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A Study on the Influence Mechanism of Algorithmic Personalisation and Brand
Endorsement on Purchase Intention in Live-stream E-commerce: A Dual-path Analysis

Based on the S-O-R Model
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Abstract

With the development of mobile internet and platform economy, live-streaming e-
commerce has gradually formed two dominant development models: an “algorithm-driven
model” centered on algorithmic recommendation and a “brand-driven model” centered on
brand reputation. However, existing studies mainly focus on single platforms or individual
influencing factors, lacking comparative analysis under a unified theoretical framework.

This paper takes Taobao Live and Douyin Live as research contexts and introduces the S-
O-R (Stimulus-Organism-Response) model to construct a dual-path conceptual framework of
“algorithm-driven vs. brand-driven” mechanisms. Algorithmic personalisation and brand

endorsement are regarded as external stimuli, while perceived value (hedonic value and
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utilitarian value) and trust (emotional trust and cognitive trust) are considered consumers’

psychological response variables, with purchase intention as the behavioural outcome variable.

This study mainly adopts literature analysis and theoretical deduction methods to
explore the potential influence paths of different driving mechanisms on consumers’ purchase
intention in live-streaming e-commerce. The paper proposes that algorithm-driven mechanisms
are more likely to influence purchase intention through hedonic value and emotional trust,
whereas brand-driven mechanisms are more likely to affect decision-making through utilitarian
value and cognitive trust.

This study is a conceptual framework study intended to provide a theoretical foundation
for future empirical research on consumer behaviour in live-streaming e-commerce and offer
references for differentiated platform operation strategies.

Keywords: Live-streaming e-commerce; Algorithmic recommendation; Brand endorsement; S-O-

R model; Conceptual framework
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