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Abstract 

The rapid evolution of digital technologies has reshaped the e-commerce landscape, with emerging 

formats such as live streaming and short videos exerting growing influence on online purchase intention, 

particularly among Generation Z consumers. Drawing on the Stimulus-Organism-Response (S-O-R) 

framework, this study develops a conceptual model to explain online purchase intention among Gen Z 

consumers in Henan Province, China. The model conceptualizes Perceived Usefulness (PU), Social 

Influence (SI), Information Quality (IQ), and Interactivity (INT) as external stimuli, and positions 

Perceived Trust (PT) as an important mediating mechanism linking these stimuli to online purchase 

intention. By foregrounding trust as the psychological process through which consumers interpret digital 

cues and reduce transaction-related uncertainty, the study offers a more integrated explanation of online 

consumer decision-making in digitally mediated environments. The proposed framework extends the 

application of the S-O-R model in the e-commerce context, enriches the mechanism-based understanding 

of online purchase intention, and provides a contextually grounded perspective on Generation Z 

consumers in Henan. The study also offers practical implications that may inform e-commerce platforms 

and online retailers seeking to strengthen consumer trust and enhance online purchase intention in 

increasingly competitive digital markets. Future research may empirically validate the proposed model 

across diverse consumer groups, regional settings, and digital commerce contexts. 

 

Keywords: Online purchase intention, Generation Z, Perceived trust, S-O-R framework, Online consumer 
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1. Introduction 

Online shopping has increasingly transcended geographical and demographic limitations, enabling 

consumers to access abundant product information for comparison and research, with a growing number 

of individuals relying on digital platforms to meet their purchasing needs (Dhore et al., 2024). Generation 

Z (born between 1997 and 2012), as digital natives raised in a highly digitalized environment, not only 
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demonstrate strong proficiency in using computers and mobile devices but also show high adaptability to 

internet platforms, social media, and e-commerce models, making them a significant consumer group in 

online shopping (Singh, 2024). More recently, the rapid development of digital commerce, particularly 

through formats such as live-streaming sales and short-video platforms (e.g., TikTok and Kuaishou), has 

further reshaped online purchase intentions among Gen Z consumers (Zhao & Ge, 2024). As the online 

shopping environment becomes increasingly dynamic and multifaceted, understanding how digital stimuli 

influence online purchase intention has become essential for promoting the sustainable development of e-

commerce. 

Most empirical investigations of online purchase intentions in China have relied on national-level surveys 

or focused on economically advanced coastal provinces, leaving regional patterns of online consumer 

behavior underexamined, particularly in areas such as Henan (Cui et al., 2024; Fang et al., 2024; Zhang et 

al., 2025). Located in central China, Henan Province is one of the country’s most populous provinces, with 

a population exceeding 120 million (Yan et al., 2024). Compared with the more advanced eastern regions, 

China’s central and western regions remain economically less developed and face a relative scarcity of 

both digital economy resources and digital talent (Xia & Johar, 2024). At the same time, Henan’s digital 

economy has experienced a steady upward trend, with digital infrastructure contributing the largest share 

to its growth, while the digital industry remains comparatively underdeveloped (Hui, 2024). Focusing on 

Gen Z consumers in Henan therefore offers a contextually meaningful perspective for understanding 

digital consumption in an emerging regional market, while also providing insights for other developing 

areas seeking to promote e-commerce adoption. 

Predicting consumer behavior in digital environments remains a formidable challenge, as marketing 

channels such as social media, live streaming, and mobile commerce continue to evolve (Male, 2023). 

Although online shopping has attracted extensive scholarly attention, most prior studies focus on narrow 

contexts, such as beauty products (Alhamdina & Hartono, 2023; Macheka et al., 2024), food purchases 

(Mohammad & Szigeti, 2023; Siew Chein et al., 2023), or platform-specific features such as website 

quality and electronic word-of-mouth (Aljabari et al., 2023; Ngo, Bui, et al., 2024). These studies offer 

limited cross-platform or cross-industry guidance for SMEs navigating digital transformation (Islam et al., 

2024; Zhang, 2024). Given the increasing complexity of consumer needs and the fast-paced technological 

landscape, there remains a lack of research adopting a more holistic view of the online shopping 

environment that integrates diverse digital stimuli and their influence on online purchase intention 

(Mahbob et al., 2023). In particular, Generation Z, as digital natives with high adaptability and strong 

curiosity for novel experiences, warrants a more comprehensive examination of how such stimuli are 

converted into online purchase intention (Singh, 2024). 

Consumer trust has long been regarded as a key factor influencing online purchases, as it plays an 

important role in reducing perceived risk and enhancing confidence in transaction outcomes (Thania et al., 

2026). Building on this view, the present study draws on and extends classical theories in the e-commerce 

context by developing a perceived trust-based conceptual framework to explain how digital stimuli 

influence online purchase intention among Gen Z consumers in Henan, China. Specifically, the framework 

considers perceived usefulness, social influence, information quality, and interactivity as key digital 

stimuli, while conceptualizing perceived trust as an important mechanism linking these stimuli to online 

purchase intention. In doing so, the study contributes to the literature in three ways. First, it moves beyond 

fragmented, context-specific explanations by offering a more integrated account of how digital stimuli 

operate in the contemporary online shopping environment. Second, it enriches the mechanism-based 

explanation of online purchase intention by conceptualizing perceived trust as the psychological 

http://www.ijfmr.com/


 

International Journal for Multidisciplinary Research (IJFMR) 
 

E-ISSN: 2582-2160   ●   Website: www.ijfmr.com       ●   Email: editor@ijfmr.com 

 

IJFMR260271517 Volume 8, Issue 2, March-April 2026 3 

 

mechanism through which diverse digital stimuli influence online purchase intention. Third, by focusing 

on Gen Z consumers in Henan, the study extends current understanding of online consumer behavior to 

an underexamined regional context and offers practical implications for advancing digital commerce, 

supporting digital transformation, and promoting the sustainable growth of e-commerce. 

 

2. Literature Review 

Purchase intention has long been recognized as a central construct in marketing research, particularly for 

its predictive value in understanding actual consumer behavior (Rathi, 2024). In the digital commerce 

context, online purchase intention refers to a consumer’s likelihood or willingness to engage in purchasing 

activities through internet-based platforms, and is widely viewed as a reliable proxy for actual online 

transactions (Ebrahimabad et al., 2024). As a core topic in digital commerce, the study of online purchase 

intention not only advances theoretical understanding of consumer decision-making but also offers 

actionable insights for businesses in optimizing platform design and shaping marketing strategies (Ngo, 

Bui, et al., 2024). 

 

2.1 Theoretical Frameworks on Online Purchase Intention 

In the study of online purchase intention, scholars have proposed various theoretical models, among which 

the Theory of Planned Behavior (TPB) and the Technology Acceptance Model (TAM) are among the most 

widely adopted (Mubdir et al., 2024). More recently, the Stimulus-Organism-Response (SOR) theory has 

provided a broader conceptual framework for studying online purchase behavior (Pham et al., 2024). 

Together, these frameworks offer a strong theoretical foundation for understanding the mechanisms that 

shape consumers' online purchase intentions. 

2.1.1 Stimulus-Organism-Response (S-O-R) Framework (Mehrabian & Russell, 1974) 

The S-O-R framework, based on the seminal work of Mehrabian and Russell (1974), primarily explores 

how various environmental stimuli, both physical and social, affect human emotional and behavioral 

responses. 

The application of the S-O-R framework to consumer behavior began to gain prominence in subsequent 

decades. Jacoby (2002) reinterpreted the S-O-R model, marking a significant step in applying the 

framework to consumer behavior and offering new insights into how marketing stimuli shape consumer 

attitudes and decisions. More recently, researchers have applied the S-O-R framework to online shopping 

environments. For example, Teangsompong and Sawangproh (2024) applied it to examine how stimuli 

such as brand trust and social influence affect online purchase intentions via psychological states. Similarly, 

Yu et al. (2024) used the model to explore how short video ads influence flow experiences and 

consumption intent. 

Collectively, these studies highlight the key advantages of the S-O-R model—its comprehensiveness and 

adaptability. Specifically, the model effectively integrates external stimuli, internal cognitive and 

emotional responses, and ultimate behavioral outcomes, providing a systematic framework for 

understanding consumer behavior (Teangsompong & Sawangproh, 2024; Yu et al., 2024). 
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Figure 2.1: S-O-R framework 

Source: Mehrabian and Russell (1974) 

 

2.1.2 Theory of Planned Behavior (TPB) (Ajzen, 1991) 

The Theory of Planned Behavior (TPB) posits that behavioral intention is the immediate antecedent to 

actual behavior and is influenced by three core constructs: attitude (AT), subjective norm (SN), and 

perceived behavioral control (PBC) (Ajzen, 1991). 

TPB is regarded as one of the most widely applied theories in consumer behavior research and has been 

widely used to explain consumer intentions and behaviors (Almrafee & Akaileh, 2024). In the present 

study, its relevance lies primarily in underscoring the central role of purchase intention in behavioral 

prediction. However, critics have argued that TPB is limited by its emphasis on rational reasoning and its 

relative neglect of broader emotional factors (Sniehotta et al., 2014). As a result, it is less suited to 

explaining how diverse digital stimuli in contemporary online shopping environments are processed 

through perceived trust. Therefore, TPB is treated in this study as a complementary theoretical perspective 

rather than the primary analytical framework. 

2.1.3 Technology Acceptance Model (TAM) (Davis, 1989) 

The Technology Acceptance Model (TAM) explains user acceptance and adoption of new technologies. It 

posits that two key factors, Perceived Usefulness (PU) and Perceived Ease of Use (PEOU), determine 

behavioral intention, which influences actual usage (Davis, 1989). 

In the context of e-commerce, TAM has been instrumental in explaining how consumers evaluate digital 

platforms and technologies (Massoudi et al., 2024). Numerous studies have shown that perceived 

usefulness exerts a stronger influence on consumer behavior than perceived ease of use in online shopping 

settings (Chen et al., 2024; Guo & Zhang, 2024; Syafika & Antonio, 2024). For Generation Z, who are 

generally proficient in digital technologies, PU is particularly relevant as a predictor of online purchase 

intention, whereas PEOU tends to play a less prominent role (Duffett & Maraule, 2024). Accordingly, 

TAM is incorporated in this study as a complementary theoretical perspective that supports the role of 

perceived usefulness within the broader S-O-R framework. 

 

2.2 Key Constructs Shaping Online Purchase Intention 

2.2.1 Online Purchase Intention (OPI) 

Online purchase intention refers to a consumer’s propensity or willingness to engage in purchasing 

activities through digital platforms (Gefen et al., 2003). It is widely recognized as a key predictor of actual 

online purchasing behavior (Ebrahimabad et al., 2024) and serves as a critical construct in both theoretical 

understanding and managerial decision-making (Ngo, Bui, et al., 2024). 

Grounded in classical frameworks such as the Theory of Planned Behavior (Ajzen, 1991) and the 

Technology Acceptance Model (Davis, 1989), and later extended through broader behavioral paradigms 
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such as the S-O-R framework (Mehrabian & Russell, 1974), OPI has been conceptualized through multiple 

lenses, including cognitive, technological, and emotional perspectives, reflecting the growing complexity 

of online consumer behavior. Over time, researchers have expanded its scope to incorporate factors such 

as trust, perceived usefulness, and digital engagement (Meskaran et al., 2013; Pavlou, 2003). Recent 

studies have highlighted OPI’s growing relevance in emerging contexts such as live-streaming commerce 

and influencer-driven platforms, particularly among Generation Z consumers (Macheka et al., 2024; 

Zhang, 2024). 

2.2.2 Core Independent Variables 

A. Perceived Usefulness (PU) 

Perceived Usefulness refers to the extent to which consumers perceive that an online platform enhances 

the value and efficiency of their shopping experience (Ramadania & Braridwan, 2019). Originally 

introduced in the Technology Acceptance Model (TAM) by Davis (1989), PU was initially examined in 

workplace and organizational contexts but has since evolved into a well-established predictor of 

behavioral intention in broader domains, including digital commerce (Koufaris, 2002; Venkatesh et al., 

2003). 

Recent studies have explored the evolving role of perceived usefulness in shaping digital consumer 

behavior. For example, Chandraa et al. (2024) examined PU in the context of live-streaming social 

commerce in Indonesia, finding that it positively influenced purchase intention. Similarly, Duffett and 

Maraule (2024) incorporated PU into an extended TAM framework targeting Generation Z, showing that 

PU significantly enhances digital engagement and strengthens purchase intention. However, not all 

findings are consistent. Nguyen et al. (2023) found that PU did not directly predict purchase intention in 

Vietnam, suggesting that its influence may depend on intervening psychological mechanisms under low-

trust conditions. These findings underscore the contextual sensitivity of PU and highlight the role of 

psychological mechanisms such as trust. Accordingly, this study conceptualizes PU as a stimulus variable 

that captures consumers’ perceived usefulness of the online shopping experience as a whole, while 

recognizing that its effects may operate through mediating pathways, thus providing a more nuanced 

account of Gen Z purchase intentions. 

B. Social Influence (SI) 

Social influence is broadly defined as the impact of others’ opinions and behaviors on consumers’ 

purchasing intentions. Classical social psychology distinguishes two mechanisms: normative influence, 

which reflects social pressure to conform to expectations, and informational influence, which involves 

reliance on others’ knowledge to reduce uncertainty (Deutsch & Gerard, 1955; Lee et al., 2011). Early 

applications in consumer research, such as Ajzen (1991) Theory of Planned Behavior and Venkatesh et al. 

(2003), emphasized normative pressure as a determinant of behavioral intention. Over time, the concept 

expanded in digital contexts to incorporate informational cues, most notably electronic word-of-mouth 

(eWOM), which has been widely recognized as a critical driver of online purchase decisions (Cheung & 

Thadani, 2012; Hennig-Thurau et al., 2004). 

Recent studies demonstrate both the potential and limitations of social influence in Gen Z contexts. 

Meghisan-Toma et al. (2021) found that peer recommendations and family expectations significantly 

shape mobile commerce adoption. In contrast, Achim et al. (2024) reported that normative social pressure 

alone did not significantly predict online purchase intention in Selangor, suggesting that normative 

influence may be less effective in saturated digital environments. Their conceptualization of SI focused 

primarily on normative pressure and did not incorporate informational dimensions, which other studies 

identify as critical for building trust and guiding purchase behavior (Gunawan et al., 2023). Accordingly, 
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this study conceptualizes social influence as a multidimensional construct that integrates both normative 

and informational dimensions. It is modeled as an exogenous stimulus variable to capture how Gen Z 

consumers are simultaneously shaped by social expectations and peer-provided information in digital 

commerce. 

C. Information Quality (IQ) 

Information quality is defined as the extent to which web-based information meets the needs and 

expectations of its users (Knight & Burn, 2005). A seminal contribution was made by Wang and Strong 

(1996), who developed a hierarchical framework capturing the dimensions of data quality as perceived by 

data consumers. In e-commerce contexts, information quality has evolved from being treated as a purely 

objective characteristic to a subjective and persuasive force that directly shapes consumer decision-making 

(Milan et al., 2015; Park et al., 2007). 

In more recent studies, Erkan and Evans (2018), drawing on the Information Adoption Model, found that 

detailed reviews on shopping platforms, which were perceived as higher in information quality, had a 

stronger impact on purchase intentions than opinions expressed on social media. Zhao et al. (2020) further 

showed that in social e-commerce, high-quality eWOM strengthened consumer trust and indirectly 

enhanced purchase intentions by reducing perceived social distance. Similarly, Abd Razak et al. (2024) 

demonstrated that influencer-generated content characterized by accuracy, relevance, and credibility 

significantly boosted trust and purchase decisions. This study focuses on consumer-perceived quality 

rather than technical system accuracy or backend data completeness, and distinguishes information quality 

from content volume, which does not necessarily imply relevance or trustworthiness. Accordingly, this 

study conceptualizes information quality as an exogenous stimulus variable that captures how Gen Z 

consumers evaluate the reliability and relevance of online information. Specifically, IQ is employed to 

assess whether Generation Z forms judgments based on the availability and persuasiveness of information, 

and whether they consider how well such information aligns with their needs in reducing decision-making 

uncertainty. 

D. Interactivity (INT) 

In this study, interactivity is defined as the extent to which users perceive that they have control over an 

online environment where their input elicits system responses and enables reciprocal communication 

through mediated technology (Summerlin & Powell, 2022). The concept of interactivity has evolved 

considerably within communication and digital media research. Early work by Rafaeli (1988) emphasized 

interactivity as a dynamic, bidirectional communication process, while later studies by Kiousis (2002) and 

McMillan and Hwang (2002) refined it by integrating both technological and psychological dimensions. 

With the rise of e-commerce, Song and Zinkhan (2008) further argued that interactivity is largely a 

subjective perception shaped by users’ sense of control and system responsiveness. 

Empirical research has increasingly explored the impact of interactivity on user attitudes and behaviors in 

online environments. Islam et al. (2021) integrated interactivity into the Technology Acceptance Model 

(TAM), demonstrating that it enhances both perceived usefulness and purchase intention in apparel e-

commerce. Similarly, Summerlin and Powell (2022) found that higher website interactivity significantly 

increases consumer engagement and purchase intention, particularly for high-priced products. Likewise, 

Wismiarsi et al. (2024) showed that interactive social media content fosters stronger engagement and 

purchase intention among Generation Z consumers. Importantly, interactivity is conceptually distinct from 

usability or interface efficiency, which emphasize task completion and ease of navigation rather than 

dialogic responsiveness and user-system reciprocity. Accordingly, this study conceptualizes interactivity 

as an exogenous stimulus variable that captures Gen Z consumers’ perceived control, responsiveness, and 
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reciprocal engagement in online shopping and social media environments. 

2.2.3 Mediating Construct 

Perceived Trust (PT) 

In this study, perceived trust is defined as a feeling of security and a willingness to depend on someone or 

something (Kim et al., 2011). In line with this definition, it is conceptualized as a multidimensional 

construct representing consumers’ confidence in relying on online platforms or services. Foundational 

theories of trust emerged from organizational and relationship marketing contexts. For example, Morgan 

and Hunt (1994) defined trust as confidence in a partner’s reliability and integrity, positioning it as 

essential for reducing uncertainty and sustaining long-term exchange relationships. Similarly, Mayer et al. 

(1995) conceptualized trust as a willingness to be vulnerable based on perceptions of ability, benevolence, 

and integrity, dimensions that continue to inform trust research across multiple domains. Extending these 

foundational models to the e-commerce domain, Pavlou (2003) and Gefen et al. (2003) integrated 

perceived trust into the Technology Acceptance Model, demonstrating that trust reduces perceived risk 

and uncertainty in online transactions and significantly facilitates consumer adoption of digital platforms. 

Recent empirical studies have further expanded understanding of the pivotal role of perceived trust in 

shaping online purchase intention across diverse digital contexts. Thamanda et al. (2024) showed that trust, 

defined as confidence in the reliability and accuracy of e-commerce platforms, significantly enhances 

purchase intention, particularly in high-involvement product categories. Tian (2024) found that enhanced 

perceived trust, together with the formation of swift guanxi, significantly increases consumers’ impulse 

purchase intention, highlighting its role in reducing perceived risk and facilitating purchasing behavior in 

dynamic and interactive digital environments. In addition, recent studies increasingly suggest that 

perceived trust in online shopping contexts contains not only a cognitive evaluation of reliability, but also 

an affective dimension associated with emotional security, especially in live-streaming, interactive, and 

socially influenced environments involving younger consumers (Martin et al., 2025; Sachu et al., 2025; 

Tian, 2024). Accordingly, this study conceptualizes perceived trust as a mediating organismic construct 

within the S-O-R framework, capturing how consumers’ sense of security and confidence in digital 

platforms shapes online purchase intention among Gen Z consumers. 

 

2.3 Hypothesis Development 

Drawing on the Stimulus-Organism-Response (S-O-R) framework (Mehrabian & Russell, 1974), this 

study proposes an integrated model to examine how stimuli from the online shopping environment 

influence online purchase intention (OPI) among Generation Z consumers through the mediating role of 

perceived trust. The four core independent variables, Perceived Usefulness (PU), Social Influence (SI), 

Information Quality (IQ), and Interactivity (INT), are conceptualized as stimuli (S) representing key 

features of the online shopping environment. Perceived Trust (PT) is positioned as the organismic (O) 

factor reflecting consumers’ internal psychological response, while online purchase intention represents 

the behavioral response (R) in the proposed model. 

2.3.1 Stimuli and Online Purchase Intention 

Prior research has consistently shown that the four stimuli examined in this study play important roles in 

shaping consumers’ online purchase intention. 

Perceived usefulness reflects consumers’ belief that an online platform enhances the value and efficiency 

of their shopping experience. In online shopping contexts, when consumers perceive digital platforms as 

useful, they are more likely to evaluate them favorably and develop stronger purchase intentions. This 

logic is consistent with the original Technology Acceptance Model (Davis, 1989), in which perceived 

http://www.ijfmr.com/


 

International Journal for Multidisciplinary Research (IJFMR) 
 

E-ISSN: 2582-2160   ●   Website: www.ijfmr.com       ●   Email: editor@ijfmr.com 

 

IJFMR260271517 Volume 8, Issue 2, March-April 2026 8 

 

usefulness is identified as a key determinant of behavioral intention. Empirical studies have also supported 

this relationship across different contexts. For example, Lim et al. (2016) reported a significant positive 

effect of perceived usefulness on purchase intention among Malaysian university students (β = 0.348, p < 

0.001), while ElSayad and Mamdouh (2024) similarly found that perceived usefulness remained a strong 

predictor of online purchase behavior among Millennials and Gen Z in AI-driven commerce (β = 0.489, p 

< 0.001). Accordingly, the present study proposes the following hypothesis: 

H1: Perceived usefulness positively influences online purchase intention. 

Social influence has been consistently identified as an important antecedent of behavioral intention in 

digital contexts, where it encompasses both normative influence, such as conformity to peer or family 

expectations, and informational influence, such as reliance on electronic word-of-mouth (Lee et al., 2011). 

Both the Theory of Planned Behavior (TPB) and the Unified Theory of Acceptance and Use of Technology 

(UTAUT) confirm the predictive power of normative social influence on individual intention (Ajzen, 1991; 

Venkatesh et al., 2003). Recent empirical studies continue to affirm the positive relationship between 

social influence and online purchase intention. For instance, Gunawan et al. (2023) reported a significant 

positive effect of peer recommendations on purchase intention (β = 0.261). Lim et al. (2024) further 

demonstrated that social influence—including both peer input and electronic word-of-mouth—

significantly shapes online purchase intentions among Generation Z consumers in Malaysia, highlighting 

the dual role of normative and informational cues in guiding digital shopping behavior. These findings 

collectively reinforce the critical role of social influence in shaping online purchase intention. 

H2: Social influence positively influences online purchase intention. 

Information quality plays an important role in shaping online purchase intention by influencing how 

consumers evaluate the relevance, accuracy, and completeness of product-related information. In earlier 

foundational work, Park et al. (2007) identified the structural clarity and factual richness of online 

consumer reviews as key contributors to perceived information quality, which in turn positively influenced 

purchase intention. More recent studies continue to support this relationship. For example, Bebber et al. 

(2017) reported that well-structured and credible information significantly increased purchase intention (β 

= 0.480, p < 0.001). Erkan and Evans (2018) further demonstrated that detailed and trustworthy 

information enhances perceived credibility, which in turn strengthens consumers’ purchase intention. 

Similarly, Hoo et al. (2024) emphasized the role of personalization and formatting in information quality 

and confirmed its positive impact on online purchasing among digital consumers in Malaysia. In addition, 

Ngo, Vuong, et al. (2024) identified information quality as a critical determinant of online purchase 

intention among Generation Z, particularly in social media-driven electronic word-of-mouth contexts. 

Collectively, these findings underscore the importance of high-quality and consumer-relevant information 

in reducing uncertainty and strengthening online purchase intention in digital environments. 

H3: Information quality positively influences online purchase intention. 

Interactivity has emerged as an important predictor of online purchase intention across diverse digital 

commerce contexts. For instance, Shariffuddin et al. (2023) demonstrated that interactivity on travel 

websites—particularly through real-time communication and user involvement—positively influenced 

purchase intentions (β = 0.151, p < 0.05). Similarly, Theng and Salim (2024) observed a significant 

positive correlation between interactivity and online purchase intention (r = 0.383, p < 0.01). In live-

streaming contexts, Rui and Mohamad (2024) further confirmed that influencer interactivity—such as 

responding to comments and initiating real-time dialogue—significantly boosts purchase intention (β = 

0.145, p < 0.05). Collectively, these studies indicate that interactivity not only enhances user experience 

but also strengthens online purchase intention across various digital environments. 
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H4: Interactivity positively influences online purchase intention. 

2.3.2 Perceived Trust as an Organismic Mediator 

Perceived trust is widely recognized as a central construct in online shopping, particularly under conditions 

of uncertainty regarding product quality, transaction security, and seller reliability (Thamanda et al., 2024). 

Empirical studies consistently show that perceived trust serves as an important mechanism linking external 

stimuli to online purchase intention. For instance, perceived usefulness has been shown to influence 

behavioral intention through trust across contexts such as digital zakat services, mobile banking, and e-

book purchasing (Kurniawan et al., 2022; Prayudi et al., 2022; Yudiarti & Puspaningrum, 2022). Similarly, 

trust mediates the relationship between social influence and purchase intention in both AI-enabled services 

and social commerce environments (Kandoth & Shekhar, 2022; Purwianti et al., 2024). In terms of 

information quality, trust has been found to translate accurate and timely product information into 

increased purchase intention among Gen Z consumers (Laulita, 2024; Shi, 2024). Lastly, interactivity, 

especially in live-streaming commerce, builds trust in sellers and platforms, which in turn strengthens 

purchase intention (Februadi & Septiani, 2024; Song et al., 2022). Collectively, these findings support the 

role of perceived trust as a mediating mechanism linking key online shopping stimuli to online purchase 

intention. 

H5: Perceived usefulness positively influences perceived trust. 

H6: Social influence positively influences perceived trust. 

H7: Information quality positively influences perceived trust. 

H8: Interactivity positively influences perceived trust. 

H9: Perceived trust positively influences online purchase intention. 

H10: Perceived trust mediates the relationship between perceived usefulness and online purchase intention. 

H11: Perceived trust mediates the relationship between social influence and online purchase intention. 

H12: Perceived trust mediates the relationship between information quality and online purchase intention. 

H13: Perceived trust mediates the relationship between interactivity and online purchase intention. 

 

2.4 Research Model 

Based on the Stimulus-Organism-Response (S-O-R) framework, this study proposes a research model in 

which four external stimuli, namely perceived usefulness (PU), social influence (SI), information quality 

(IQ), and interactivity (INT), influence online purchase intention (OPI) both directly and indirectly 

through the organismic mediator, perceived trust (PT). Within this model, perceived trust captures 

consumers’ psychological confidence in the online shopping environment. All constructs are modeled as 

first-order reflective variables. 
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Figure 2.4 Conceptual Framework of Online Purchase Intention among Generation Z 

 

3. Discussion and Conclusion 

3.1 Theoretical Contributions 

This study extends the Stimulus-Organism-Response (S-O-R) model by incorporating perceived 

usefulness, social influence, information quality, and interactivity as external stimuli, while 

conceptualizing perceived trust as the organismic mechanism explaining Generation Z’s online purchase 

intention. In the e-commerce environment, where face-to-face experiences are absent, consumers’ 

decision-making is shaped by diverse external cues and internal psychological processes, underscoring 

the need for a framework capable of capturing the complexity of online evaluation and purchase formation 

(Handoyo, 2024). 

A second contribution of this study lies in its trust-based explanation of online purchase intention. 

Although perceived trust has long been recognized as an important factor in online consumer behavior, 

prior studies have not always examined it as a central explanatory mechanism, and have often included it 

alongside a broader set of antecedent variables. Moreover, organismic components within the S-O-R 

model, particularly trust, remain underexplored, underscoring an important theoretical gap 

(Teangsompong & Sawangproh, 2024). By contrast, this study positions perceived trust as an important 

mediating mechanism linking diverse digital stimuli to online purchase intention. In doing so, it enriches 

the mechanism-based explanation of how consumers interpret functional, social, informational, and 

interactive cues in digital shopping environments and translate them into purchasing intentions. This 

perspective is particularly relevant in online commerce, where uncertainty regarding seller reliability, 

transaction security, and product quality remains a central concern. 

Third, the study contributes to the broader theoretical understanding of online consumer behavior by 

drawing on and extending classical theories in the e-commerce context. While the S-O-R framework 

serves as the primary theoretical lens, TAM provides complementary support for the role of perceived 

usefulness, and TPB offers a broader foundation for understanding purchase intention as a proximal 

predictor of actual behavior. By integrating these perspectives within a unified conceptual framework, the 

study provides a more coherent explanation of online purchase intention in digitally mediated 

environments. 

Finally, this study contributes to the literature by integrating functional, social, informational, and 

interactive stimuli that are often examined in isolation in prior research. This more comprehensive 

perspective provides a richer understanding of how Generation Z forms purchase intention in 
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contemporary digital marketplaces. By focusing on Henan, a developing regional market shaped by 

expanding digital infrastructure and increasing mobile internet penetration, the study also extends current 

understanding of online consumer behavior beyond the more frequently examined coastal and nationally 

aggregated contexts (Hui, 2024). 

3.2 Practical and Social Contributions 

This study offers practical contributions by providing strategic insights for e-commerce platforms and 

online retailers seeking to better engage Generation Z consumers. Specifically, the findings suggest that 

firms should not focus solely on transactional efficiency, but should also strengthen the broader digital 

shopping environment through more useful platform functions, higher information quality, greater 

interactivity, and more credible social cues. By improving these external stimuli, e-commerce businesses 

may enhance consumers’ perceived trust and online purchase intention, thereby supporting stronger user 

engagement and more sustainable digital growth. 

In addition, the findings highlight the importance of a consumer-centered approach in digital commerce, 

helping firms better meet consumer needs and preferences while contributing to more trustworthy online 

shopping environments. In the context of Henan, where e-commerce is growing rapidly, this study 

supports the development of local digital strategies and provides insights that may facilitate the transition 

of traditional businesses to digital platforms, thereby promoting long-term growth and sustainability in the 

regional economy. 

3.3 Limitations and Future Research Directions 

This study has several limitations. First, the proposed framework is developed in the specific context of 

Generation Z consumers in Henan Province, which may limit its applicability to other demographic or 

cultural settings. Second, although the model is theoretically grounded, its explanatory value still requires 

empirical validation across different digital commerce contexts. Third, the framework focuses on four key 

stimuli and one mediating mechanism, which means that other potentially relevant factors may not be 

fully captured. 

Future research may empirically test the proposed model in different regional and cultural settings, 

particularly to examine whether the role of perceived trust varies across consumer groups and digital 

platforms. Longitudinal studies may also provide deeper insight into how online purchase intention 

changes over time as digital technologies and shopping environments continue to evolve. In addition, 

future studies may incorporate other relevant constructs, such as perceived risk or personal innovativeness, 

to further enrich understanding of consumer decision-making in digital commerce. 

 

References 

1. Abd Razak, N. F., Maleb, N. A., Anuar, N. A. I., Vivakaren, S. R., & Ahmad, N. A. (2024). The Study 

on Effect of Social Media Influencer Towards Customer Buying Decision. Future horizon: Advancing 

Student-Led Innovations and Research in Sustainable Hospitality, Tourism and Wellness, 166. 

2. Achim, N., Mohamed, D. B., Miji, S. C., Zuraini, N. N. A., Idil, M. I. R., Hilmen, A. J. L., Anuar, A. 

F. J. I. M., & Review, B. (2024). Trust, Social Influence and Perceived Usefulness: Examining Online 

Purchase Intentions among Gen Z. 16(1), 261-271. 

3. Ajzen, I. (1991). The theory of planned behavior. Organizational behavior and human decision 

processes, 50(2), 179-211. 

4. Alhamdina, T. T., & Hartono, A. (2023). The impact of brand awareness, brand reputation, and 

perceived economic benefits on brand trust and online purchase intentions for Skintific products on 

http://www.ijfmr.com/


 

International Journal for Multidisciplinary Research (IJFMR) 
 

E-ISSN: 2582-2160   ●   Website: www.ijfmr.com       ●   Email: editor@ijfmr.com 

 

IJFMR260271517 Volume 8, Issue 2, March-April 2026 12 

 

the Tiktok Shop platform. International Journal of Science, Technology & Management, 4(3), 653-

665. 

5. Aljabari, M. A., Joudeh, J. M., Aljumah, A. I., Al Gasawneh, J., & Daoud, M. K. (2023). The impact 

of website quality on online purchase intention: The mediating effect of e-WOM, Jordan context. 

International Journal of Professional Business Review: Int. J. Prof. Bus. Rev., 8(6), 21. 

6. Almrafee, M., & Akaileh, M. (2024). Customers' purchase intention of renewable energy in Jordan: 

The case of solar panel systems using an extended theory of planned behavior (TPB). International 

Journal of Energy Sector Management, 18(3), 457-473. 

7. Bebber, S., Milan, G. S., De Toni, D., Eberle, L., & Slongo, L. A. (2017). Antecedents of purchase 

intention in the online context. Journal of Relationship Marketing, 16(1), 82-98. 

8. Chandraa, M., Sukmaningsih, D. W., & Sriwardiningsih, E. (2024). The impact of live streaming on 

purchase intention in social commerce in Indonesia. Procedia Computer Science, 234, 987-995. 

9. Chen, X., Zhang, X.-e., & Chen, J. (2024). TAM-Based study of Farmers’ live streaming E-Commerce 

adoption intentions. Agriculture, 14(4), 518. 

10. Cheung, C. M., & Thadani, D. R. (2012). The impact of electronic word-of-mouth communication: A 

literature analysis and integrative model. Decision support systems, 54(1), 461-470. 

11. Cui, X., Huang, W., Zhang, J., & Deng, W. (2024). Exploring the spatiotemporal evolution mechanism 

of rural e-commerce: insights from the experience of Taobao towns in China. Humanities and Social 

Sciences Communications, 11(1), 1-13. 

12. Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of information 

technology. MIS quarterly, 319-340. 

13. Deutsch, M., & Gerard, H. B. (1955). A study of normative and informational social influences upon 

individual judgment. The journal of abnormal and social psychology, 51(3), 629. 

14. Dhore, A., Harkal, R., & Darokar, M. (2024). Exploring the effects of digital marketing practices in 

India: A comprehensive analysis. Journal of Management and Science, 14(1), 92-96. 

15. Duffett, R. G., & Maraule, M. (2024). Customer engagement and intention to purchase attitudes of 

generation Z consumers toward emojis in digital marketing communications. Young 

Consumers(ahead-of-print). 

16. Ebrahimabad, F. Z., Yazdani, H., Hakim, A., & Asarian, M. (2024). Augmented reality versus web-

based shopping: how does Ar improve user experience and online purchase intention. Telematics and 

Informatics Reports, 15, 100152. 

17. ElSayad, G., & Mamdouh, H. (2024). Are young adult consumers ready to be intelligent shoppers? 

The importance of perceived trust and the usefulness of AI-powered retail platforms in shaping 

purchase intention. Young Consumers, 25(6), 969-989. 

18. Erkan, I., & Evans, C. (2018). Social media or shopping websites? The influence of eWOM on 

consumers’ online purchase intentions. Journal of marketing communications, 24(6), 617-632. 

19. Fang, X., Zhang, Y., Yang, J., & Zhan, G. (2024). An evaluation of marine economy sustainable 

development and the ramifications of digital technologies in China coastal regions. Economic Analysis 

and Policy, 82, 554-570. 

20. Februadi, A., & Septiani, N. (2024). Interactivity and Professionalism to increase Purchase Intention 

in LiveStreaming Distribution Channel: The Mediation Effect of Trust in Sellers and Platform. Journal 

of Distribution Science, 22(10), 55-63. 

21. Gefen, D., Karahanna, E., & Straub, D. W. (2003). Trust and TAM in online shopping: An integrated 

model. MIS quarterly, 51-90. 

http://www.ijfmr.com/


 

International Journal for Multidisciplinary Research (IJFMR) 
 

E-ISSN: 2582-2160   ●   Website: www.ijfmr.com       ●   Email: editor@ijfmr.com 

 

IJFMR260271517 Volume 8, Issue 2, March-April 2026 13 

 

22. Gunawan, C. M., Rahmania, L., & Kenang, I. H. (2023). The influence of social influence and peer 

influence on intention to purchase in e-commerce. Review of Management and Entrepreneurship, 7(1), 

61-84. 

23. Guo, C., & Zhang, X. (2024). The impact of AR online shopping experience on customer purchase 

intention: An empirical study based on the TAM model. PloS one, 19(8), e0309468. 

24. Handoyo, S. (2024). Purchasing in the digital age: A meta-analytical perspective on trust, risk, security, 

and e-WOM in e-commerce. Heliyon, 10(8). 

25. Hennig-Thurau, T., Gwinner, K. P., Walsh, G., & Gremler, D. D. (2004). Electronic word-of-mouth 

via consumer-opinion platforms: what motivates consumers to articulate themselves on the internet? 

Journal of interactive marketing, 18(1), 38-52. 

26. Hoo, W. C., Cheng, A. Y., Ng, A. H. H., & Bakar, S. (2024). Factors influencing consumer behaviour 

towards online purchase intention on popular shopping platforms in Malaysia. WSEAS Transactions 

on Business and Economics, 21, 544-553. 

27. Hui, C. (2024). Study on the Influence of Digital Economy on the High-Quality Development of 

Manufacturing Industry in Henan Province. Academic Journal of Business & Management, 6(3), 289-

295. 

28. Islam, H., Jebarajakirthy, C., & Shankar, A. (2021). An experimental based investigation into the 

effects of website interactivity on customer behavior in on-line purchase context. Journal of Strategic 

Marketing, 29(2), 117-140. 

29. Islam, M. A., Kaium, M. A., Zahan, I., & Rahman, M. S. (2024). Does user-generated content trigger 

university graduates’ online purchase intention? Mediating role of brand image. Asian Management 

and Business Review, 105-121. 

30. Jacoby, J. (2002). Stimulus‐organism‐response reconsidered: an evolutionary step in modeling 

(consumer) behavior. Journal of consumer psychology, 12(1), 51-57. 

31. Kandoth, S., & Shekhar, S. K. (2022). Social influence and intention to use AI: the role of personal 

innovativeness and perceived trust using the parallel mediation model. Forum Scientiae Oeconomia, 

32. Kim, M.-J., Chung, N., & Lee, C.-K. (2011). The effect of perceived trust on electronic commerce: 

Shopping online for tourism products and services in South Korea. Tourism management, 32(2), 256-

265. 

33. Kiousis, S. (2002). Interactivity: a concept explication. New media & society, 4(3), 355-383. 

34. Knight, S.-a., & Burn, J. (2005). Developing a framework for assessing information quality on the 

World Wide Web. Informing Science, 8. 

35. Koufaris, M. (2002). Applying the technology acceptance model and flow theory to online consumer 

behavior. Information systems research, 13(2), 205-223. 

36. Kurniawan, I. A., Mugiono, M., & Wijayanti, R. (2022). The effect of Perceived Usefulness, Perceived 

Ease of Use, and social influence toward intention to use mediated by Trust. Jurnal Aplikasi 

Manajemen, 20(1), 117-127. 

37. Laulita, N. B. (2024). Drivers of Purchase Intention in Cross-Border E-Commerce: The Role of 

Platform Quality and Trust. Journal of Enterprise and Development (JED), 6(3), 575-590. 

38. Lee, M. K., Shi, N., Cheung, C. M., Lim, K. H., & Sia, C. L. (2011). Consumer's decision to shop 

online: The moderating role of positive informational social influence. Information & management, 

48(6), 185-191. 

39. Lim, L. P., Ong, C. H., Teo, P. C., & Theresa, H. C. F. (2024). Online Purchase Intention of Digital 

Products among University Students. Business Management and Strategy, 15(1), 241-255. 

http://www.ijfmr.com/


 

International Journal for Multidisciplinary Research (IJFMR) 
 

E-ISSN: 2582-2160   ●   Website: www.ijfmr.com       ●   Email: editor@ijfmr.com 

 

IJFMR260271517 Volume 8, Issue 2, March-April 2026 14 

 

40. Lim, Y. J., Osman, A., Salahuddin, S. N., Romle, A. R., & Abdullah, S. (2016). Factors influencing 

online shopping behavior: the mediating role of purchase intention. Procedia economics and finance, 

35, 401-410. 

41. Macheka, T., Quaye, E. S., & Ligaraba, N. (2024). The effect of online customer reviews and celebrity 

endorsement on young female consumers’ purchase intentions. Young Consumers, 25(4), 462-482. 

42. Mahbob, N. N., Hasim, M. A., & Ishak, M. F. (2023). The influence of perceived risk factors on online 

purchase intention among millennials in Malaysia. Information Management and Business Review, 

15(3), 50-58. 

43. Male, I. G. (2023). Propose model of consumers’ motivation and online purchase intention of fashion 

product: Moderating role of social media marketing. International Journal of Intellectual Discourse, 

6(3), 86-102. 

44. Martin, R., Heriyadi, Purmono, B. B., & Pebrianti, W. (2025). Pengaruh Real Time Interactivity dan 

Promotion Incentive Information terhadap Impulse Buying Behavior dengan Mediasi Perceived Trust 

Fashion di Live TikTok. Mutiara: Jurnal Ilmiah Multidisiplin Indonesia. 

45. Massoudi, A., Zaidan, M. N., & Agha, A. Q. (2024). The Adoption of Technology Acceptance Model 

in E-commerce with Artificial Intelligence as a Mediator. GECONTEC: Revista Internacional de 

Gestión del Conocimiento y la Tecnología, 12(2). 

46. Mayer, R. C., Davis, J. H., & Schoorman, F. D. (1995). An integrative model of organizational trust. 

Academy of management review, 20(3), 709-734. 

47. McMillan, S. J., & Hwang, J.-S. (2002). Measures of perceived interactivity: An exploration of the 

role of direction of communication, user control, and time in shaping perceptions of interactivity. 

Journal of advertising, 31(3), 29-42. 

48. Meghisan-Toma, G.-M., Puiu, S., Florea, N. M., Meghisan, F., & Doran, D. (2021). Generation 

Z’young adults and M-commerce use in Romania. Journal of Theoretical and Applied Electronic 

Commerce Research, 16(5), 1458-1471. 

49. Mehrabian, A., & Russell, J. A. (1974). A verbal measure of information rate for studies in 

environmental psychology. Environment and Behavior, 6(2), 233. 

50. Meskaran, F., Ismail, Z., & Shanmugam, B. (2013). Online purchase intention: Effects of trust and 

security perception. Australian journal of basic and applied sciences, 7(6), 307-315. 

51. Milan, G. S., Bebber, S., De Toni, D., & Eberle, L. (2015). Information quality, distrust and perceived 

risk as antecedents of purchase intention in the online purchase context. Journal of Management 

Information System & E-commerce, 2(2), 111-129. 

52. Mohammad, M., & Szigeti, O. (2023). Relationship between attitude and online purchase intention of 

dairy functional foods in Hungary: An extended TAM approach. 

53. Morgan, R. M., & Hunt, S. D. (1994). The commitment-trust theory of relationship marketing. Journal 

of marketing, 58(3), 20-38. 

54. Mubdir, G. A., Hashim, S., Ayob, A. H., & Rosli, N. (2024). Online Purchase Intention using Social 

Media: A Systematic Literature Review. Engineering, Technology & Applied Science Research, 14(5), 

17261-17268. 

55. Ngo, T. T. A., Bui, C. T., Chau, H. K. L., & Tran, N. P. N. (2024). Electronic word-of-mouth (eWOM) 

on social networking sites (SNS): Roles of information credibility in shaping online purchase intention. 

Heliyon, 10(11). 

http://www.ijfmr.com/


 

International Journal for Multidisciplinary Research (IJFMR) 
 

E-ISSN: 2582-2160   ●   Website: www.ijfmr.com       ●   Email: editor@ijfmr.com 

 

IJFMR260271517 Volume 8, Issue 2, March-April 2026 15 

 

56. Ngo, T. T. A., Vuong, B. L., Le, M. D., Nguyen, T. T., Tran, M. M., & Nguyen, Q. K. (2024). The 

impact of eWOM information in social media on the online purchase intention of Generation Z. Cogent 

business & management, 11(1), 2316933. 

57. Nguyen, T. T., Thi Thu Truong, H., & Le-Anh, T. (2023). Online purchase intention under the 

integration of theory of planned behavior and technology acceptance model. Sage Open, 13(4), 

21582440231218814. 

58. Park, D.-H., Lee, J., & Han, I. (2007). The effect of on-line consumer reviews on consumer purchasing 

intention: The moderating role of involvement. International journal of electronic commerce, 11(4), 

125-148. 

59. Pavlou, P. A. (2003). Consumer acceptance of electronic commerce: Integrating trust and risk with the 

technology acceptance model. International journal of electronic commerce, 7(3), 101-134. 

60. Pham, V. T., Ngo, T. M., & Alomari, A. M. (2024). Effects Of Social Interactions on Purchase Intention 

in E-Commerce: An Analysis Based on The Stimulus-Organism-Response (SOR) Model. 

Interdisciplinary Journal of Management Studies (Formerly known as Iranian Journal of Management 

Studies), 17(3), 731-747. 

61. Prayudi, I. G., Sukaatmadja, I. P. G., Yasa, N. N. K., & Giantari, I. G. A. K. (2022). The role of trust 

in mediation the effect of perception of ease of use and perception of usefulness on intention to re-

using the mobile banking service. International Research Journal of Management, IT and Social 

Sciences, 9(4), 482-493. 

62. Purwianti, L., Yulianto, E., & Kho, K. (2024). The mediating role of trust in purchasing intention. 

International Journal of Applied Research in Business and Management, 5(2). 

63. Rafaeli, S. (1988). From new media to communication. Sage annual review of communication research: 

Advancing communication science, 16(1), 110-134. 

64. Ramadania, S., & Braridwan, Z. (2019). The influence of perceived usefulness, ease of use, attitude, 

self-efficacy, and subjective norms toward intention to use online shopping. International Business 

and Accounting Research Journal, 3(1), 1-14. 

65. Rathi, N. (2024). Impact of meme marketing on consumer purchase intention: Examining the 

mediating role of consumer engagement. Innovative Marketing, 20(1), 1. 

66. Rui, W., & Mohamad, B. (2024). From Clicks to Carts: Examining the Mediating Role of Attachment 

in the Relationship between Influencers and Consumer Purchase Intentions on Live Streaming 

Platforms. Journal of Ecohumanism, 3(7), 2509-2528. 

67. Sachu, B., S, K., & R, J. (2025). Impact of Instagram Food Influencers on Eating Habits and Food 

Preferences among Social Media Users. International Journal of Advanced Research in Commerce, 

Management &amp; Social Science. 

68. Shariffuddin, N. S. M., Azinuddin, M., Yahya, N. E., & Hanafiah, M. H. (2023). Navigating the tourism 

digital landscape: The interrelationship of online travel sites' affordances, technology readiness, online 

purchase intentions, trust, and E-loyalty. Heliyon, 9(8). 

69. Shi, Z. (2024). Discovering the Impact of Chinese Social Media Influencers on Generation Z 

Consumer Behaviour. SHS Web of Conferences, 

70. Siew Chein, T., Jing Han, S., & Tick Hui, O. (2023). Malaysian’s online purchase intention on health 

supplements amidst COVID-19 pandemic. International Journal of Business and Technology 

Management, 5(1), 351-363. 

71. Singh, P. (2024). What Drives or Decelerates Generation Z? An Empirical Study Navigating Consumer 

Buying Intentions in Online Shopping. SAGE Open, 14(3), 21582440241263173. 

http://www.ijfmr.com/


 

International Journal for Multidisciplinary Research (IJFMR) 
 

E-ISSN: 2582-2160   ●   Website: www.ijfmr.com       ●   Email: editor@ijfmr.com 

 

IJFMR260271517 Volume 8, Issue 2, March-April 2026 16 

 

72. Song, J. H., & Zinkhan, G. M. (2008). Determinants of perceived web site interactivity. Journal of 

marketing, 72(2), 99-113. 

73. Song, Z., Liu, C., & Shi, R. (2022). How do fresh live broadcast impact consumers’ purchase intention? 

Based on the SOR Theory. Sustainability, 14(21), 14382. 

74. Summerlin, R., & Powell, W. (2022). Effect of interactivity level and price on online purchase 

intention. Journal of theoretical and applied electronic commerce research, 17(2), 652-668. 

75. Syafika, Y. Z., & Antonio, G. R. (2024). Impacts of the Technology Acceptance Model (TAM) on the 

Use of the TikTok E-Commerce Application among Indonesian Students. UTSAHA: Journal of 

Entrepreneurship, 47-64. 

76. Teangsompong, T., & Sawangproh, W. (2024). Understanding online purchase intention of plant-based 

foods: Exploring causal factors and moderating role of self-efficacy within the SOR theory. Heliyon, 

10(10). 

77. Thamanda, D. R., Mariam, S., & Ramli, A. H. (2024). The influence of promotion and perceived trust 

on purchase intention in beauty product E-commerce. 

78. Thania, A. C., Ritonga, M., Sugianto, S., Dauda, S., & Tharifah, N. T. (2026). Consumer Trust and 

Purchase Intention in E-Commerce Platforms: The Mediating Role of Perceived Value. International 

Journal of Economic and Business Research, 1(1), 28-36. 

79. Theng, P. H., & Salim, S. A. (2024). The Relationship Between Social Media Marketing and Online 

Purchase Intention. Research in Management of Technology and Business, 5(1), 365-383. 

80. Tian, H. (2024). Influence of Mobile App Live Streaming Characteristics on Clothing Impulse 

Purchase Intention: Mediation of Swift Guanxi and Perceived Trust. SAGE Open, 14(4), 

21582440241290005. 

81. Venkatesh, V., Morris, M. G., Davis, G. B., & Davis, F. D. (2003). User acceptance of information 

technology: Toward a unified view. MIS quarterly, 425-478. 

82. Wang, R. Y., & Strong, D. M. (1996). Beyond accuracy: What data quality means to data consumers. 

Journal of management information systems, 12(4), 5-33. 

83. Wismiarsi, T., Pangaribuan, C. H., Prayitno, S. B., & Ainin, A. Q. (2024). The influences of content 

interactivity on purchase intention: An engagement mediation. Multidisciplinary Science Journal, 6(7), 

2024094-2024094. 

84. Xia, Y., & Johar, M. G. M. (2024). Impact of the Digital Talent Supply on the Development of Digital 

Economy in China. 

85. Yan, J., Wang, T., Wang, X., & Zhang, X. (2024). Study on the Temporal and Spatial Variation of PM2. 

5 Health Burden in Henan Province from 2014 to 2021. Rocznik Ochrona Środowiska(Tom 26), 226-

-235. 

86. Yu, S., Zhang, H., Zheng, Q., Chu, D., Chen, T., & Chen, X. (2024). Consumer behavior based on the 

SOR model: How do short video advertisements affect furniture consumers’ purchase intentions? 

BioResources, 19(2), 2639. 

87. Yudiarti, R. F. E., & Puspaningrum, A. (2022). The role of trust as a mediation between the effect of 

perceived usefulness and perceived ease of use to interest to buy e-book. Jurnal Aplikasi Manajemen, 

16(3), 494-502. 

88. Zhang, E. (2024). Analysis of Factors Influencing Consumers' Purchase Intentions on Live Streaming 

Based on the SEM Model. Procedia Computer Science, 247, 1240-1248. 

89. Zhang, H., Millan, E., Money, K., & Guo, P. (2025). E-commerce development, poverty reduction and 

income growth in rural China. Journal of Strategy and Management, 18(1), 148-176. 

http://www.ijfmr.com/


 

International Journal for Multidisciplinary Research (IJFMR) 
 

E-ISSN: 2582-2160   ●   Website: www.ijfmr.com       ●   Email: editor@ijfmr.com 

 

IJFMR260271517 Volume 8, Issue 2, March-April 2026 17 

 

90. Zhao, Y., Wang, L., Tang, H., & Zhang, Y. (2020). Electronic word-of-mouth and consumer purchase 

intentions in social e-commerce. Electronic Commerce Research and Applications, 41, 100980. 

91. Zhao, Z., & Ge, C. (2024). Live Streaming Interaction and Content Information Dissemination on 

TikTok Short Video Platform. IEIE Transactions on Smart Processing & Computing, 13(2), 113-119. 

 

 

http://www.ijfmr.com/

