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Abstract

With the deep integration of recommendation algorithms, short video platforms, and
live-streaming transactions, the sequence of consumer decisions is shifting from "need
identification - information search - rational comparison - purchase" to "algorithm distribution -
contextual involvement - relationship formation - instant conversion." This study, based on the
S-O-R (stimulus-organism-response) theoretical framework, focuses on the instant purchase
intention formation mechanism of Generation Z in Thailand within the TikTok live-streaming
context. It aims to examine how algorithm recommendation accuracy, interface nourishment,
source attractiveness, and source credibility jointly shape instant purchase intention through
quasi-social interaction and flow experience, and to investigate the moderating role of Thai

cultural scripts Sanuk and Kreng Jai.

This study employs a quantitative research design combining questionnaire surveys and
PLS-SEM, targeting users residing in Thailand, aged within Generation Z, who have accessed
TikTok live-streaming shopping content within the past three months. A total of 400 valid
samples were obtained. The results show that: First, the effect of interface nourishment on flow
experience (B=0.46, p<0.001) is stronger than that of algorithm recommendation accuracy
(B=0.25, p<0.001), indicating that the interface interaction and rhythm organization within the

live stream directly determine the intensity of immersion more than the matching feeling before
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entering; Second, the effect of source credibility on quasi-social interaction (B:O.dl, p<0.001) is
stronger than that of source attractiveness (B:O.29, p<0.001), indicating that in the live-streaming
sales scenario, relationships are not simply established by liking and pleasure, but are further
solidified by a sense of dependence and trustworthiness; Third, the effect of flow experience on
immediate purchase intention (B:O.40, p<0.001) is slightly stronger than that of quasi-social
interaction (B:O.31, p<0.001), indicating that immediate purchase intention in the live-streaming
context is not only a response to the streamer, but also a decision made in the moment after

being involved in the scenario; Fourth, Sanuk significantly and positively moderates the

relationship between flow experience and immediate purchase intention (B:O.ll, p<0.001). The

moderating effect of Kreng Jai on the relationship between quasi-social interaction and

immediate purchase intention was not significant (B=0.05, p=0.281).

The theoretical contributions of this study are: elevating algorithm recommendation from
a technical background to a stimulus-side variable, thus advancing the adaptation of S-O-R to
recommendation-based social commerce scenarios; constructing a dual-organism mechanism
using quasi-social interaction and flow experience to reveal the parallel effects of relationship
paths and experience paths on immediate purchase intention; and simultaneously incorporating
source attractiveness, source credibility, and Thai cultural scripts into the model, clarifying the
hierarchical theoretical position of the streamer variable and cultural boundaries. Practical
implications include: platforms should collaboratively design recommendation entry
mechanisms and interface support; streamers should prioritize building credibility rather than
simply pursuing attractiveness; and cross-border operations should focus on localized

expressions centered around the fun, ease, and engagement represented by Sanuk.

Keywords: TikTok live shopping; Thai Generation Z; S-O-R framework; quasi-social interaction;

flow experience; Sanuk; Kreng Jai
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BREEH . MBI X EE, ERh o TERE, BREEY b IEAEE—N 7 Re R AR 08 [R5 T8
ZE R HES T BB, AR, AN ERNECE AR R AR A [FLOBEE ORI R B0 1 & I e 1)
ARG, U AR 1] G AR i o

6 Wit545R
6.1 FEHFTKIN

BRILE A, JR0E 7 AR TikTok 1AM RIS BEAR A AU WL AU R (i
A~ i T SRR CERBRE I/ At ek 25— W50, I 5% £ R U T
TR, RIE T 6 AL . SR AT (S R ML 2 S FE O SR TR TER B ), RIE B4 5
MU ELIE IR, AL HAMETEI E R, Xt AT B35 EA R R AR R, B
fi 5 Ml T B LA AL ST S

[RI, o JAL AR B8 oF BT D0 S 558 J A S i s i T A S50, I P FE R LA T 25 5 St IR I
BN, HEGRWE ARG HACIRI G, XWAFR T “Shoppertainment” 7EZ% H MK
AR T RIS FREEH, Sanuk @ Z G50 OFL K KIFEAL, 110 Kreng Jai R & ZFTEM,
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VLR IR T R SCAL REE AR E SR TH AL AR, T2k 2R [ AN BE L AR, AN 2 B sl AL il &
JE 77, 1S5 RABIRE SRy SO AT R TRy AR 2 AR .

6.2 HBTTER

A FC O FRE TR BRI LA R U 55—, KSR AR TS SR T o A i,
Heth S—0-R HHEFE RIS S B IE ML . 54 S-0-R FF R 2 5 TS0 JE s A M U ES, MET9
BRSO AT BRSO — R BB R PRI, SRk T B AR
FERNZSA BOIRAG R BRI B A EEA R, SCHL T ARSI Ber i o S, DAERSRE
SO @B, 55 5% R A% 5 R B A ATV T B I SE R R, 5 AR LA B LR
FMEIR . =, KORIERE! 1. KI5 5 28 FSCEA [ I gy N, B T A0 B 5 0k
BRI EIRAE, 2 E ER RSN R . 550U, J0E T PRISM B R AEZEME TikTok
EUIRIE B RS SCAE e, RS SRR AL T R S AL T ST BT HE

6.3 BEHER

WFEI S, HEFEREANLE] S A 2 N R et SRR o B B ST IEH P N B
VB, TS S BT P RS R . W IR S, AR S TR 5 B
VR 5] SR E L, (SRR B M A S A E S R, XTSI L BIBA T S, 48
EBE T A M AL A TR S5 28 Sanuk B MIHIE . BIAFIZ 5IKIEIT, HARETI Kreng Jai —
FE SR LA o LA R A 050 I e VLR BE PO 0 5 DI PRI o1 4 38 DA et AR B e A L 3
PR, DA AL 0 Sanuk IOERESCIGIEE, T RN S NTTR SO TRA . ST Ak AT
DUZE, (H 3 R HTE A ik B i R s I SR A7
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