) [17]

WAL B =Ny o B N REAR TR, T i B B IR E 5 A D ) B A
Mo B ZER O AN ARHE A, R R B RN RO SR S AR . B =y
RO R IR, AR RIEREEE(AP). BRI AIEDLD. ERHFLIEBP). INAEIE(CT). B
{EAEED) M L EIRAB) 6 N EAAT &, it 24 NMNEEE . AEHBRRE, HETFRAT 3
E= WAL LA

AL EUSC 1) 5 362 4y, ZoF R IR I8 I J5 , IRIS A U0 45 347 4y, A RUEILEE N 95.86%.
AREFET FRFRHEEA, BE CERRB - XUSAELE] - rhshlg LR X — AR, KT AR
HRVEGT E BRI AR B AT S5 T RSB (SEM)AR I8 S Hi A MRS 36, DASKHRIF AR ek
1T RSG5
3.1. HEAER ST

AU RAEASE 347 43, NDGEHRHEE R VER . il 2. ARSI . EREIE SR
5 AR, BRI 1 PR,

Table 2. Sample demographic characteristics

2. HAANOSIFHHE

G P S HEEWN) =14
5 132 38.04%
5]
% 215 61.96%
18 & K LUF 12 3.46%
19~25 % 215 61.96%
FR 26~35 % 98 28.24%
36~45 % 20 5.76%
46 & ULk 2 0.58%
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R LR 28 8.07%
g 2 65 18.73%
ENE 223 64.27%
fiit: Je LA B 31 8.93%
2000 JT R LAR 58 16.72%
2001~5000 75 189 54.47%
JEEIB-aL N 5001~8000 7 76 21.90%
8001~12,000 7G 20 5.76%
12,000 7TLA E 4 1.15%
LIREAT 45 12.97%
2~3 K 128 36.89%
HEWEMK
4~10 X 160 46.11%
10 XL 1 14 4.03%

2 WE T REARIEERRFE AT, B S RVEEIEEAR A P IR E R A & . NI RE, &
PEATEE 61.96%, T JME, X5 EREIWYIsch A P BB BRI RE — 8 18] AR 7T, 19~25 %
SRR G L 61.96%, ZEEAT FVEMERE R T . PR ST A, B TR A% O N IR
oA E, HION 2001~5000 T8I FFEEURNFEAA & EL 54.47%, FasE O] SERCIRN NS 5 EARIR L T
A MBI, HHWE 4~10 WA Y 46.11%, RZUIE S HEHSENAR, A
REVERATF . BAARKE, FEARNEE AR mZE, WA TIESSE 7.

3.2. RESHERR

3.2.1. (EERE
KH Cronbach’s o RF(IGFE > 0.7)5HEEE(CR) (IWFHE > 0.6)1E NG E IR Fats, R 3
Fiase

Table 3. Reliability test results for each latent variable
%3 BHTREERBER

BTE B E Cronbach’s o &% HEBE(CR)
IR 4 0.892 0.915
HELI)HE 4 0.876 0.903
T 4 0.905 0.927

WEEE 4 0.883 0.911
BB 4 0.867 0.895
MR LR 4 0.898 0.921

FrA AR & 1) Cronbach’s a REUIHTE 0.867~0.905 2 (8], HAE15/E(CR)EITE 0.895~0.927 Z 1], i
Tm bR, EERANM-BUERLF, BTSN,
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3.2.2. MERE

RSB0 A ISR U P 5 S5 MU =2, Ay IR BTN AR R AR ) AR R IR
XA BE” AR S ER G .

1) WSIE

WS R SR - ¥ Z R BUE(AVE) (IR FHME > 0.5)5 B R F3 AT (n FHE > 0.6)P 4, 45 H s 4
Fr7R o

Table 4. Convergent validity test results for each latent variable

4. FETEBWHPHERBER

BRE 75 ZRBUE(AVE) BRI T 8 A V5
HIERER 0.623 0.712~0.825
H#EHI M 0.601 0.695~0.813
L 0.645 0.728~0.845

NEEE 0.618 0.703~0.832
BRI 0.597 0.682~0.805
WL R 0.632 0.715~0.838

A AL ) AVE {EII1E 0.597~0.645 18], I 13 S5 7E 0.682~0.845 ZIA], JGA8 A far i
%R, WSO ERTS, BIREAG R ] B AL .

2) HIRBEE

FIR R “AR AVE Pl > %8s 5HAVE RIS RED (ERAWbsE, o8 R
%5 PR LN AVE P R).

Table 5. Correlation matrix among latent variables

5. BEERXARNIER

BXE HiERE EHEst ERTLk WHHEAE R HENEE

BB 0.789 0.495%* 0.462%* 0.587** 0.513%+ 0.432%*

HHEHIME - 0.775 0.583%* 0.615%* 0.712%* 0.568%*

EHL A - - 0.803 0.678** 0.635%* 0.601%*
WafBLE - - - 0.786 0.736%* 0.654%*
HREE - - - - 0.773 0.723%*
WL - - - - - 0.795

T **p < 0.01CRUMAEE), XALEE NS EAZ R AVE TR,

AR B AVE T ARG M 26308 ¥R T 1248 & 5 HoAh AR 8 A 5¢ R B RS M e uE), Bl
INFE AL AVE “F RN 0.786, H 5 1EBUSAEIIAH X R ECH 0.736 (0.786 > 0.736), A8 & [H] X 73 B R 4T,
FI A Gk

3) SRR

I ISR RT3 BT (CFAR B S5 /I R, 25 Rk 6 Fiow.
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Table 6. Confirmatory factor analysis (CFA) model fit
F 6. WIEMREFA(CFARENIEE

EYRg:% - AR ShRg
wdf <3 2.28

RMSEA <0.08 0.061
CFI >0.9 0.937
GFI >0.9 0.905
NFI >0.9 0.912

BT CFA & ETabr il I HEF bR vE, EREMW SEIRER RIT, SSHBENT-
3.3. TEHEXMESH

K H Pearson #1270 er 6 A% Lo AR B8] (9 SR BT 18] 59 L, 9Bl SO BRI A0 34, RN HERR 2 5
SRR R R (A R R B < 0.85 N2 EALLLME), S5 RAE 7 .

Table 7. Pearson correlation analysis results of core variables

% 7. %L E Pearson X DHER

TEAE R RE BEM% KRBT SHBRB AT 3 3%
BIERIE WL 0.587 Hok i Y Hla
HER R o B REE 0.513 ok 1 ¥ HF H2a
BN o M3 K 0.432 o 1E ] Y HL. H2
HBESMENEE 0.615 ok i Y HIb
HEESMHEoBBEE 0.712 o i Y H2b
HBE M oM3ET 0.568 ok i HFHI. H2
FHE W SNFEE 0.678 o 1E[A] Y Hlc
FREIESBREL 0.635 o 1E[A] SCFF H2e
FHE o MPF)EE 0.601 o 1E[A FHHL. H2
RS oMl L 0.654 ok i Y HF H3a
BRI E 0.723 o i Y H3b
INAfEE-HBREE 0.736 ok i Y HF Ha

TE: **p<0.01 M)

R KRB, FRRHEE . BEREIME S R W= A%, DOAMGEESHREE
PR AR, 5 sl SRR R R ARG (p<0.01), WIAPSCHF T HI 2 H4 KRBT 1A %28 5 W]
FRABIENT 0.85, RUIAAAAE™ E) 2 BN E, Bl ST 5 Se ety FEi iR de . it
bb, AB G A5 NI KRR OC RBOL H) 0.723, TEFTAR R PR, WG LT G2 IRah )
VS B RZ Lo BT

3.4. EHFEEE(SEMEL

AWEFUIE T S-O-R Bk, M T “EWRIE - WUSENLH] - hal R KRR, JFE
TSR B B0 A A% R BRI T SR BOHEAT B0IE « ARFE AR AEAL R AR R B p B, X 4 R RER(E
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Table 8. Path coefficients and hypothesis testing results
= 8. BRERYSMRBREELER

BE% TR BBERR Pl REL IR (SE) PfE
Hla PR ST 0.336 0.052 <0.001
H1 Hlb B M\ FET 0.298 0.049 <0.001
Hlc FREE M~ FEE 0.402 0.053 <0.001
H2a FILREHE L —~ 1 BB AT 0.225 0.058 0.001
H2 H2b BRI~ ERET 0.375 0.051 <0.001
H2c ERFL M~ RET 0.318 0.055 <0.001
H3a INFMEAE— 1Bl I SE 2 0.283 0.054 <0.001
H3
H3b 15 BB AT — R Bl K 0.396 0.057 0.244
) H4a NHE 1B BET 0.157 0.069 0.752
H
H4b ZEPN + RS
0.336™"
BHiEBEE
0.225"
0.283""
0.208" INFHE(E
‘ BiEaatt 0.157" PSR
TBRMEE 0.396™
0.402° 0.375™
EREL M
0.318™

Figure 1. SEM path diagram based on the S-O-R model (standardized coefficients)
B 1. £F S-0-R #E# SEM BEEGFRELRE)

ks gt KL, H1 A H2 584 por, BVEZOUEHERE . B EAIMES R itk iX = 28 A
W Re R B IRTHARIEAE ST RE A, Wk 78 B XS AR B IE 9K Eh 1 . H3 2152
SCHF SUARME AR phah 0 SE R A B35 BRI RN, TEREEM B WA R, RUEZERES
T MPEh K EZ IR S). Hea RISTRF, IWHEEXEBEEN L REIALZE, SHAR
#HNONFMEAE RGBS AL A UL AR, 2 B BN AR B RS R b AR R

3.5. PR

AHTFLEIL Bootstrap V(B IMEE 5000 D)X NEIE AL 18 BUEALRI th /e UM BEAT R 56, SR 95%
BEXERZGEE 0 MRS & IRk, BAARGRIE 9 s, #HEIE Heb.
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Table 9. Mediation effect test results
F9. PRI LER

AR BONAE FRAEIR(SE) PfE 95% B A5 X H
HiE—AF—>M3) 0.212 0.042 <0.001 [0.145, 0.286]
HiE—~1BE—~13h 0.116 0.035 0.001 [0.058, 0.182]
BEFAF—M3) 0.189 0.039 <0.001 [0.112, 0.273]
BEE-BEM3) 0.214 0.038 <0.001 [0.148, 0.287]
EFEAF—>M3) 0.248 0.045 <0.001 [0.176, 0.325]
EFHEE) 0.197 0.041 <0.001 [0.125, 0.276]

WE—> BRI ER) 0.083 0.043 0.065 [~0.002, 0.168]

SEREW, WG S BGEEANTA B RS 3 S5 2 (A7 75 2 2 1 Bk b A 248 (p <
0.01, 95%EEXMIAME 0), Wik | H4b R TZEANPMHRE. A1, “NFEEEREE—-
B R R A AR AR R (p = 0.065 > 0.05, 95%EAS X A ALE 0), AAESHF Hab HIBE ML
SR, Hik, HA (UE R R

4. it ERBRR
4.1. ARG

ABEFEET S-O-R Hit, fInEERER . BB EIME. R0 g S R B s ma L,
FELRUT,

B, ZRERRIEEERTHA G S HEELE, HL H2 SO SHAREE, ERh e
B 5E(B = 0.402,p <0.001); XHEEREIE, ERHFEIVEERH &P =0.375,p<0.001). Ell i 5 5EF] T4
fB4E, SEi B AR T1H &N

B ST R s sh il L& (P = 0.283, p < 0.001), HEMEEREERNAEE@p =
0.244), H3 {5 X FF. &35 NP shIE LA & FH5 70 E SR FAIW, mEERai
T R IKE) o

%=, Bootstrap fI0 K, INHMEE 51 BYEATAE = 2 S v ah I L 2 I 2 1) 2 B 2 38 1) sl
AL CNFET TG el LR B PAAEE, HINE XS BE TR A R
#, HA QG SCHF . B E S EERARN: R\ EE—~ LSk, 5 S-O-R 3.
42. BRRR

AWK S-O-R B g B HEHERE 5 B E BIMR & 5, RSB 22 Ak s il K
R EEIRE) EEZR BIAFIELE, X5 “ERWE R R EES” BB . H3b 5 Hda IITE SN K IH
AT NP 7 T ER g o Fo—, FORS AN T n] e tEA A, as B2 FE A SR B R o s SR Je H T8 VPl
ik TR Y R, (X DAE BV ke S B A W S, L, (SRS RS AE AT 855 b I AR B N A R IR 1
ok, MRk BV AR S R A RIS AT, B S R A IR T 1 B E AR B BN AT
REAE A I i BS 23R FE PR IR R, AR ATRRES “7= A < BAESRAL” BT
43. IEBT

WP, FUAHEE RN “RIFULED” 2R E “fE TG0, R IR AR V. SECTH
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