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Abstract

This study investigates how live stream interactivity shapes consumers’ purchase
intentions for organic vegetables by integrating the stimulus-organism-response (SOR)
model and the technology acceptance model (TAM). It examines both the direct influence
of interactivity and the indirect effects mediated by consumer attitude and perceived
value. Data were collected through an online survey of 405 consumers in Guangxi, China,
who had previously purchased organic vegetables via live streaming platforms. The data
were analyzed using structural equation modeling (SEM) via AMOS. The findings reveal that
live stream interactivity not only directly boosts purchase intentions but also indirectly
strengthens them by enhancing consumers' attitudes and perceived value. This research
expands the application of the SOR and TAM models within the context of interactive
e-commerce. It also offers practical recommendations for businesses looking to optimize
live streaming strategies to drive organic vegetable sales and enhance consumer

engagement.
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Introduction

In China, the organic food market has experienced significant growth, positioning
the country as the fourth-largest organic market globally and the seventh in terms of
organic agricultural land area, according to the Research Institute of Organic Agriculture
(FiBL) and the International Federation of Organic Agriculture Movements (IFOAM). The
"Annual Report on Organic Product Certification and Industry Development for 2023,
previously released by the State Administration for Market Regulation of China, shows that
by the end of 2022, there were 16,000 enterprises in China that had obtained over 26,000
organic product certification certificates, marking a 99.8% increase compared to the
number of certificates issued in 2015. In 2022, the sales of organic products in China
reached as high as 87.76 billion yuan.

The unique geographical and climatic conditions in Guangxi, the base for
transporting vegetables from the south to the north, make it an important agricultural
production area. According to the Department of Agriculture and Rural Affairs of the
Guangxi Zhuang Autonomous Region, as of September 2022, the total number of green,
organic, and geographically indicated agricultural products in the region is approximately
1,300. Among these factors, the average annual growth rates of green food businesses and
products in Guangxi are 33% and 31%, respectively, for the past three years, both ranking
first nationwide. Geographically, there are 165 registered geographical indication (GI) farms,
also leading this category nationally. About 250 billion yuan of the total output value of
green, organic, and Gl products is created each year in the territory under consideration.

Live streaming has emerged as a compelling marketing strategy for organic
vegetables in Guangxi, delivering a high level of transparency and interaction that
ultimately makes consumers more likely to trust the brand (Wang et al., 2023). The live
streaming option gives consumers a chance to see organic vegetables starting from the
cultivation to the harvesting stage in real-time, and therefore, a feeling of confidence and
familiarity is created with the product (Jakobsen, 2021). Besides the fact that the promotion
of these sales methods in Guangxi will increase the market of organic vegetables, such
a system will also create a convenient and personalized shopping process (Tan, 2024).

Live commerce environments involve interaction between consumers and sellers,
and as such, it is interactive live streams that significantly shape consumer responses in

this environment. The emergence of live streaming sales as a concept has turned Chinese
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e-commerce marketing inside out, presenting new channels for processing orders and
advertising various products, including organic food (Liu et al, 2022). Through live
streaming, farmers present produce and get fresh experience of sale, which is quite
different from traditional marketing (Li et al., 2023). The environment for e-commerce
today challenges business leaders to apply many new ways of involving buyers; among
them, live streaming will be useful because it creates an opportunity for instant feedback
and interaction (Clement et al., 2021). Live streaming is a powerful thing when it comes to
the buying mindset of buyers as it is a real activity that cannot be simulated appropriately
through normal buying websites (Lo et al., 2022).

Live streaming’s interactivity, in aspects such as real-time feedback and audience
participation, strengthens social presence and deepens consumer engagement.

Despite the widespread application of live streaming in marketing a range of goods,
most studies in virtual environment consumer behavior have focused almost exclusively
on general e-commerce platforms (Lu et al.,, 2022), with hardly any examination of its
specific application and its sophisticated interactivity (Li et al., 2023). There remains
a dearth of comprehensive research focusing on its influence on the purchase intention
of organic vegetables (Oktaviani et al., 2024).

This gap motivates the current research to investigate the impact of live stream
interactivity on consumers’ perceived value, their attitude toward purchasing organic
vegetables, and their final purchase intention in the context of organic vegetable live
selling. However, the effectiveness of live streaming in promoting organic vegetable sales
depends on multiple psychological and behavioral mechanisms, such as consumers’
perceived value, their attitude toward purchasing organic vegetables, and their final
purchase intention. This study focuses on Guangxi consumers as the target population and
explores how the interactivity of live streaming affects their intention to purchase organic
vegetables, mediated by perceived value and attitude.

By examining the relationships among these key variables, this study contributes
to a better understanding of how interactive technologies influence green consumption

behavior in emerging markets like China.
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Objective

This paper seeks to explore how live stream interactivity impacts purchase
intention for organic vegetables among the audience. Even with the growing significance
of live streaming as a strategic tool for e-commerce, there remains a lack of comprehensive
knowledge on how particular interactive features affect consumer behavior. Specifically,
within the distinct case of the Chinese market, there remains a void within existing
literature on how live stream interactivity impacts consumer attitudes and perceived value,
as well as how these help to inform purchase intentions. This paper has the following
objectives:

RO1: To explore the impact of live stream interactivity on the audience's intention
to purchase organic vegetables.

RO2: To explore the impact of live stream interactivity on the audience's attitude
toward purchasing organic vegetables.

RO3: To explore the impact of live stream interactivity on the perceived value of
organic vegetables.

RO4: To explore the impact of audience's attitude towards organic vegetables on
their purchase intention.

RO5: To explore the impact of audience's perceived value towards organic

vegetables on their purchase intention.

Literature review

1. Theoretical Foundation: SOR and TAM

The Stimulus-Organism-Response (SOR) model serves as a foundational framework
for analyzing how individuals react to external influences (Gao & Bai, 2014). Developed as
an extension of the traditional Stimulus-Response (SR) theory, this model integrates the
internal cognitive and emotional processes of an organism (O) between a given stimulus
(S) and the subsequent response (R), providing a more nuanced perspective on behavioral
outcomes (Laato et al,, 2020). The SOR model has evolved from a simple stimulus-
response framework into a cognitively and emotionally enriched paradigm (Jacoby, 2002).

There are studies about how live streaming can influence one's intention to
purchase (Ming et al., 2021). Researchers studied the stimulus through SOR models to learn

about the internal psychological states created, along with the outcomes based on their
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findings in purchasing behavior. Studies show that the credibility of a streamer boosts trust
in consumers, thereby elevating their intention to buy (Lv et al.,, 2022). Moreover, it has
been proven that engaging streamers who are entertaining also invoke a positive effect in
generating enjoyment, which then drives the consumer to be more inclined towards
making a purchase (Li et al., 2024). Certain constructs of digital platforms are another key
area that has been reviewed very extensively: those focused on user engagement and
interactivity enhancement (Kang et al., 2021).

Internet celebrity promotion also has a significant role to play in live streaming
retailing. High-quality information and fun content increase emotional engagement (Xu et
al,, 2020). Influencer-provided high-quality information is assumed to build a utility
perception, motivating the audience to take up the influencer's advice (Zhang & Choi,
2022). Community formation and personal communication build emotional engagement
along with positive Word-of-Mouth (Lee et al,, 2021). Emotional engagement and
behavioral response could be built on a sense of intimacy by personal communication
occurring between viewers and influencers, with a positive influence (Yu, 2023).

The SOR model has also been used to test platform features and designs,
considering the extent to which these features define internal states and direct behavior.
Real-time features for engagement create social interaction and emotional engagement
(Kang et al,, 2021). Live chat features for social interaction increase perceived social
presence (organism) to build trust, making the purchase more likely (Anisah et al., 2023).

For this instance, live streaming interactivity becomes the stimulus (S) to determine
consumer attitudes and perceived value (O) that ultimately define purchase intention (R)
for the purchase of organic vegetables. In order to augment this stimulus-response
relationship, the approach to TAM proceeds to delve further into how technological
characteristics of interactivity determine behavioral intentions with the aid of system-based
assessment.

Technology Acceptance Model (TAM), originally proposed by Davis (1989), has
served as a starting point for technology adoption research, with the primary determinants
being perceived usefulness (PU) and perceived ease of use (PEOU). Traditionally, these
constructs moderate the associations between external variables and behavioral
intentions. However, it has been demonstrated lately that certain technological features,

particularly interactivity, may affect purchase intentions directly, without these moderators
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(Summerlin & Powell, 2022). The phenomenon is observed mostly for information-
overloaded digital environments, where users seek heuristic short-cuts (example,
interactive elements) to preserve cognitive resources. For example, AR try-on functionality
allows users to experience products sensorially, without intentional evaluations of PU
(Flavian et al., 2019).

TAM2 proposed as an extension to the groundbreaking foundational TAM, takes
into account further external variables such as social influence (example, subjective
norms) and cognitive instrumental processes (example, job relevance) to accurately
predict technology acceptance by users (Venkatesh & Bala, 2008; Williams et.al., 2015).
Such extensions take account of the potential for the behavioral intention to be both
indirectly determined by PU and PEOU, but to be additionally influenced by external
conditions directly.

Empirical findings from previous e-commerce research back this broad perspective.
For example, perceived interactivity within live-stream commerce has been shown to
substantially increase purchasing intentions even while controlling for utilitarian and
hedonic gratifications (Joo & Yang, 2023). Upon the basis of this theoretical progression,
the current study considers the live stream interactivity as an external variable under the
TAM approach. Compared to conventional e-commerce contexts, live-stream settings
possess real-time, immersive, and socially dense interactions often evoking emotion-driven
purchasing decisions. This may lead to a lowering of consumers' cognitive load as well as
reduced reliance on rational assessments about usefulness and ease of use. Recent
findings state that real-time interactivity during the live-streaming environment can directly
affect purchase decisions through user engagement and decision immediacy, skipping
traditional cognitive evaluation altogether (Indriastuti et al., 2024). Hence, the findings
suggest that interactivity during live streaming does affect the behavioral intention, thereby
establishing itself as a crucial external factor for technology adoption.

This paper builds a dual-theoretical framing through a combination of the SOR and
TAM models where by way of SOR, live stream interactivity could be understood as an
external stimulus giving rise to emotional and cognitive states that should lead to
behavioral outcomes. In contrast, TAM treats interactivity as a system feature under which
behavioral intention will be influenced directly in highly fast-moving, immersive digital

spaces. The dual combination of these frameworks guarantees a more holistic
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understanding of how both psychological and technological aspects coordinate together
to shape consumer choices within live-streaming commerce.

2. Live Stream Interactivity

Live stream interactivity is the live, real-time communication between the streamer
and the viewers, characteristically realized through comments, reactions, and customized
reply-throughs. Increasingly, it is described as a multi-faceted and complex phenomenon,
impacting users' engagement with, but also through, media (Kiousis, 2002), commonly
involving real-time feedback, audience engagement, customization of content, and
community formation. In live broadcast settings, real-time feedback is critical, allowing for
immediate communication impacting viewer engagement and action (Giertz et al., 2022).
Audience engagement is the depth, richness, or extent of relationships between content
providers and users, involving aspects of interest, curiosity, attention, optimism, and
passion (Broersma, 2019). Engagement behavior takes on diverse forms within live
broadcast rooms, where customer interactions are embedded within the service system,
leading to further participation and engagement (Zheng et al, 2022). Content
customization has developed to extend beyond mere personalization: the latest live
broadcast systems widely incorporate Al-based adaptive content systems, adapting
product features, camera angles, action, and recommendations to viewer behavior in near-
real time (Indriastuti et al., 2024). These further enhance the user experience and
engagement by accommodating individual preference. Community formation similarly no
longer solely relies on mere follower numbers; the latest literature emphasizes how dual
identification with both the streamer, as well as the audience group, strengthens viewer
identification with, and engagement with, the broadcast community (Hu et al., 2017). Each
of the four dimensions is, together, the interactive features behind live broadcast settings,
converting passive content viewing to an active, participative experience.

3. Attitude Toward Organic Vegetables

Attitude, within the field of consumer psychology, is defined as the evaluation
tendency of an individual resulting from latent beliefs, emotions, and intentions (Ajzen et
al,, 2018). For consumer behavior, it is the general belief an individual holds towards
a product or behavior, and it is fundamentally central to forming decision-making

processes as well as consumption patterns (Zaremohzzabieh et al., 2021).
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For the case of organic food, attitudes among consumers prove to be complex,
usually being suided by perceptions of safety, concerns for health, environmental
accountability, and encouragement for local producers (Ueasangkomsate & Santiteerakul,
2016; Tandon et al., 2020).

Among the many things that drive consumers into a positive attitude toward organic
vegetables is safety concern. This is because organic products are perceived to contain
lesser amounts of pesticide residues and harmful additives compared to conventionally
grown ones (Crinnion, 2010; Wee et al,, 2014). Health consciousness also contributes
significantly; for most of the consumers, organic vegetables also mean better nutrition and
wellness (Vindigni et al., 2002; Tandon et al, 2020).

Environmental responsibility is thus impacting consumers far more than a mere
concern for their own health. Consumers are increasingly appreciating organic farming
methods because of their sustainability and lesser impact on the environment. It has been
found that such concern for the environment significantly encourages favorable consumer
attitudes. Furthermore, giving preference to local producers reflects a desire to help
regional economies and foster trust through short supply chains and community-based
production (Ueasangkomsate & Santiteerakul, 2016).

Despite cost and availability barriers, rising awareness of the health and
environmental benefits of organic food strengthens consumer attitudes and fuels market
demand (Kottala & Singh, 2015). Together, these findings emphasize that attitudes toward
organic vegetables are complex, shaped by both individual values and broader social and
environmental concerns.

4. Perceived Value

Perceived value is loosely defined for consumers as the evaluation of the overall
gain obtained from the good compared to the costs paid for obtaining the good (Sweeney
& Soutar, 2001). The evaluation is fundamentally subjective, based on the expectation,
experience, and circumstances of the consumer (Servera-Francés & Piqueras-Tomas, 2019).
For online settings like live-streaming retail, perceived value becomes particularly
prominent, for the interaction happens in near-real time, the product is demonstrated
visually, and interpersonal communication enables the direct evaluation of the good for

the consumer (Pham et al., 2023).
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The concept of perceived value is multidimensional, encompassing emotional,
social, and economic aspects, each of which contributes uniquely to consumer decision-
making (Sharma & Klein, 2020). Emotional value refers to the positive feelings and
psychological satisfaction evoked by the shopping experience or product itself, such as
joy, excitement, and enjoyment (Lo et al., 2022). Social value reflects the extent to which
a purchase enhances one’s social self-concept, reinforces personal identity, and signals
alignment with community or societal values (Rohman et al., 2023). Economic value, in
contrast, captures perceptions of price fairness, cost-benefit balance, and long-term utility
(Sweeney & Soutar, 2001; Papista & Krystallis, 2013).

With regard to purchasing organic vegetables via live-streaming, these three
dimensions prove particularly crucial. Live streams typically appeal to emotional value by
developing immersive, participative settings, to social value by highlighting ethical behavior
and community engagement, and to economic value by providing competitive prices and
simultaneous descriptions of the benefits of the product (Del Soldato & Massari, 2024).
Research also points to the fact that perceived value for live-streaming business is not
fixed but fluid, being formed by direct communication, the requirement of the culture, as
well as the clarity with which information is communicated (Wee et al,, 2014; Servera-
Francés & Piqueras-Tomas, 2019).

According to these results, this paper considers emotional value, social value, and
economic value as key dimensions of perceived value to explore how they influence the
purchase intention of organic vegetables during live-streaming conditions. Such
dimensions, collectively, provide an all-round view to explore consumer benefit
perceptions along with value-based purchasing behavior within electronic marketplaces.

5. Purchase Intention

Purchase intention is the final variable for this examination, suggesting the intentions
of the consumers to buy organic vegetables via live streaming media. It is essentially
shaped by internal beliefs of cognition and affect, for example, consumer attitude and
perceived value, evoked by environmental stimuli like live stream interactivity (Nguyen et
al., 2021).

Existing research has repeatedly emphasized attitude as the primary factor in
forming purchase intentions for organic food. Consumers are likely to buy organic

vegetables that are considered healthy, safe, and environmentally sustainable (Mohd et
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al., 2022). Positive evaluations usually result from increased awareness of food safety and
environmental concerns. Norms and social influences further promote the intention of
buying organic products as individual behavior is aligned with perceived community
expectations (Han & Stoel, 2016).

Perceived value, including emotional satisfaction, social identity, and economic
benefits, also has a significant influence on purchase intention. In live streams, interactive
features value consumer perceptions through real-time engagement, trust, and
transparency (Pham et al,, 2023). The resulting experiences make consumers more
confident about their purchase choices and tend to make them more likely to purchase
something.

Furthermore, Live stream interactivity influences the purchase intention because it
reduces uncertainty and allows for a more immersive shopping experience. Consumers in
interactive environments tend to respond more positively to vivid product displays and
streamer communication (Curvelo et al., 2019).

Overall, purchase intention for live streaming commerce of organic vegetables is
significantly shaped by both attitude and perceived value, with live stream interactivity
having an essential direct and indirect influence. Determining purchase intention
determinants allows for more specific intervention for sustainable food promotion.

6. Summary of Literature Review

This literature review has synthesized the theoretical foundations and empirical
findings relevant to the current study. The SOR model explains how environmental stimuli,
such as live stream interactivity, affect internal evaluations (attitude and perceived value),
which subsequently drive behavioral outcomes (purchase intention). The TAM model
complements this perspective by supporting the notion that interactivity-as an external
technological feature-can directly influence behavioral intentions, bypassing traditional
mediators like perceived usefulness.

Based on this dual-theoretical lens, four key constructs-live stream interactivity,
consumer attitude toward organic vegetables, perceived value, and purchase intention-
have been identified and thoroughly reviewed. The literature confirms that interactivity
enhances both cognitive (example, perceived value) and affective (example, attitude)
responses through real-time engagement and social connection. These internal organismic

states are strong predictors of consumers’ intention to purchase organic vegetables in
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interactive e-commerce environments. This integrated framework provides theoretical
justification for the proposed conceptual model and guides the development of
hypotheses in the next section. This integrated approach also addresses a current gap in
the literature regarding consumer decision-making in live-streamed organic food
marketing.”

7. Research Conceptual Framework

STIMULI ORGANISM RESPONSE

Attitude of Purchasing
Organic Vegetables
Live Stream Organic Vegetables
Interactivity 1 > Purchase Intention

Perceived Value

4

Figure 1 Conceptual Framework

Hypothesis Development

Research on live streaming commerce suggests that interactivity plays a crucial role
in shaping purchase intentions. Research has found that instant interactive responses
within live streams encourage impulse buying, positioning interactivity as a key driver of
increased purchase intentions (Yawised & Apasrawirote, 2022). In the context of live
streaming commerce, interactivity enables consumers to ask questions, receive immediate
feedback, and observe product demonstrations, thereby reducing perceived risks and
uncertainties (Lu & Chen, 2021).

According to the SOR model, environmental stimulus such as real-time interaction
can stimulate internal states that translate into behavioral responses. Past studies
employing the SOR framework in a live commerce setting have indicated that interactivity
is a crucial stimulus in steering consumers toward favorable behavioral intentions (Kang et
al., 2021; Ming et al., 2021).

Also, in Technology Acceptance Model (TAM) studies, interactivity is considered an
external variable that can directly affect behavioral intentions without the mediation of

established variables like perceived usefulness (Pavlou & Fygenson, 2006; Ha & Stoel,
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2009). High interactivity is therefore instrumental in helping shape consumer decision-
making in a shorter time frame through reduced cognitive load and enhanced feelings of
social presence. Further, the findings show that interactive features such as Q&A and
comment sections have a considerable impact on viewers' affective engagement by
establishing stronger purchase intentions (Xu et al,, 2020). Likewise, there are studies
proving that the nature of real-time response in live streaming facilitates impulse buying
behavior, establishing interactivity as an element effectively persuading consumers to
make immediate decisions (Yawised & Apasrawirote, 2022).

Therefore, this study proposes the following hypothesis:

H1: Live stream interactivity positively influences the intention to purchase organic

vegetables.

Consumer attitude is considered an important predictor of behavioral intention and
also plays an important part in marketing and consumer psychology. It can be defined as
a general evaluation made by an individual toward a product or a behavior. The interactive
features in live streams have been found to make the online shopping experience even
more engaging and responsive to the consumers, which in turn enhances their attitudes
toward purchase (Clement et al., 2020). Interactivity within live streaming not only allows
for information exchange but also for an enhanced, more immersive environment,
increasing perceived credibility and trustworthiness of the seller as well as the product
(Clement et al,, 2021). Interactivity enables the asking of questions with immediate
feedback, building trust, as well as lowering uncertainty towards product quality, thus
directly reinforcing positive attitudes (Chen & Lin, 2018). Such real-time communication
decreases uncertainty and enables the development of favorable evaluations.

Additionally, from the SOR perspective, stimuli such as interactivity affect the state
of the consumer on both cognitive and affective levels, on the basis of which attitude
construction takes place (Laato et al., 2020). For live streaming, interactivity serves as a
stimulus to create excitement, entertainment, and emotional attachment, all of which
translate into a better attitude (Gao & Bai, 2014; Kang et al., 2021).

Empirical evidence also supports this theoretical argument. Specifically, research
founded that the features of interactivity enhance the level of customers' engagement,

with an effect on attitudes (Xu et al., 2020; Yawised & Apasrawirote, 2022). From this, it is
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reasonable to assume high interactivity rates on live streams will positively affect
consumer attitudes towards purchasing organic vegetables.

Therefore, this study proposes the following hypothesis:

H2: Live stream interactivity positively impacts attitude toward purchasing organic

vegetables.

Perceived value, a construct that can be defined as a consumer’s overall judgment
of product utility as a function of what one gets relative to what one gives, is the center
of purchase behavior forecasting. For e-commerce and live streaming platforms,
interactivity has been shown to aid consumers’ value perception through emotional
attachment, social binding, and information richness (Sweeney & Soutar, 2001; Xu et al,,
2020).

Interactivity gives a maximum perceived emotional value via enjoyable and
immersive experiences. For example, characteristics like evident presentation, accurate
answers, aesthetics, and live response can increase viewers' satisfaction and cognitive
absorption, and hence provide emotional value (Ng et al., 2023). Live chat, emoji reaction,
and live Q&A create a live environment where the consumers get engaged, and hence
emotionally and psychologically attached to the product (Anisah et al., 2023).

From a social value standpoint, live streaming facilitates parasocial relationships
and community formation, which allow consumers to feel associated with influencers or
fellow viewers, and therefore create feelings of belonging and perceived social value (Lee
& Watkins, 2016). When consumers believe themselves to be members of a like-minded
community or fan base, the social payoff from being recognized and included becomes a
component of the social value extracted from the experience.

Interactivity also enhances economic value by improving information clarity and
reducing perceived risk. For instance, when streamers address viewer questions directly or
provide close-up product views, consumers gain confidence in product quality and
functionality (Liu et al., 2021). This transparency reduces uncertainty, which strengthens
the perception that the product is worth its price.

Therefore, this study proposes the following hypothesis:

H3: Live stream interactivity positively impacts perceived value toward purchasing

organic vegetables.
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Attitude has always shown significant influence on purchase decision for
consumers, especially when health, environmental, and ethical factors are concerned,
example, organic food purchase behavior (Smith & Paladino, 2010; Paul & Rana, 2012).

In the organic food sector, favorable attitudes are commonly established through
health, environmental, and safety beliefs (Hughner et al., 2007; Aertsens et al., 2009).
Empirical work has also validated that consumers' attitudes towards organic products
become increasingly positive, and consequently, purchase intentions become greater. To
give an example, a study has shown how a positive attitude can greatly enhance
consumers' willingness to pay more for organic vegetables (Teng & Lu, 2016).

Attitude becomes even more pertinent in the specific context of the live streaming
commerce because of the affective and experiential nature of the medium. Here, live
streaming operates in real time with some interaction in the form of actual product
showing, impacting the evaluation and trust of the audiences (Xu et al., 2020). Positive
emotions, social presence, and interactive engagements during the live streaming sessions
would indeed strengthen positive attitudes and subsequently increase the purchasing
intentions (Chen & Lin, 2018). In addition, the immersion felt by consumers in live
commerce builds trust and emotional engagement, two vital attitudinal factors in online
settings. Thus, consumers who develop favorable attitudes from viewing an online live
stream are more inclined to act upon those feelings with actual purchase intention.

Therefore, this study proposes the following hypothesis:

H4: Attitude toward purchasing organic vegetables positively impacts purchase

intention in the context of live streaming commerce.

The influence of consumer-perceived value on purchase intention is well
documented across several studies. In all such cases, perceived value has been
established as a significant determinant in consumers' decision-making processes. It
incorporates not only economic aspects but also other benefits like emotional and social
ones (Sweeney & Soutar, 2001). Thus, consumers perceiving more emotional, social, or
economic value in organic vegetables tend to purchase more organic vegetables
(Thagersen, 2011).

Emotional value, such as feeling ¢ood about eating healthily or contributing to

sustainability, enhances the affective motivation to purchase (Sweeney & Soutar, 2001).
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Social value, through factors like recognition received from others, and economic value,
such as good-quality relative to price, are also thought to be major determinants in the
decision-making process (Hughner et al., 2007). The economic value gives the consumers
the consciousness of quality concerning prices; it increases purchase intention when
consumers think that organic vegetables give health benefits in the long run and good
nutritional value (Chen, 2007; Rana & Paul, 2017).

These perceived benefits are accentuated by the processes of interaction,
immersion into content, and enabling consumers in the live-streaming environment. When
interactive experiences meet or exceed expectations, consumers tend to finalize
purchases (Liu et al., 2022).

Therefore, this study proposes the following hypothesis:

H5: Perceived value toward purchasing organic vegetables positively impacts

purchase intention in the context of live streaming commerce.

Methodology

The current study is based on a descriptive research cross-sectional design using
an online survey to collect data from consumers. The reason for choosing the quantitative
approach is to allow a large sample size and thus enhance external validity of results and
a more precise representation of specific consumer behaviors, attitudes, and opinions
(Cooper & Schindler, 2014). Structural Equation Modeling (SEM) adopted as the primary
analytical technique for exploring relationships among variables and testing mediation
effects in the proposed research framework and AMOS 24 with maximum likelihood
estimation were applied in this (Hair et al., 2019).

Data was collected from residents in Guangxi, China, who have previously
purchased organic vegetables through live streaming platforms. The collection of data
started in May 2024, and the total duration was two months. Convenience sampling was
used since there is no official database providing information about this specific population
and for the practical limitation to reach a broader audience (Golzar et al., 2022). This non-
probability sampling technique facilitated the effective collection of data from consumers
engaged in live streaming commerce. The sample size was based on the conventional
requirement of using a minimum of 10 observations per estimated parameter in SEM,

according to which this study estimated 35 parameters, which makes a minimum of 350
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responses requirement for the investigation (Hair et al., 2019). Following data screening
and cleaning, 405 valid responses were retained for further analysis. This sample size thus
exceeds the recommended threshold and is adequate for testing the model with sufficient
statistical power.

To measure key variables, this study adapted well-established scales to the live
streaming context. Live stream interactivity is treated as a multidimensional construct
consisting of real-time feedback, audience engagement, content customization, and
community-building. Measurement items of these dimensions were adapted from previous
studies (Liu et al., 2021; Li et al., 2022; Ma, 2023). Items for attitude and purchase intention
were adopted from the existing scales, while perceived value was measured using a scale
customized for the context of this study (Ueasangkomsate & Santiteerakul, 2016; Rohman
et al,, 2023). All constructs were measured using five-point Likert scales ranging from 1
(strongly disagree) to 5 (strongly agree).

This study employed the Item Objective Congruence index to ensure content
validity for 20 items which is a standard method in validating multidimensional
measurement instruments (Turner & Carlson, 2003). The questionnaire items were
evaluated by a panel of experts in consumer behavior and digital marketing using a rating
scale of -1 (not aligned) to +1 (perfectly aligned) with research objectives. The average I0C
score was 0.94 (high content validity). Minor modifications based on experts' advice were
done for clarity.

Reliability was tested by conducting a pilot study among 30 respondents. Internal
consistency was quantified with Cronbach's alpha in conjunction with the implications for
statistical power (Heo et al., 2015). The overall value of Cronbach's Alpha was 0.943 that

ensures excellent reliability.

Results and Discussion

Table 1 Descriptive Statistics

Std. Deviation Skewness Kurtosis
Variables Mean Statistic
Statistic Statistic Statistic
RTF 3.182 1.016 -0.195 -0.941
AE 3.201 0.971 -0.156 -0.933
CcC 3.250 1.018 -0.153 -1.09
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Table 1 Descriptive Statistics (continued)

Std. Deviation Skewness Kurtosis
Variables Mean Statistic
Statistic Statistic Statistic
CB 3.246 0.986 -0.094 -0.995
SAF 3.625 1.138 -0.464 -0.997
HLTH 3.623 1.110 -0.411 -1.05
ENV 3.659 1.084 -0.433 -1.175
LO 3.623 1.063 -0.37 -1.138
EV 3.389 1.216 -0.301 -1.185
EMV 3.362 1.082 -0.165 -1.196
SV 3.319 1.166 -0.238 -1.138
PI 3.139 1.133 -0.067 -1.081

Descriptive statistics were computed in order to provide key characteristic

summaries of each construct in the research model. The results indicated that the

variables had mean values ranging from 3.139 to 3.659, with standard deviations falling in

the range of 0.971 to 1.166. The skewness values were in the range of -0.464 to -0.067,

while the kurtosis was between -1.196 and -0.933, indicating a slight non-normality in data

but still within the range of acceptance for SEM application (Hair et al., 2019).

Table 2 Reliability Analysis Results

Latent Variables Dimensions Cronbach's N of ltems
Alpha
Live Streaming Interactivity Real-time Feedback 0.834 3
Audience Engagement 0.775 3
Content Customization 0.806 3
Community Building 0.786 3
Attitude Towards Organic Safety 0.856 3
Vegetables Health 0.779 3
Environment 0.835 4
Local Origin 0.821 4
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Table 2 Reliability Analysis Results (continued)

Latent Variables Dimensions Cronbach's N of Iltems
Alpha
Perceived Value Economic Value 0.872 3
Emotional Value 0.843 4
Social Values 0.814 3
Organic Vegetables Purchase  Purchase Intention 0.882 3
Intention

The Cronbach's Alpha coefficients for all variables ranged from 0.775 to 0.882,
exceeding the suggested cut-off point of 0.7 (Hair et al., 2019). All constructs refer to the
four dimensions of live stream interactivity (real-time feedback, audience engagement,
content customization and community building). It also includes the four dimensions of
attitude towards organic vegetables (safety, health, environment, and local origin), three
dimensions of perceived value-economical value, emotional value, and social value-, and
purchase intention. Thus, all of these constructs warrant a satisfactory internal consistency
in measurement. Hence, the measurement model is reliable and valid for the use of these

constructs for further data analysis.

Table 3 Model Fit Indices

Indicator Value Criteria Results

CMIN/DF 1.762 <3 Acceptable
RMSEA 0.043 < 0.06 Acceptable
GFI 0.960 > 009 Acceptable
CFl 0.989 > 009 Acceptable

The model fit indices demonstrate a good model fit. CMIN/DF is 1.762 (<3), RMSEA
is 0.043 (<0.06), GFl is 0.960 (>0.9), and CFl is 0.989 (>0.9), all indicating acceptable model
fit.
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Table 4 Measurement Model for Each Latent Construct: Standardized Loadings, AVE,
and CR

Path Relationships Estimate AVE CR
RTF <-—-- Interactivity 0.922 0.796 0.940
AE < Interactivity 0.869

CcC <--- Interactivity 0.881

CB < Interactivity 0.895

SAF <—-- Attitude 0.929 0.829 0.951
HLTH <--- Attitude 0.892

ENV <--- Attitude 0.896

LO <--- Attitude 0.924

EV <--- Perceived Value 0.952 0.842 0.941
EMV <--- Perceived Value 0.922

SV <--- Perceived Value 0.878

PI1 <--- Purchase Intention 0.952 0.713 0.881
PI2 <--- Purchase Intention 0.785

PI3 <--- Purchase Intention 0.786

Convergent validity was assessed using Average Variance Extracted (AVE) and
Composite Reliability (CR). In Table 4, for each latent construct, the measurement model
with standardized factor loadings, AVE, and CR values is presented. The AVE value for each
construct exceeded the minimum threshold of 0.5, indicating that the latent variables
could explain more than 50% of the variance in their observed indicators, cited from Hair
et al. (2019). In addition, all CR values exceeded 0.7, indicating strong internal consistency
of the constructs cited in Hair et al. (2019). This means there is good convergent validity

and reliability for the measurement model.
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Table 5 Discriminant Validity Analysis Results

Perceived Purchase
Variables AVE Interactivity Attitude
Value Intention
Interactivity  0.796 0.892
Perceived
0.842 0.334 0.918
Value
Attitude 0.829 0.275 0.092 0.910
Purchase
0.713 0.440 0.363 0.286 0.845
Intention

Discriminant validity was examined using the Fornell-Larcker criterion, which holds
that the square root of the average variance extracted (AVE) for a particular construct must
be greater than its correlations with other constructs (Hair et al., 2019 ). Results affirming
these results can be found in Table 5, which shows the greater square root of the AVE
when compared to correlation coefficients. Hence, satisfactory discriminant validity is

confirmed.

Table 6 SEM Results

Path Relationships Estimate S.E. CR. P

Attitude <---  Interactivity 0.275 0.061 5.359 ex
Perceived Value <-—- Interactivity 0.334 0.066 6.582 ex
Purchase Intention <---  Attitude 0.179 0.055 3.715 oxx

Purchase Intention <--—-  Perceived Value 0.244 0.051 4.938 Fxx
Purchase Intention <--—-  Interactivity 0.31 0.071 5.968 ex

Note: **p < 0.001

The findings of the structural equation modeling analysis based on structural path

analysis as well as AMOS 24 are reported in Table 6. The standardized path coefficients
indicate that interactivity has a significant positive effect on attitude (B = 0.275, p < 0.001),
perceived value (B = 0.334, p < 0.001), and purchase intention (B = 0.310, p < 0.001).
Furthermore, attitude (B = 0.179, p < 0.001) and perceived value (B = 0.244, p < 0.001)
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both significantly and positively predict purchase intention. All hypothesized relationships

are supported.
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Figure 2 Structural Equation Modeling Results (Standardized Estimates)

These outcomes show that live streaming's interactivity impacts the purchasing
intention and significantly leads the attitude and perceived value. The findings affirm the
earlier research about interactivity as a key driver accountable for consumer behavior
online (Yawised & Apasrawirote, 2022). The first hypothesis stipulating that interactivity has
a positive relationship with attitude attests to previous assertions suggesting that
consumers in high-interactivity environments often ignore categorical evaluations, such as
the perceived usefulness (PU) of and the perceived ease of use (PEOU) in favor of heuristic
cues such as real-time feedback, emotional resonance, and sensory experience (Pavlou &
Fygenson, 2006; Kim & Forsythe, 2008; Flavian et al., 2019).

In this regard, the results sustain the tenets of the SOR model, showing that
interactivity acts as an environmental stimulus that subsequently influences internal
consumer states such as attitude and perceived value, which in turn are linked to purchase

intention. The positive links found between attitude and purchase intention (H2), and
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perceived value and purchase intention (H3), illustrate the significant impact of attitude
and perceived value on consumer behavior. Furthermore, the direct impact of interactivity
on purchase intention (H5) suggests that highly interactive live streaming environments
may enhance purchase decisions through mechanisms like social validation and trust-
building (Ha & Stoel, 2009; Yu, 2023).

Taking everything together, the findings provide empirical support to all proposed
hypotheses and confirm the dual and multidimensional nature of the live-stream
interactive stimuli affecting consumers' attitudes, perceived values, and purchase

intentions.

Conclusion

This research's purpose was to select and investigate the different ways in which
live stream interactivity influences consumers' purchasing intentions on organic vegetables
within the context of live commerce. Using a quantitative, cross-sectional design, survey
data were collected from 405 respondents in Guangxi, China, who had previously
purchased organic vegetables via live streaming platforms. Structural Equation Modeling
(SEM) was adopted as the primary analytical technique to examine the relationships
among variables and test the proposed research framework, using AMOS 24.

The results demonstrate that live stream interactivity significantly and positively
influences consumers’ attitudes, perceived value, and ultimately their purchase intentions.
These findings support and extend the SOR (Stimulus-Organism-Response) model,
confirming the role of interactivity as a critical environmental stimulus that shapes internal
psychological states and behavioral outcomes. Furthermore, the positive effect of
interactivity on attitude also aligns with the TAM (Technology Acceptance Model),
suggesting that under high interactivity conditions, consumers may rely more on affective
and heuristic cues than on purely rational evaluations.

This study highlights the crucial role of live stream interactivity in influencing
consumers’ attitudes, perceived value, and purchase intentions toward organic vegetables.
Some actionable recommendations based on the findings are mentioned below:

1. Upgrade interactivity in real-time: Businesses should enhance the live stream
functionality with real-time feedback and audience engagement in order to create

immersive and trust-based experiences that will drive purchase intentions.
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2. Reinforce emotional and value target: Health benefits, sustainability, and food
safety messaging will positively impact consumer attitudes and perceived value. Streamers
should find ways to emphasize these topics strategically during their streaming shows.

3. Customize content and grow the community: Tailoring content of live streaming
to different audience segments and building online communities will create perceptions
of interactivity and enhance long-term engagement of consumers.

4. Offer transparency to strengthen trust: As interactivity enhances perceived value,
brands should use live-streaming as a platform to show origin tracing, quality certification,
and behind-the-scenes footage from farming.

The marketing strategies discussed can very effectively mobilize live streaming
toward the cause of sustainable consumption and improvement of the sales of organic
vegetables. In a nutshell, this study enhances the theoretical understanding of live stream
interactivity in the consumption of organic products and, quite importantly, provides
meaningful implications for enhancing consumer engagement and the sustainable practice

of agriculture through digital innovation.

Limitation

Firstly, a cross-sectional design does not allow for causality to be inferred, since
this design seems to mainly identify relationships between variables at one given time.
This is relevant in the case of live stream commerce, wherein user interactions and
consumer attitudes can shift due to the changing nature of platform features or through
other reasons such as marketing campaigns and external events. Dependency on static
data may fall short in capturing these temporal dynamics.

Secondly, the method of sampling used in this study can effectively invite the
sample bias. The reliance on participants from Guangxi-an area with distinct socio-cultural
and agricultural contexts-may affect the uniformity of results, especially considering that
organic food awareness and live-streaming adoption rates can vary greatly across regions
in China. This concentration may restrict the diversity of consumer attitudes captured in
the analysis.

Thirdly, the product category chosen, organic vegetables, is closely tied to
consumers’ values regarding health, environmental sustainability, and food safety, making

it a relatively high-involvement and utilitarian purchase. This may lead to stronger attitudes
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or perceived value effects compared to products that are more impulse-driven or
entertainment-oriented. As a result, the findings may not generalize well to other product

types where consumer motivations differ significantly.

Suggestion

Future research can enhance the generalizability of findings by expanding the
sample beyond Guangxi and including participants from diverse regions with varying levels
of exposure to live commerce and organic food consumption. Broader geographic and
demographic coverage would allow for comparative analysis across different consumer
groups and cultural settings.

In addition, incorporating multiple data sources-such as combining self-reported
questionnaire responses with behavioral data like platform transaction records-can
improve the robustness and ecological validity of the findings. This approach would enable
researchers to validate stated intentions with actual purchase behavior.

Future studies may also adopt a longitudinal research design to capture the
evolving impact of interactivity over time, especially in rapidly changing digital commerce
environments. Tracking consumer behavior over multiple time points would provide
insights into causality and the stability of observed effects.

Moreover, future research should examine whether the effects identified in this
study hold true across different product categories. For instance, the role of interactivity
in promoting hedonic products (example, fashion, cosmetics) versus utilitarian ones
(example, household goods, packaged food) may differ significantly. Investigating product
type as a moderating variable would help refine theoretical models and inform more
targeted marketing strategies.

Lastly, future researchers may consider exploring additional mediating or moderating
variables-such as trust in the streamer, entertainment value, or social presence-to better
understand the mechanisms through which interactivity shapes consumer attitudes and

behaviors in live streaming contexts.
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