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Abstract

In the era of big data, the application of artificial intelligence technology has been rapidly devel-
oped, intelligent push has become an important way to promote products and guide consumer
consumption. This article is based on the S-O-R theory to study the relationship between intelli-
gent push and consumer purchase intention, and incorporates flow experience and perceived
value as mediators into the research model. Based on a survey of 314 consumers, we found that:
(1) intelligent push and its various characteristics: the higher the level of information presenta-
tion, system interaction and timeliness of recommendation information, the more likely consum-
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ers are to have purchase intention; (2) intelligent push can take the flow experience and perceived
value as the chain-mediated effect on consumers’ purchasing intention.
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Figure 1. The chain mediation model
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Table 1. Results of reliability and aggregation validity tests
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Table 2. Main effect test results of personalized intelligent recommendation
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Table 3. Parameter estimation table of chained mediation model
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Table 4. Bootstrap method estimates for chain mediations

5= 4. $ERX B9 Bootstrap 5 3E AT

Bootstrap 95% & {5 [X [11]

BRAT BRRLAE FrifE iR
TR R
B He Ik — DR — W SE R 0.200 0.091 0.020 0.378
B He ik — RN E R R R 0.127 0.049 0.043 0.236
B ReAE — ORI — AN E T E R R 0.161 0.055 0.057 0.272

5. ZRERT
5.1. HR&GR

AT FTIEA 177 S5 AR N B B R W 9 3 AR SR R g AR AL, B AR R R

1) B REHEE EAESE T S I SE e . B REMEA S BT UM S B, RG0S B I LBl K
ST, AR R, tﬁ%?ﬁ%%ﬁi%?gao

2) {ERREHELANY 25 0 KR I OC R, B BEHELS B SR 9 DR, AR il A
IERIEERS, AT 9 I S e

5.2. EEER

BEAE R HEIETE PR B B P 1) 2 B, AR TN LR P & 3R AL T DR 0T REHER R
BRI H R 7R

1) VR TH R BEHEE BRI, AR TR AL, AR % B (A A 1) v ot 2 % e A
RS, EAREEREB. KRG HAHEES S RO S BRAE, AP TN P W S R, SRR

DOI: 10.12677/0rf.2024.144370 6 BE 51


https://doi.org/10.12677/orf.2024.144370

HEE .

2) AV B RLTE B R Lol A TG AR R (i, 3 e R Rl R Bl ) s M I, BBl

TH B M k3, B 7 2 e ma R, B A fan Dl R 1A 26 o

S E 3k

[1] ZFEW, W6, EHRZE. om0 8T 0w R A HER R e 0], B R AR, 2021,
65(12): 101-111.

[2] Z=55, XHR, TR DMEREERGEEEMN. OEERSHNEETRE——ETHRKFER WAL &
AL £, 2018, 37(5): 109-115.

[38] ZEZE. TR 2 MK LR B R R T[], #&5ritst, 2020(9): 75-79.

[4] RS, ZREME. 7R & b= i AR AT 9 5 T SE SR (R sE i [J]. WL R 2R (A SO 2R 4AR), 20009,
39(5): 138-148.

[5] Yoo, W.-S,, Lee, Y. and Park, J. (2010) The Role of Interactivity in E-Tailing: Creating Value and Increasing Satisfac-
tion. Journal of Retailing and Consumer F-Services, 17, 89-96. https://doi.org/10.1016/j.jretconser.2009.10.003

[6] E&XE, 2, EH, % T REUH P ROEEE R SERMEACHERE[I]. THELAEHR, 2016, 39(1): 52-64.

[71  &fhi, XIRZE, BRiga, BB T DMK S —— [F 28 2 B 4% W 2145 S IR M X v o 38 1 S i IR IR s AL
HIFFE[I]. FE T EEVEIR, 2020, 23(1): 131-143.

[8] FhICAR. Je T2 X 2% 1) P B AR B3R 0 W SR P I L[], Mk &2 5t 9L, 2018(5): 131-133.

[0] ®&EM, XEE BTHSHETEREMCMMETE ——RCME. M E. mEMENS—[]. #Hilks
FFWEL, 2019(7): 74-76.

[10] ZkZrhh, ®A%r, BTG, H T OB 1A ABUM S SR BN 45 I8 RS 2 BT AT (0] R TR TAE,
2018(2): 56-62.

[11] 8305, ET. AP fe 25 % I8 2 3 72 22 3 W S 20 B8 s i iF 92 [J). 8 BT 8, 2022, 34(12):
146-156+194.

[12] J/NZE. BT & MEAGHER 7 R ghsema R 2 AT L [D]: (B2 Ai 3], Ma/RIE: BIRIT K%, 2018,

[13] Z£Z, B, dh. B2C M&RIAYITEL T35 o # vh B A EAT AR A [D]. 45% R AR E, 2014(5): 64-73.

[14] g, ZEis. BN E X 9 # sy = R AT 5 ——2 T TAM Fl VAM B RERII]. 22T,
2015(4): 169-175.

[15] &Mk, EHEWL. SIMTELR PP IR0y o 38 W SRR I Se A 7L [J]. 4835F 108, 2019(11): 71-80+88.

DOI: 10.12677/0rf.2024.144370 7 BE 51


https://doi.org/10.12677/orf.2024.144370
https://doi.org/10.1016/j.jretconser.2009.10.003

	智能推送对消费者购买意愿影响的研究
	摘  要
	关键词
	Research on the Effect of Intelligent Push on Consumers’ Purchasing Intention
	Abstract
	Keywords
	1. 引言
	2. 理论与假设
	2.1. S-O-R理论
	2.2. 智能推送与消费者购买意愿
	2.3. 心流体验的中介作用
	2.4. 感知价值的中介作用
	2.5. 心流体验和感知价值的链式中介

	3. 研究设计
	3.1. 样本选择与数据收集
	3.2. 测量工具

	4. 实证检验结果与分析
	4.1. 信度和效度检验
	4.2. 假设验证
	4.2.1. 主效应检验
	4.2.2. 链式中介关系检验


	5. 结论与启示
	5.1. 研究结论
	5.2. 管理启示

	参考文献

