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Abstract 

Facebook is the most popular social media in Thailand. Because it is easy to use and useful,  technology is 

developed, and new features created. Nowadays, Facebook is using a new format known as broadcasting via Facebook 

live, which is a presentation of a video format that users can live-streaming. It also includes a live chat with the 

audience's message display at that time. This paper aims to apply stimulus-organism-response (S-O-R) paradigm to 

construct the model of purchase intention via Facebook live. The study explores how Facebook live activities as social 

media marketing, build purchase intention and how this relationship is mediated through customer trust. The empirical 

investigation involves a self-administered and a structured questionnaire, distributed through a convenience sample 

of 609 undergraduate students. Data analysis was conducted through AMOS for evaluating the measurement and 

structural model of the study. The credibility, entertainment and information of Facebook live-streaming determine 

what it offers to influence the trust of the customer that will influence their purchase intention. Empirical analyzes 

show that trust of young customer is significantly influenced by the credibility and information of Facebook live-
streaming, and purchase intention is directly significantly influenced by the entertainment and information of 

Facebook live-streaming. Furthermore, the findings show that the trust is full mediation between credibility of 

Facebook live-streaming and purchase intention, and it is a partial mediator between information of Facebook live-

streaming and purchase intention. 
Keywords: Facebook live-streaming, Trust, Credibility, Entertainment, Purchase Intention, Information, Mediator  

 

Introduction 

Nowadays, Facebook is a form of online social network that is very popular, that its users are of all ages and 

genders. Facebook is the most popular social media in Thailand. It has the 8th most active users in the world and 

Bangkok is the city with the most Facebook users in the world (We are social, 2017). In addition, the survey results 

of the Facebook website found that Facebook usage is more prevalent among teenagers than in other age groups 

(Facebook, 2021), which is the age range of undergraduate students. Facebook has a useful communication application 

that can be used as a forum for comments and suggestions (Charoensri, Sereetrakul, and Thongteeraparp, 2017). It 

can also be used as a tool for interaction between individuals and groups as like as customers and suppliers more easier 
and then, has changed the customer habits to buy on online environment (Kastanakis and Balabanis, 2014).  

Facebook live-streaming is an online marketing communication that has played a large role as a resource for 

consumer purchasing decisions. They play a role in the life of attitudes, ideas, values and valuation of products and 

services. Social media is an interactive network communication activity using Internet that can interact or exchange 

information with each other immediately (Interactive Marketing).  Hence, live-streaming (e.g., Facebook Live) is a 

great importance marketing today. Using Facebook live-Streaming directly and indirectly reaches consumers and 

target groups in order to create awareness, image, credibility, information, and entertainment as customers’ perceived 

values. Customers' perceived value of live-streaming; customer trust, and engagement, is found to have a direct and 

indirect effect via trust in sellers on customer engagement (Wongkitrungrueng and Assarut, 2018).  Even though, live-

streaming shopping has been found to build customer engagement, it is still unclear whether enhancing customer 

engagement will positively impact on customer purchase intention in social commerce. 
In e-commerce, the customer trust is very important because it affects their purchase intention in the 

electronic environment, customers often hesitate and do not intent to buy products due to risk because they cannot 

directly evaluate the products. So, trust plays an important role in accepting risk-taking behavior in an uncertain 

environment. Thus, enhancing customer trust motivates them to make purchasing decisions. However, commerce on 

social platforms like Facebook is a new concept, especially with live-streaming sales (Anh Bui Ngoc Tuan & Minh 

Pham, 2019). Therefore, the study of trust’s influence on the purchase intention goods on social platforms like 

Facebook can be valuable contribution.  

The research aims to investigate how live-streaming influences purchase intentions in social commerce. To 

achieve this goal, researcher develop a research model emphasizing customers’ perceived values and customer 

purchase intention via trust of Facebook live-streaming. The study also provides some practical suggestions for sellers 

and e-commerce platforms to better leverage live-streaming for effectively marketing their products. 
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Research Questions 

1. How does the perception of value from live-streaming through Facebook (containing credibility,  

entertainment, and information) affect the purchase intentions via Facebook live-streaming of young consumers? 

2. How does the trust of live-streaming through Facebook (containing credibility, entertainment, and  

information) play a role as a mediator between the influence of value perception from Facebook live-streaming and 

purchase intentions via Facebook live-streaming of young consumers? 

 

Purpose of the Study 

1. To identify the effect of perceived values from Facebook live-streaming (credibility, entertainment, and  

information) on purchase intention via Facebook live-streaming of young customers. 

2. To identify the effect of perceived values from Facebook live-streaming (credibility, entertainment, and  

information) on purchase intention via Facebook live-streaming of young customers which is mediated by trust. 

 

Conceptual framework and Research hypothesis 

Stimulus-organism-response (S-O-R) and Facebook Live-streaming outcomes: The Stimulus-Organism-

Response Model (S-O-R Model) is one of the consumer behavior models, the S-O-R model developed by Mehrabian 

and Russell (1974), in a discipline that deals with the study of consumer behavior and consumer decisions. Both 

disciplines are studies to understand the decision-making process of consumers at the levels of individuals, groups 

and organizations. In addition, both disciplines are studied in assessing the influence of family, friends, society and 

reference groups, that affects the decision-making process of the consumer. Thus, the S-O-R theory explains how 

environmental change triggers consumer behavior and mentioned in Figure 1, this theory was widely used by 

researchers in determining consumer behavior in online contexts (Aslam, & Luna, 2021; Tuncer, 2021; Arif, Aslam, 

& Siddiqui, 2020; Zhu, Li, & Wang, 2020; Dabbous & Barakat, 2020; Peng & Kim, 2014; and Huang, 2012).  

The S-O-R model was developed based on the idea that consumer behavior is influenced by the inner 

perceptions of the individual. This concept states that each consumer acts like a processor of information and that their 
behavior is influenced by environmental and social variables. To be more specific, it could be that the S-O-R models 

are used to describe the ways in which individual stimulants affect consumers and consumer behavior.  The S-O-R 

Model consists of three components; Stimulus, Organism, and Response. Explicitly said that stimulators can contain 

environmental stimulus and social stimulus, which affect mechanisms, and both stimulus and mechanisms influence 

the response, which is consumer decision. 

 

 
Fig. 1 General Model of S-O-R Framework (Mehrabian & Russell, 1974) 

 

Many  researchers have supported this theory which investigated and explained the linkage between stimulus 

and response of the target people through organism (emotional state and a rational state), such as Aslam and Luna  

(2021) to examines customer engagement behavior (CEB) in the context of clothing brand social media pages, Arif 

et. al. (2020) to investigate the impact of user-generated content (UGC) on consumer behavior which developed on 

the basis of stimulus- organism- response (S-O-R) theory, Dabbous and Barkat (2020) to explores whether the relation 

between social media stimuli and offline purchase intention is mediated by hedonic motivation, consumer engagement 

and brand awareness, and Peng and Kim (2014) uses the Stimuli-Organism-Response framework to examine how 

consumers’ reasons for shopping and website stimuli affect attitudes toward online shopping,  and  repurchase 
intentions.  

As the importance of the application of S-O-R model in the context of the online platform, Huang (2012) 

suggested that the S-O-R model's triggers would be in the form of an online environmental stimulus.  The experience 

gained from the use of online platforms in which these stimuli influence consumer mechanisms and can also influence 

the responsiveness of consumers. According to Huang's research further suggests that environmental events can play 

a role or act as the catalyst of the S-O-R model, and that the stimulus-like environment will have a role to play. It can 

influence consumer responses both emotionally and rationally (Huang, 2012).  
The organism is affected or influenced by the stimulus and influences the relationship of the stimulator and 

the response corresponding to the S-O-R model. The organism may take the form of an emotional state and a rational 

state. Also known as the emotional mechanism and the rational mechanism. Generally, most of research focuses on 

the relationship between Stimulus and Response through Organism. Organism is often used as an affective 
Involvement and Cognitive Involvement (Huang, 2012; Kim and Lennon, 2013). In the context of online shopping, 

Kim and Lennon stated in their research that the cognitive state of online shoppers deals with methods for interpreting 

online information and methods for building trust in products or services available online (Kim and Lennon, 2013). 



3 

 
Zhu, Li, & Wang, (2020) used the S - O - R framework for research and found that perceived information 

quality positively affect trust, whereas trust playing a mediating role between stimuli and Response. Besides, perceived 

information quality is found to have a more significant impact on trust, and purchase intention. Tuncer (2021) presents 

study results that utilizing stimulus-organism-response (S-O-R) theory, the study attempts to explore the role of IT 

affordance, flow experience, and trust on social commerce intention. Results revealed that visibility affordance 

influences customer purchase intention through trust in the seller and trust in the social media platform. In addition, 

Lampe, Vitak, Gray, & Ellison (2012) revealed the primary finding that people turn to social network sites (SNSs) for 

information, when the information need is best fulfilled by information.   

Mathwick, Malhotra, & Rigdon (2002) to examine the effect of consumer shopping tasks and. retail 
information display properties on consumer perceptions of experiential value. A part of the research revealed that the 

corresponding interactions between shopping and information properties contributed to the interactive dimension of 

the perceived added value of entertainment. 

Previous studies have shown that source credibility has been shown to be a powerful influence on online 

users’ behavioral intentions (Hu & Sundar, 2010). Therefore, how users impose the credibility of Facebook news posts 

that lead into content is critical to understanding their decision to interaction with social media content such as click 

through, like or share a new story (Kieb, & Wojdynski, 2019; Lee & Ahn, 2013). Furthermore, Lee & Ahn (2013) 

also stated that highly engaged students notably altered their behavioral intention based on the perceived 

trustworthiness of the Facebook page but not depending on the perceived advertisers’ motives. 

Therefore, the series of hypotheses state as follows:  

 

Research hypothesis for the first series of paradigm S-O-R: Stimulus → Organism 
 Hypothesis 1 (H1): The credibility of Facebook live-streaming has a positive effect on the trust of live-

streaming. 

Hypothesis 2 (H2): The entertainment of Facebook live-streaming has a positive effect on the trust of live-

streaming. 

Hypothesis 3 (H3): The information of Facebook live-streaming has a positive effect on the trust of live-

streaming. 

 

Research hypothesis for the second series of paradigm S-O-R: Stimulus → Response 

Hypothesis 4 (H4): The credibility of Facebook live-streaming has a positive effect on the purchase intention. 

Hypothesis 5 (H5): The entertainment of Facebook live-streaming has a positive effect on the purchase 

intention. 
Hypothesis 6 (H6): The information of Facebook live-streaming has a positive effect on the purchase 

intention. 

 

Research hypothesis for the third series of paradigm S-O-R: Organism → Response 

Hypothesis 7 (H7): The trust of live-streaming has a positive effect on purchase intention. 

 

Research hypothesis for the fourth series of paradigm S-O-R: Stimulus → Organism → Response 

Hypothesis 8 (H8): The trust of live-streaming mediates the relationship between the credibility of 

Facebook live-streaming and the purchase intention. 

Hypothesis 9 (H9): The trust of live-streaming mediates the relationship between the entertainment of 

Facebook live-streaming and the purchase intention. 

Hypothesis 10 (H10): The trust of live-streaming mediates the relationship between the information of 
Facebook live-streaming and the purchase intention. 
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Fig. 2 The conceptual model 

 

Research Methods 

Data collection and Measurement  

The online survey form was conducted to test the conceptual framework. Researcher used the questions, 

“Did you seen Facebook live-streaming during you shopping online?”. If anyone answered no, the online form did 

not proceed. Finally, there are 609 Thai undergraduate students were used to test the research hypotheses. Among 

the respondents, 411 (67.49%) were female and 198(35.51%) were male. 

As presented in the conceptual framework, there are 5 variables in this research: credibility of Facebook live-

streaming, entertainment of Facebook live-streaming, information of Facebook live-streaming, trust and purchase 
intention. As measurement scale was using five-Likert scales from Strongly disagree (1) to Strongly agree (5). The 

research instrument adopted scale measurement as presented in table 1. 

 

 

Table 1 Measurement Scales Used. 

Facebook live-streaming perceived 

Credibility (Azizul Yaakop, Marhana Mohamed Anuar & Khatijah Omar, 2013) 

CRED1: Live-streaming on Facebook provide accurate information about products. (+) 

CRED2: Facebook live-streaming insults the intelligence of the average consumer. (-) 

CRED3: Facebook live-streaming tells me which brands have the features I am looking for. (+) 

CRED4: There are too many exaggerations in Facebook live-streaming. (-) 

Entertainment (Yifei Chen, Feiyan Lu & Siyu Zheng, 2020) 

ENTR1:  I feel happy to shop from the Facebook live-streaming. (+) 

ENTR2:  I felt time passed quickly while I was shopping from the Facebook live-streaming. (+) 

ENTR3:  I think it is interesting to shop from the Facebook live-streaming. (+) 

Information (Ruohan Lia  & Ayoung Suh, 2015) 
INFO1: The information on Facebook live-streaming accurate. (+) 

INFO2: The information on Facebook live-streaming was objectively presented. (+) 

INFO3: The information on Facebook live-streaming was easy to understand. (+) 

INFO4: The information on Facebook live-streaming was sufficiently timely. (+) 

Trust (Ba & Pavlou (2002) cited in Anh Bui Ngoc Tuan & Minh Pham, (2019)) 

TRUS1: I think the Facebook live-streaming shop is honest. (+) 

TRUS2: I believe the Facebook live-streaming shop will deliver to me the product I purchase according to the posted 

delivery terms and conditions. (+) 

TRUS3: I believe the Facebook live-streaming shop will deliver to me a product that matches the posted description. 

(+) 

TRUS4: Overall, I trust the Facebook live-streaming shop. (+) 

Intention to purchase (Dodds et al. (1991) cited in Anh Bui Ngoc Tuan & Minh Pham, (2019)) 

INTP1: The likelihood of purchase during live-streaming is high. (+) 
INTP2: I would consider purchase products during live-streaming. (+) 

INTP3: My willingness to purchase product during live-streaming. (+) 

H7 H4 

H5 

H6 

H1 

 

 

H2 

 

H3 

H8, H9, H10 
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Data Analysis 

 After the data collection, the empirical data were analyzed by descriptive statistics, such as frequency, 

percentage, and mean, and standard deviation (S.D.), and correlation coefficients were performed to obtain the general 

information of each indicators. Additionally, skewness and kurtosis were performed to assess the data normality. After 

that, the study uses covariance-based structural equation modeling (SEM). First of all, construct validity, convergent 

validity and discriminant validity were assessed by running a confirmatory factor analysis (CFA). The mediating roles 

of trust was tested by examining the direct and indirect effects of these exogenous’ constructs on purchase intention.  

 

Findings 

 Table 1 presents the measurement scales used, and table 2 presents the correlation coefficients, descriptive 

statistics, and normality assessing of all observed variables in the research. In general, the correlation results were all 

in the positive direction, indicating preliminary support for the relationships as shown in fig.2. When examining each 

observed variables for skewness and kurtosis, the results show that the values of all variables fell within the suggested 

threshold (skewness = ±3, kurtosis = ±8) (Kline, 2015) satisfying the normality assumption. Thus, they were 

appropriate for further analysis.  

Besides that, correlation coefficients of all constructs (as shown in table 4); Facebook live-streaming 

perceived included credibility (CRED), entertainment (ENTR), and information (INFO), indicated that they were 

statistically significant with purchase intention (INTP), as accordance with the conditions of mediation as suggested 

by Baron and Kenny (1986). Next, Facebook live-streaming perceived all three dimensions correlated with trust 

(TRUS). The last, for assessing the condition of mediation; trust (TRUS) was related to purchase intention (INTP). 
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Table 2 Correlation coefficients, descriptive statistics, and normality assessing of all variables (n = 609) 

  1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 

INTP1 1.000                                   

INTP2 .798 1.000                                 

INTP3 .775 .659 1.000                               

TRUS1 .410 .375 .407 1.000                             

TRUS2 .375 .354 .364 .752 1.000                           

TRUS3 .349 .296 .310 .712 .635 1.000                         

TRUS4 .414 .368 .420 .712 .678 .635 1.000                       

CRED1 .142 .133 .103 .273 .220 .272 .221 1.000                     

CRED2 .208 .181 .161 .281 .246 .267 .230 .615 1.000                   

CRED3 .247 .229 .204 .293 .254 .351 .271 .446 .592 1.000                 

CRED4 .270 .265 .211 .325 .292 .375 .296 .491 .458 .630 1.000               

ENTR1 .241 .200 .169 .094 .101 .140 .119 .112 .071 .233 .229 1.000             

ENTR2 .298 .257 .212 .165 .193 .196 .172 .182 .188 .292 .264 .580 1.000           

ENTR3 .293 .282 .254 .205 .224 .262 .242 .212 .234 .391 .363 .578 .640 1.000         

INFO1 .278 .206 .364 .390 .363 .425 .432 .213 .271 .217 .229 .082 .090 .214 1.000       

INFO2 .350 .287 .454 .482 .461 .450 .508 .228 .293 .256 .270 .138 .136 .255 .748 1.000     

INFO3 .307 .235 .397 .455 .416 .428 .437 .281 .320 .227 .248 .071 .049 .154 .762 .714 1.000   

INFO4 .351 .311 .404 .466 .446 .440 .469 .199 .283 .255 .277 .278 .279 .353 .539 .710 .533 1.000 

MEAN 3.478 3.614 3.271 2.808 3.003 2.933 2.923 3.762 3.627 3.833 3.736 4.325 4.361 4.072 2.581 2.844 2.389 3.384 

SD. 1.270 1.180 1.323 1.184 1.219 1.240 1.134 1.089 1.061 0.948 0.958 0.782 0.742 0.836 1.180 1.111 1.159 1.150 

SKEW. -0.473 -0.585 -0.324 0.019 -0.126 -0.064 -0.025 -0.668 -0.456 -0.589 -0.519 -0.972 -0.935 -0.526 0.236 0.044 0.474 -0.392 

KURT. -0.751 -0.442 -0.978 -0.883 -0.820 -0.961 -0.643 -0.106 -0.301 0.244 0.126 0.433 0.255 -0.318 -0.798 -0.508 -0.599 -0.447 
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The types of the five research constructs (three exogenous— (1) credibility (2) entertainment and (3) 

information; and two endogenous—(1) trust and (2) purchase intention in the proposed model were tested with CB-

Based SEM, and the three stage testing process were adopted; measurement model testing, discriminant validity 

testing  and structural model testing. 

 

 Overall measurement model Assessment 

 
Fig. 3 Overall measurement model for research constructs 

  

Confirmatory factor analysis (CFA) results of the measurement model testing revealed support for the five 

constructs model indicating the exclusiveness of the constructs used (2/df. = 3.072, GFI = .936, AGFI = .911, CFI = 

.961, NFI = .944, RMSEA = .058, RMR = .058), depicted in fig. 3, and table 3.  

For the scales’ reliability analysis, Cronbach’s alpha, composite reliability (CR), and average variance 

extracted (AVE) were calculated for all latent variables’ measurement scales. Results, as seen in Table 3, revealed 
that all scales were reliable.  

Convergent validity to establish the validity of constructs, the items of each construct should share a high 

proportion of variances in common. As revealed in Table 3, the convergent validity is indicated by: (1) All 

standardized loadings are significant and higher than 0.50; (2) Cronbach’s Alpha of all constructs were not less than 

.70; (3) CR of all constructs were higher than 0.7 (INTP = .901, TRUS = .899, CRED = .804, ENTR = .817 and INFO 

= .884),  and (4) the AVEs were higher than 0.5 (INTP = .754, TRUS = .691, CRED = .512, ENTR = .600 and INFO 

= .658), provide evidence in support of the measures’ reliability (Hair, Black, Babin, and Anderson, 2010). 
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Table 3 Overall CFA for the modified measurement model 

Construct & indicators 
Standardized 

loadings 

indicator 

Reliability 

Cronbach 

alpha CR AVE 

Purchase Intention (INTP)   .896 .901 .754 

INTP1 0.954*** 0.911    

INTP2 0.832*** 0.692    

INTP3 0.812*** 0.659    

Trust (TRUS)   .897 .899 .691 

TRUS1 0.892*** 0.795    

TRUS2 0.830*** 0.688    

TRUS3 0.788*** 0.621    

TRUS4 0.812*** 0.659    

Credibility (CRED)   .822 .804 .512 

CRED1 0.576*** 0.332    

CRED2 0.665*** 0.442    

CRED3 0.834*** 0.695    

CRED4 0.759*** 0.577    

Entertainment (ENTR)   .816 .817 .600 

ENTR1 0.706*** 0.498    

ENTR2 0.783*** 0.614    

ENTR3 0.829*** 0.687    

Information (INFO)   .889 .884 .658 

INFO1 0.781*** 0.61    

INFO2 0.944*** 0.891    

INFO3 0.755*** 0.569    

INFO4 0.751*** 0.563    

2/df. = 3.072, GFI = .936, AGFI = .911, CFI = .961, NFI = .944, RMSEA = .058, RMR = .058 

***p-value < .001 

 

Discriminant validity and correlation matrix among five constructs 

 Discriminant validity is referring to the extent in which the construct is actually differing from another one 

constructs. It also measures the degree of differences between the overlapping construct. The discriminant validity 

can be evaluated by Fornell-Larcker criterion and Heterotrait-monotrait (HTMT) ratio of correlation (Henseler, 
Ringle, and Sarstedt, 2015). 

 The discriminant validity assessing by Fornell-Lacker criterion, this method compares the square root of the 

average variance extracted (AVE) with the correlation of latent constructs.  The latent construct should explain better 

the variance of its own indicator rather than the variance of other latent constructs. Therefore, the square root of each 

construct’s AVE should have a greater value than the correlations with other latent constructs (Fornell and Larcker, 

1981). According to the Fornell-Larcker criterion (Table 4), the constructs’ discriminant validity has been established 

the square root of each construct’s AVE is higher than its correlation with another construct. Next, I compute the 

HTMT criteria for each pair of constructs on the basis of the item correlations. The computation yields values 0.275 

in respect of HTMT (TRUS, ENTR) and 0.652 in respect of HTMT (TRUS, INFO). Comparing these results with the 

threshold values as defined in HTMT.85 gives rise to discriminant validity, because all comparisons inviolate the 0.85 

criterions (Henseler, et. al., 2015). Thus, the Fornell-Lacker and HTMT results in Table 4 revealed that discriminant 

validity has been established. 
 

Table 4 Discriminant validity assessing 

 Fornell-Lacker criterion HTMT.85 

 CRED ENTER INFO TRUS INTP CRED ENTER INFO TRUS INTP 

CRED .715          

ENTR .467*** .774    .288     

INFO .384*** .276*** .811   .424 .276    

TRUS .453*** .278*** .621*** .831  .459 .275 .652   

INTP .329*** .375*** .424*** .500*** .868 .310 .367 .466 .518  

Note: 1) Fornell-Lacker criterion, Diagonal elements (in bold) are the square root of the average variance extracted (AVE). 

Off-diagonal elements are the correlations among constructs. 
         2) HTMT, Heterotrait-monotrait computed from formula (Henseler, et. al., 2015)) 
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Structural Model testing 

Fig. 3 present the fit indices for the modified model were the χ2 /df ratio was 3.072, which enhances the 

acceptability of the model as it is within the acceptable range of ≤ 5.00. Other fit parameters of the comparative fit 

index (CFI = 0.961) and nor med fit index (NFI = 0.944) is higher than the accepted standard value of 0.90; as well as 

the root mean square of approximation (RMSEA = 0.058) is lower than the accepted standard value range of 0.08; 

and PClose (= 0.020) is lower than the accepted standard value 0.05. Overall, results found that the model had an 

acceptable goodness of fit (Gaskin and Lim, 2016).  

Having established the final structural equation model, it was possible to test the hypotheses developed for this 

research (see Fig. 4 and Table 5). These hypotheses can be tested by evaluating the path coefficients and the 

significance levels among the constructs in the model. Analyzing the results showed that in the impact of credibility 

of Facebook live-streaming on trust (H1), credibility of Facebook live-streaming had a significant positive effect 

toward trust ( = 0.243, ρ < 0.001). Further, in the impact of information of Facebook live-streaming on trust (H3), 

information of Facebook live-streaming has a significant positive effect on trust ( = 0.552, ρ < 0.001). In the impact 

of entertainment of Facebook live-streaming on purchase intention (H5), entertainment of Facebook live-streaming 

has a significant positive effect on purchase intention ( = 0.236, ρ < 0.01). In the impact of information of Facebook 

live-streaming on purchase intention (H6), information of Facebook live-streaming has a significant positive effect on 

purchase intention ( = 0.144, ρ < 0.01). Moreover, in the impact of trust on purchase intention, trust has a significant 

positive effect on purchase intention ( = 0.341, ρ < 0.001). The hypothesized impact of entertainment of Facebook 

live-streaming on trust (H2). Entertainment of Facebook live-streaming no significant effect on trust ( = 0.021, ρ > 

0.05). The last one, the impact of credibility of Facebook live-streaming on purchase intention (H4), credibility of 

Facebook live-streaming no significant effect on purchase intention ( = 0.009, ρ > 0.05).  

To further ascertain the effect of some variables on others, indirect effects were tested. The results are presented 
in Table 5 indicates the importance of ascertaining these indirect effects. The results of testing the indirect effect can 

be explained: H8 is accepted, trust was proposed to mediate the relationship between credibility of Facebook live-

streaming and purchase intention. The results from the bootstrapping revealed that the mediating effect of trust 

between credibility of Facebook live-streaming and purchase intention was significant ( = 0.083, ρ < 0.01). 

According to Baron and Kenny (1986)’s mediation analysis, if the path estimate from the independent variable to the 

dependent variable is not significant when the mediator is included in the model, then full mediation is justified. 

Consequently, Hypothesis 8 is supported by the full mediation effect of trust.  H9 is rejected, trust was proposed to 

mediate the relationship between entertainment of Facebook live-streaming and purchase intention. The results from 

the bootstrapping revealed that the mediating effect of trust between entertainment of Facebook live-streaming and 

purchase intention was not significant ( = 0.007, ρ > 0.05). Therefore, path estimate from the independent variable 

to the dependent variable is significant when the mediator is included in the model and not significant, then it’s no 

mediation is justified. Consequently, Hypothesis 9 is not supported by the mediation effect of trust.  Finally, H10 is 

accepted, the indirect effect of the information of Facebook live-streaming and purchase intention, mediated by the 

trust of live-streaming via Facebook. The results revealed that the mediating effect of trust between information of 

Facebook live-streaming and purchase intention was significant ( = 0.178, ρ < 0.01). Hypothesis 10, the pattern of 

relationships indirect in this study, the variable information of Facebook live-streaming and trust directly to purchase 
intention, both significant. Thus, the role of mediation can be said to be the trust is partial mediation. 
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Fig. 4 Results of testing hypothetical model 

 

 
Table 5 Results of testing hypothetical model 

Direct influence     b SE t-test Result 

H1: CRED → TRUS .243*** .409 .083 4.899 Significant Accept  

H2: ENTR → TRUS .021 .039 .085 .462 Not Significant Reject  
H3: INFO → TRUS .522*** .598 .050 11.905 Significant Accept 

H4: CRED → INTP .009 .017 .100 .168 Not Significant Reject 

H5: ENTR→ INTP .236*** .519 .105 4.940 Significant Accept 
H6: INFO → INTP .144** .190 .067 2.832 Significant Accept 
H7: TRUS → INTP .341*** .391 .062 6.330 Significant Accept 
Test of Indirect effects: TRUS as Mediator  Mediation  Result 

H8: CRED → TRUS → INTP .083** Full mediating Significant Accept 

H9: ENTR → TRUS → INTP .007 No mediating Not Significant Reject 

H10: INFO → TRUS → INTP .178** Partial mediating Significant Accept 

**p-value < .01 

***p-value < .001 

 
Summary of Hypothesis Testing (Direct, Indirect, and Total Effects) 

 The overall results (Table 5) show that the empirical data supports seven of the ten proposed hypotheses. 

Regarding the effect on purchase intention as shown in Table 6, information of Facebook live-streaming demonstrated 

the strongest effect among the three independent variables, followed by credibility and entertainment. This result 
suggests that the characteristics of Facebook live-steaming information play an important role in young consumers’ 

purchase intention. It also advances the understanding of the links between characteristics of information and 

consumer behaviour. Characteristics of Facebook live-steaming information such as objectively presented (INFO2), 

and accurate (INFO1) garnered the highest scores on influencing the purchase intention of young customers. The 

results of square multiple correlations also show that credibility, entertainment, and information, jointly explain 44% 

of the variance in trust of Facebook live-streaming, while all constructs jointly explain 32.3% of the variance in 

purchase intention. 

 

 

 

 
 

 

 

R2 = .440 

R2 = .323 

H8: CRED → TRUS → INTP;  = .083** 

H9: ENTR → TRUS → INTP;  = .007 

H10: INFO → TRUS → INTP;  = .178** 
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Table 6 Summary of Direct effect, Indirect effect, and Total effect 

Exogenous variables 

Endogenous variables 

TRUS INTP 

DE IE TE DE IE TE 

CRED .243*** - .243*** .009 .083** .092** 

ENTR .021 - .021 .236*** .007 .243** 

INFO .522*** - .522** .144** .178** .322** 
TRUS - - - .341** - .341** 

 R2 = .440 R2 = .323 

 

 

Conclusion 

 This study contributes to the existing literature on the S-O-R Model by investigating the effect of perceived 
values of Facebook live-streaming on purchase intention and the mediating role of trust.  

 The study has some significant implications for understanding customer behaviour and decision-making. 

Firstly, the perceived value of credibility from Facebook live streaming has no significant direct effect on customer 

purchase intention. However, trust can mediate perfectly (complete mediation) the effects on customer (undergraduate 

students) purchase intention via Facebook live-streaming. This finding is in line with the S-O-R model (Huang, 2012; 

Kim, & Lennon, 2013; Zhu et al., 2020; Tuncer, 2021). This implies that dominant trust can encourage young 

customer’s purchase intention via Facebook live-streaming.  

 Secondly, the role of trust as a mediating variable (partial) can be seen on the effects of young customers’ 

perceived information of Facebook live-streaming on purchasing intention. Thus, trust supports the young customer’s 

purchase intention via Facebook live-streaming. This finding is also consistent with previous studies (Zhu et al., 2020; 

Tuncer, 2021).  

 Thirdly, unlike the other two factors, trust is not able to mediate the effects between entertainment via 
Facebook live-streaming and purchase intention, Nevertheless, live-streaming entertainment has a direct impact on 

the purchasing intention of young consumers. These findings demonstrate the importance of perceived added value of 

entertainment as evidenced in the literature of digital entertainment (Wang et al., 2019).  

 Fourthly, the results confirm that the impact of perceived credibility of Facebook live-streaming on trust, 

corroborating with previous studies (Willemsen et al., 2012; Lim & Van Der Heide, 2014; Levy & Gvili, 2015). 

Another result that corresponds to previous studies (Lampe et al., 2012; Zhu et al., 2020) is that perceived information 

quality positively affects trust. Perceived information quality was also found to positively affect purchase intention, 

same as Erkan and Evans (2016).  

 Finally, trust affects purchase intention, similar to Lee & Ahn (2013) who stated that highly engaged students 

noticeably alter their behavioural intention based on the perceived trustworthiness of a Facebook page. The same 

finding is corroborated by Lis (2013), Saleem and Ellahi (2017), as well as Dou et al. (2012) who found that trust of 
the content provider affects the purchase intention of products on social media.  

 The research findings suggest that brands use live-streaming mainly to sell products/services and for branding 

purposes. Live-streaming also provides a possibility to communicate with, both existing and potential future customers 

in the digital environment. Moreover, live-streaming has made it possible to promote products and services. Brands 

should consider using or at least adapting live-streaming into their marketing and branding strategies because the 

younger generations today, use one or more social media platforms to communicate and to shop. 
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