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Abstract

The rapid transformation of live streaming commerce in Indonesia highlights the need 
to understand the psychological factors that drive Consumer Engagement (CE) and 
Loyalty. Therefore, this study aims to examine the dual mediating role of seller trust 
and platform trust in bridging the influence of customer-perceived value (utilitarian, 
hedonic, and symbolic) on customer engagement. The method used was a quantita-
tive survey with a purposive sampling technique in Indonesia. The survey was con-
ducted in early 2025, targeting 300 active TikTok Shop users who had made at least 
one purchase in the past three months. This sample is relevant because Gen Z (59%) 
and women (75.3%), which are the dominant market segments in the social commerce 
ecosystem, dominate it. Data were analyzed using Partial Least Squares Structural 
Equation Modeling (PLS-SEM) as an extension of the Stimulus-Organism-Response 
(S-O-R) framework. The analysis results confirmed all significant hypotheses (p<0.01). 
This structural model explained 42.4% of the variance in Customer Engagement (CE). 
It was found that all three value dimensions had a positive direct effect, with utilitarian 
value (β = 0.250), hedonic value (β = 0.179), and symbolic value (β = 0.202). Crucially, 
seller trust (β = 0.239) and platform trust (β = 0.186) served as significant, complemen-
tary partial mediators, strengthening the value-engagement relationship. Furthermore, 
the strongest path relationship in the overall model was between utilitarian value and 
Seller Trust (β = 0.388), indicating that the foundation of interpersonal trust in sellers 
relies heavily on functional signals and transparent information. 
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INTRODUCTION

The rapid rise of live streaming commerce has reshaped the global dig-
ital marketplace by transforming online shopping into an interactive, 
real-time social experience. Indonesia represents one of the world’s fast-
est-growing live streaming commerce ecosystems, driven primarily by 
platforms such as TikTok Shop and Shopee Live, which have significant-
ly changed how consumers interact with sellers and digital platforms. 
Despite this rapid development, sustaining customer engagement re-
mains a critical challenge because consumer decisions involve simul-
taneous evaluations of both interpersonal interactions with sellers and 
institutional trust in the platform (Wongkitrungrueng & Assarut, 2020).

Unlike conventional e-commerce, live streaming provides an interac-
tive, social, and authentic shopping experience in real-time, enabling 
brands and sellers to build deeper emotional connections with their 
audiences (Ye et al., 2023). In Indonesia, the rapid growth of live 
streaming commerce has transformed the landscape of interactions 
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between sellers, platforms, and customers. In this digital ecosystem, trust is a key foundation for suc-
cessful transactions and customer engagement (Chen et al., 2015; Wimolsophonkitti & Naipinit, 2024). 
Trust is built not only at the institutional level (platform) but also at the interpersonal level through 
direct interactions with sellers or streamers (Muna & Nadlifatin, 2025; Tohari et al., 2025). Indonesian 
society, known for its collectivist values and the importance of social relationships, tends to prioritize 
personal and authentic trust (Sabur et al., 2025). 

Existing studies have extensively examined the roles of perceived value, interactivity, and entertainment 
features in driving consumer responses in live streaming commerce (Carolina et al., 2022; Zhang et al., 
2024). However, three major gaps remain. First, prior work typically treats trust as a single construct, 
overlooking its dual nature: interpersonal trust in the seller and institutional trust in the platform, 
which may function differently within real-time digital commerce (Prasetio & Yudha, 2023; Zhang et al., 
2024). Second, although perceived value is widely recognized as a key antecedent of engagement, little 
empirical evidence clarifies how different value dimensions (utilitarian, hedonic, and symbolic) chan-
nel through separate trust mechanisms (Ayaz & Jang, 2024). Third, research focusing on the Indonesian 
live-streaming market remains limited, even though its collectivist cultural context may influence trust 
formation uniquely compared to Western digital markets (Ananda et al., 2024; Zhang et al., 2024).

Addressing these gaps, this study investigates how customer-perceived value influences customer en-
gagement through a dual-mediation mechanism consisting of seller trust and platform trust. By adopt-
ing the Stimulus-Organism-Response (S-O-R) framework and testing a multi-mediator structural 
model, this study provides empirical evidence on how interpersonal and institutional trust jointly shape 
engagement in the Indonesian live-streaming commerce environment.

1. LITERATURE REVIEW 

AND HYPOTHESES 

DEVELOPMENT

In a fast-paced digital business environment, live 
streaming commerce has emerged as a disruptive 
retail format that fundamentally alters consumer 
behavior by combining elements of entertainment 
and real-time transactions (Chung et al., 2025; Mai 
et al., 2023; Wu et al., 2023; Xu et al., 2023). This 
format offers a unique interactive and social ex-
perience, bridging the gap between traditional e-
commerce and brick-and-mortar shopping, mak-
ing it a crucial arena for researching consumer 
psychology (Wongkitrungrueng & Assarut, 2020; 
Ye et al., 2023). This phenomenon is particularly 
significant in Asia, including Indonesia, where 
social interaction and communal values play a 
dominant role in purchasing decisions (Sabur et 
al., 2025; Zhang et al., 2024; Santoso et al., 2025).

To analyze how this complex live streaming eco-
system shapes customer engagement, the Stimulus-
Organism-Response (S-O-R) Framework offers a 
powerful theoretical lens (Imanuddin & Handayani, 

2025; Li et al., 2022). This framework models the 
cognitive process in which environmental stimuli 
(S) trigger internal states or psychological evalua-
tions (O) that then result in behavioral responses 
(R) (Fan et al., 2024; Ho et al., 2024).

Within the context of the Stimulus-Organism-
Response (S-O-R) model, the Stimulus (S) com-
ponent in live streaming commerce is comprehen-
sively represented by Customer Perceived Value 
(CPV). CPV is defined as a holistic assessment 
made by consumers regarding the usefulness of 
a product or service, based on a comparison be-
tween what they receive and what they give or 
sacrifice (Prasetio & Yudha, 2023; Steenkamp et 
al., 2024; Santoso et al., 2019). Consensus in the 
literature on digital consumer behavior indicates 
that CPV is not monolithic, but can be classified 
into at least three main dimensions that are highly 
relevant and complementary in the interactive on-
line shopping ecosystem. 

CPV can be measured using several dimensions. 
The first dimension is utilitarian value, which fo-
cuses on the functional and instrumental benefits 
of the shopping process. This includes aspects such 
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as efficiency, accuracy of product information pre-
sented, and overall ease of transaction (Cai et al., 
2018; Motoki et al., 2019). In a live streaming en-
vironment, this utilitarian value is triggered ex-
plicitly by the availability of clear product infor-
mation, transparent product demonstrations, and 
the ability to obtain accurate details in real time (F. 
Liu et al., 2022). Furthermore, there is hedonic val-
ue, which refers to the pleasure, excitement, and 
emotional experiences consumers derive from the 
shopping process itself (Aboulnasr & Tran, 2020; 
Żyminkowska, 2019). This value is driven by the 
high interactivity and unique entertainment ele-
ments provided by the streamer, making the shop-
ping session a fun and engaging activity (Guo et 
al., 2021; Wang et al., 2022).

The third crucial dimension is symbolic value. 
This value is associated with more profound psy-
chosocial benefits, such as the opportunity to ex-
press oneself, enhance one’s social image among 
peers, or feel part of an exclusive community 
(Indah et al., 2024; Vayghan et al., 2023). The rich 
and structured social environment in live stream-
ing facilitates the fulfillment of these psychosocial 
needs through real-time interactions and connec-
tions built between streamers and audiences (Shiu 
et al., 2023; Zheng et al., 2022).

The collective strength of these three dimensions 
of perceived value, whether functional (utilitar-
ian), affective (hedonic), or social (symbolic), has 
been proven to be a strong foundation in shaping 
internal processes and consumer behavioral out-
comes. Various empirical studies have consistently 
confirmed that high perceived value is a solid pre-
dictor of consumer intentions and subsequent be-
havior across various digital platforms (Liu, 2024; 
Zhang et al., 2024). Therefore, CPV serves as a pri-
mary trigger that drives consumers’ psychological 
evaluations, leading to behavioral responses such 
as purchase intention or engagement.

The Organism (O) component in the Stimulus-
Organism-Response (S-O-R) model represents 
the internal processes and psychological mecha-
nisms that mediate the translation of received 
stimuli into behavioral responses. In the context 
of a social and high-risk digital transaction envi-
ronment, Trust is widely recognized as the most 
critical and fundamental psychological media-

tor (Hossain et al., 2024; Wongkitrungrueng & 
Assarut, 2020; Wu et al., 2023). Trust acts as an in-
dispensable risk mitigation mechanism, especially 
in fast-paced live streaming transactions, where 
purchasing decisions are often based on limited 
real-time information and spontaneous impulses 
(Muna & Nadlifatin, 2025; Tohari et al., 2025).

Although the central role of trust has been estab-
lished, previous research often assumes trust is a 
monolithic construct, an approach that simplifies 
the complex reality of live streaming interactions 
(Mai et al., 2023; Tedjakusuma et al., 2025). This 
overly simplistic approach ignores the fact that 
consumers must simultaneously evaluate two dis-
tinct entities that influence their decisions: Seller 
Trust and Platform Trust. Seller Trust is inter-
personal trust rooted in the credibility, expertise, 
and goodwill of the streamer or seller themselves 
(Amilia et al., 2025; Pono et al., 2019). This type 
of trust is crucial, particularly in collectivist mar-
kets like Indonesia (Sabur et al., 2025), and is built 
through authentic and transparent interactions 
between sellers and audiences (Li, 2024).

On the other hand, platform trust refers to sys-
temic or institutional trust. This trust is based on 
technical security, system reliability, and guar-
anteed return or payment policies offered by the 
live streaming platform itself (Chen et al., 2015; 
Izzah et al., 2024; Jalil et al., 2024). Failing to rec-
ognize the distinct and specific roles of these two 
trust sites will lead to a less accurate psychological 
model for predicting behavior (Sung et al., 2023). 
Therefore, this study breaks down the Organism 
(O) component into two distinct pathways – Seller 
Trust and Platform Trust – to validate how CPV 
is channeled through these two mechanisms to 
influence consumer engagement (Fan et al., 2024; 
Nadeem et al., 2023).

The relationship between CPV (Stimulus) and the 
two types of Trust (Organism) is also stratified by 
value dimension. Utilitarian value tends to be a 
strong predictor of cognitive trust. Consumers as-
sess the reliability and competence of sellers and 
platforms based on the accuracy of information, 
clarity of products, and efficiency of transaction 
systems (Aboulnasr & Tran, 2020; Liao et al., 2020). 
Conversely, hedonic value and symbolic value are 
more closely related to the affective and experiential 
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dimensions of trust (Wongkitrungrueng & Assarut, 
2020). A pleasant shopping experience and the cre-
ation of a strong sense of community can signifi-
cantly reduce perceived inherent risk and, in turn, 
increase affective confidence in the seller’s integrity 
and the platform’s functional security (Wang et al., 
2022).

Customer Engagement (CE) is a key customer re-
sponse (R), defined as a manifestation of a customer’s 
psychological state that extends beyond the transac-
tion and encompasses the customer’s cognitive, emo-
tional, and behavioral states toward a brand or offer-
ing (Bilgihan et al., 2024; Kulikovskaja et al., 2023). 
In live streaming, CE is demonstrated through active 
participation in chats, content sharing, and repeat 
purchase intentions (Arisman & Imam, 2022; Sidik 
& Roostika, 2024).

The trust formed in the seller and platform is a cru-
cial psychological channel for generating CE. Trust 
in the seller directly drives interaction and participa-
tion by reducing uncertainty and making consum-
ers more willing to invest their time and attention 
(Chen et al., 2015; Wang et al., 2022). Similarly, trust 
in the platform ensures that transactions, payments, 
and order fulfillment processes will run smoothly, a 
prerequisite for sustained engagement (AlSokkar et 
al., 2024; Kuska et al., 2024).

Several studies confirm that live streaming com-
merce is a dual-trust ecosystem in which CPV 

(utilitarian, hedonic, symbolic) plays a central 
role (Wang et al., 2024; Ye et al., 2023). However, 
there is an urgent need to empirically validate a 
dual mediation model that explicitly separates 
the Seller Trust and Platform Trust pathways in 
translating value into engagement, particularly 
in a highly social and dynamic market context 
like Indonesia (Nguyen et al., 2025; Tedjakusuma 
et al., 2025).

The primary objective of this study is to investi-
gate the dual mediating roles of seller trust and 
platform trust in influencing customer engage-
ment, as mediated by customer-perceived value 
(utilitarian, hedonic, and symbolic), in the context 
of Indonesian live streaming commerce, utilizing 
the extended S-O-R Framework.

Based on this expanded S-O-R framework, the 
following hypotheses are proposed:

H1a: Utilitarian value has a positive effect on cus-
tomer engagement.

H1b: Hedonic value has a positive effect on cus-
tomer engagement.

H1c: Symbolic value has a positive effect on cus-
tomer engagement.

H2a: Utilitarian value has a positive effect on sell-
er trust.

Figure 1. Research framework
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H2b: Hedonic value has a positive effect on seller 
trust.

H2c: Symbolic value has a positive effect on seller 
trust.

H3a: Utilitarian value has a positive effect on plat-
form trust.

H3b: Hedonic value has a positive effect on plat-
form trust.

H3c: Symbolic value has a positive effect on plat-
form trust.

H4: Seller trust has a positive effect on customer 
engagement.

H5: Platform trust has a positive effect on cus-
tomer engagement.

2. METHODOLOGY

This study employed a quantitative research ap-
proach with a causal design to validate an ex-
tended multiple mediation model of the Stimulus-
Organism-Response (S-O-R) Framework. The 
study was conducted in Indonesia in early 2025. 
This location selection was crucial because 
Indonesia represents a rapidly growing social 
commerce market in Southeast Asia, driven by 
the massive adoption of live streaming commerce, 
particularly through the TikTok Shop platform. 
Primary data were collected through an online 
questionnaire using a purposive sampling method 
targeting 300 consumers who were active TikTok 
users and had made at least one purchase through 
the live streaming feature in the past three months. 
These strict inclusion criteria ensured the sample’s 
relevance to the dominant social commerce phe-
nomenon (customer engagement was dominated 
by Gen Z (59%), and women (75.3%)).

In this survey, the anonymity and confidential-
ity of respondent data were fully guaranteed to 
ensure impartiality of responses. All respondents 
participated voluntarily, and informed consent 
was obtained digitally before completing the ques-
tionnaire. Given the nature of this study, a non-in-
terventional quantitative survey, and the absence 
of clinical data, formal research ethics approval 

was not required. The data collected from 300 re-
spondents are primary, original, and exclusive to 
this publication, and have never been used as a ba-
sis for other scientific publications.

The research instrument was developed by adopt-
ing previously tested measurement scales from 
various empirical studies to ensure construct va-
lidity and facilitate comparison of the results with 
the existing literature (Imanuddin & Handayani, 
2025; Nguyen et al., 2025; Tedjakusuma et al., 
2025). All variables were measured using a five-
item Likert scale. A pre-tested questionnaire was 
conducted to verify the validity and reliability of 
each item. The main items included Utilitarian 
Value, hedonic value, symbolic value, seller trust, 
platform trust, and customer engagement.

The analysis technique used was Partial Least 
Squares Structural Equation Modeling (PLS-
SEM) with SmartPLS 4.0 software. The selection 
of PLS-SEM was based on the study’s predictive 
objectives, the complexity of the multiple media-
tion model, and the characteristics of the data, 
which did not assume a normal distribution. The 
analysis procedure followed two standard stages: 
(1) Measurement Model Evaluation (testing reli-
ability, convergent validity, and discriminant va-
lidity), and (2) Structural Model Evaluation (test-
ing path, mediation effect, and coefficient of deter-
mination R2). The potential for Common Method 
Bias (CMB) was examined through a collinearity 
assessment, where all Variance Inflation Factor 
(VIF) values ranged from 1.32 to 2.91, below the 
threshold of 3.3, confirming that CMB was not 
significant (Hair et al., 2019).

Table 1. Demographic profile of the respondents

Source: Primary data, processed (2025).

Category
Number  

of respondents
Percentage (%)

Age

Gen Z 177 59

Gen Y 103 34.3

Gen X 20 6.7

Gender

Male 74 24.7

Female 226 75.3

Education
High school diploma 75 25

Bachelor’s degree 107 35.7

Master’s degree 68 22.7
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Category
Number  

of respondents
Percentage (%)

Doctoral degree 21 7

Other 29 9.6

Employment

Student 48 16

Part-time worker 86 28.7

Full-time worker 122 40.7

Entrepreneur 44 14.6

3. RESULTS

The measurement model demonstrated strong re-
liability and validity. All constructs achieved high 
internal consistency, with Cronbach’s Alpha and 
Composite Reliability values ranging from 0.824 
to 0.919, exceeding the recommended threshold 

of 0.70. Convergent validity was established, as 
the Average Variance Extracted (AVE) of all con-
structs exceeded the minimum threshold of 0.50. 
Furthermore, discriminant validity was con-
firmed using the Fornell-Larcker criterion and 
the Heterotrait-Monotrait Ratio (HTMT), all of 
which were below the threshold of 0.85 (Table 2). 
These results confirm that the measurement mod-
el is robust and suitable for structural model anal-
ysis (Hair et al., 2019).

Structural model analysis revealed that all pro-
posed path hypotheses were statistically support-
ed (p < 0.01), providing strong support for the re-
search framework (Table 3). The model explained 
42.4% of the variance in Customer Engagement 
(R2 = 0.424), indicating adequate predictive pow-
er. Specifically, all three dimensions of perceived 
value exhibited a significant positive influence on 

Table 1 (cont.). Demographic profile  
of the respondents

Note: **  < 0.01.

Figure 2. Structural model results

Customer 

engagement

Utilitarian value

Hedonic value

Symbolic value

Seller trust

Platform trust
0.386**

0.255**

0.405**

0.389**

0.268**

0.388**

0.186**

0.179**

0.250**

0.239**

0.202**

Table 2. Summary of reliability and discriminant validity
Source: Primary data processed using Smart PLS (2025).

Construct
Customer 

engagement
Hedonic value Platform trust Seller trust Symbolic value

Utilitarian 
value

Customer 

engagement
0.786 0.293 0.577 0.613 0.390 0.438

Hedonic value 0.254 0.829 0.252 0.269 0.061 0.082

Platform trust 0.486 0.219 0.773 0.486 0.420 0.427

Seller trust 0.517 0.233 0.402 0.766 0.417 0.418

Symbolic value 0.339 –0.025 0.360 0.364 0.833 0.072

Utilitarian value 0.382 –0.065 0.370 0.353 –0.046 0.833

Cronbach’s Alpha 0.846 0.886 0.831 0.824 0.889 0.890

Composite 

Reliability
0.890 0.916 0.881 0.877 0.919 0.919

AVE 0.618 0.687 0.597 0.587 0.693 0.694

Note: Diagonal (in bold) represents the square root of AVE. Below the diagonal are correlations among constructs (Fornell-
Larcker criterion). Above the diagonal: HTMT ratios.



102

Innovative Marketing, Volume 22, Issue 1, 2026

http://dx.doi.org/10.21511/im.22(1).2026.08

Customer Engagement (Utilitarian β = 0.250, he-
donic β = 0.179, symbolic β = 0.202). Both Seller 
Trust (β = 0.239) and Platform Trust (β = 0.186) 
were found to be significant and positive predic-
tors of Customer Engagement. The strongest re-
lationship observed in the overall model was 
between Utilitarian Value and Seller Trust (β = 
0.388), indicating the fundamental role of func-
tional value in building interpersonal trust.

The specific indirect effects analysis further vali-
dated that Seller Trust and Platform Trust serve 
as significant complementary partial mediators in 
the relationship between the three value dimen-
sions and customer engagement (Table 4).

4. DISCUSSION

The analysis results confirm the significance of 
CPV as a key driver of Customer Engagement, 
with the Utilitarian path coefficient (β = 0.250) 
being the strongest among the direct paths. 

This interpretation supports existing theoretical 
frameworks and confirms that, despite the en-
tertainment nature of live streaming, consum-
ers still value rational and functional aspects 
(clear information, efficiency) (Cai et al., 2018; 
Żyminkowska, 2019). Meanwhile, the positive 
influence of hedonic and Symbolic Values con-
firms that engagement is supported by affec-
tive experiences and the social role of products, 
which is highly relevant to the Indonesian mar-
ket dominated by Generation Z (Motoki et al., 
2019). The main theoretical contribution lies in 
the validation of the Multiple Mediation Model 
of Trust. By separately testing Seller Trust (β 
= 0.239) and Platform Trust (β = 0.186), this 
study clearly compares its results with previ-
ous research that assumes trust as a monolithic 
construct (Mai et al., 2023; Tedjakusuma et al., 
2025). Our results suggest that this simplifica-
tion is inadequate; instead, two distinct medi-
ating mechanisms operate synergistically and 
partially. This enriches the S-O-R Framework 
by mapping the organism as a dual evaluation 

Table 3. Path coefficients
Source: Primary data processed using Smart PLS (2025).

 IV DV O M STDEV O/STDEV p-values Results

Hedonic value Customer engagement 0.179 0.179 0.046 3.916 0.000 Supported

Hedonic value Platform trust 0.255 0.257 0.046 5.573 0.000 Supported

Hedonic value Seller trust 0.268 0.270 0.047 5.660 0.000 Supported

Platform trust Customer engagement 0.186 0.186 0.058 3.206 0.001 Supported

Seller trust Customer engagement 0.239 0.239 0.061 3.926 0.000 Supported

Symbolic value Customer engagement 0.202 0.201 0.052 3.889 0.000 Supported

Symbolic value Platform trust 0.386 0.388 0.044 8.795 0.000 Supported

Symbolic value Seller trust 0.389 0.391 0.046 8.443 0.000 Supported

Utilitarian value Customer engagement 0.250 0.250 0.053 4.707 0.000 Supported

Utilitarian value Platform trust 0.405 0.404 0.046 8.795 0.000 Supported

Utilitarian value Seller trust 0.388 0.388 0.048 8.050 0.000 Supported

Note: IV = Independent, DV = Dependent, O = Original sample, M = Sample mean, STDEV = Standard deviation, O/STDEV = 
t-statistics. 

Table 4. Mediation effects
Source: Primary data processed using Smart PLS (2025).

IV M DV O M STDEV O/STDEV p-values Results

Hedonic value Platform trust Customer engagement 0.047 0.048 0.017 2.762 0.006 Supported

Hedonic value Seller trust Customer engagement 0.064 0.065 0.021 3.088 0.002 Supported

Symbolic value Platform trust Customer engagement 0.072 0.072 0.024 2.933 0.003 Supported

Symbolic value Seller trust Customer engagement 0.093 0.094 0.027 3.440 0.001 Supported

Utilitarian value Platform trust Customer engagement 0.075 0.075 0.025 2.965 0.003 Supported

Utilitarian value Seller trust Customer engagement 0.093 0.093 0.026 3.637 0.000 Supported

Note: IV = Independent, M = Mediation, DV = Dependent, O = Original sample, M = Sample mean, STDEV = Standard deviation, 
O/STDEV = t-statistics.
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process. Further critical comparisons emerge 
from the analysis of the strongest path: utilitar-
ian value to seller trust (β = 0.388). This finding 
contradicts the view that affective or social cues 
always drive interpersonal trust. In the context 
of fast-paced live streaming, our data demon-
strates that cognitive competence (transparen-
cy and accuracy of product information) is the 
foundation for building trust in the seller (host). 
This aligns with research linking functional in-
formation to risk mitigation (Aboulnasr & Tran, 
2020) and extends the understanding that in 

volatile social commerce environments, func-
tional competence is a crucial prerequisite for 
interpersonal trust (Wang et al., 2022). In con-
trast, platform trust is influenced by all value 
dimensions, serving as a security gateway that 
provides systemic assurance (Sung et al., 2023). 
Compensation dynamics are also evident, where 
strong trust in one party (e.g., the seller) can 
mitigate the gap in trust in the other party (e.g., 
the platform system, which creates its own com-
plexity in risk management strategies (AlSokkar 
et al., 2024). 

CONCLUSION

This study aimed to examine how customer-perceived value influences customer engagement through 
the dual mediating roles of seller trust and platform trust in Indonesian live-streaming commerce. The 
empirical results show that all three value dimensions utilitarian, hedonic, and symbolic significantly 
enhance customer engagement, and both seller trust and platform trust function as complementary 
mediators. Notably, all value dimensions consistently influenced platform trust, with utilitarian value 
emerging as the strongest driver of seller trust.

These findings conclude that live streaming commerce operates as a dual-trust ecosystem in which inter-
personal trust (in sellers) and institutional trust (in platforms) jointly reinforce engagement. Platforms 
should strengthen systemic reliability and transactional safeguards to enhance platform trust, while 
sellers must prioritize transparency, competence, and real-time information accuracy to build interper-
sonal trust. The study contributes theoretically by refining the S-O-R framework through a two-path 
trust mechanism and offers helpful tips for optimizing engagement strategies in high-growth social 
commerce environments. Future research may adopt longitudinal or cross-platform designs to explore 
how trust and engagement evolve.

AUTHOR CONTRIBUTIONS

Conceptualization: Adi Santoso.
Data curation: Vigory Gloriman Manalu
Formal analysis: Adi Santoso, Adhi Prasetio.
Investigation: Adi Santoso, Adhi Prasetio, Erni Martini.
Methodology: Adi Santoso, Vigory Gloriman Manalu, Eman Sulaiman.
Project administration: Erni Martini, Eman Sulaiman.
Resources: Adi Santoso, Adhi Prasetio.
Supervision: Adi Santoso, Adhi Prasetio.
Validation: Adi Santoso.
Writing – original draft: Adi Santoso, Vigory Gloriman Manalu.
Writing – review & editing: Adi Santoso, Vigory Gloriman Manalu, Adhi Prasetio, Erni Martini, Eman 
Sulaiman.

ACKNOWLEDGMENT

Conflict of interest: The authors declare that they have no conflict of interest.



104

Innovative Marketing, Volume 22, Issue 1, 2026

http://dx.doi.org/10.21511/im.22(1).2026.08

ETHICAL APPROVAL

Ethical approval was not required as the study did not involve human participants.

FUNDING

The authors would like to thank Telkom University for its publication funding support for this research. 
This research was made possible by the university’s internal financial support, which played a significant 
role in its completion and dissemination of results.

INFORMED CONSENT

Informed consent was not required as the study did not involve human participants.

REFERENCES

1. Aboulnasr, K., & Tran, G. (2020). 
Beyond Hedonic Consumption: 
The Role of Eudaimonic Value in 
Consumer–Brand Relationships: 
An Abstract. In Developments in 
Marketing Science: Proceedings of 
the Academy of Marketing Science 
(pp. 103-104). Springer Nature. 
https://doi.org/10.1007/978-3-
030-39165-2_42

2. AlSokkar, A. A. M., Law, E. L.-C., 
AlMajali, D. A., Al-Gasawneh, J. 
A., & Alshinwan, M. (2024). An 
Indexed Approach for Expec-
tation-Confirmation Theory: A 
Trust-based model. Electronic 
Markets, 34(1), 12. https://doi.
org/10.1007/s12525-024-00694-3

3. Amilia, R. A., Aprianingsih, A., 
Purwanegara, M. S., Setiawan, 
M., & Debby, T. (2025). Engaging 
customer in live-streaming com-
merce: the impact of interactiv-
ity and perceived value on trust. 
International Journal of Electronic 
Customer Relationship Manage-
ment, 15(1/2), 73-92. https://doi.
org/10.1504/IJECRM.2025.145718

4. Ananda, A. S., Sari, D. W., & Will-
vina. (2024). The Future of Online 
Shopping: Factors That Encourage 
Repeat Purchases in Indonesian 
TikTok Live Streaming Commerce. 
2024 International Conference on 
Informatics, Multimedia, Cyber 
and Information System (ICIMCIS), 
460-466. https://doi.org/10.1109/
ICIMCIS63449.2024.10957144

5. Arisman, A., & Imam, S. (2022). 
Does Live Stream Selling Affect 

Customer Engagement and 
Purchase Intention? The Shopee 
Live Platform Case Study. ASEAN 
Marketing Journal, 14(2). https://
doi.org/10.21002/amj.v14i2.1201

6. Ayaz, M., & Jang, H. Y. (2024). 
Investigating the link between 
green preferences and organic 
food purchase: The mediating 
and moderating role of attitudes 
and environmental concerns on 
consumer purchase intentions. 
Journal of Infrastructure, Policy 
and Development, 8(11), 6947. 
https://doi.org/10.24294/jipd.
v8i11.6947

7. Bilgihan, A., Leong, A. M. W., 
Okumus, F., & Bai, J. (2024). 
Proposing a metaverse engage-
ment model for brand develop-
ment. Journal of Retailing and 
Consumer Services, 78, 103781. 
https://doi.org/10.1016/j.jretcon-
ser.2024.103781

8. Cai, J., Wohn, D. Y., Mittal, A., & 
Sureshbabu, D. (2018). Utilitarian 
and Hedonic Motivations for Live 
Streaming Shopping. In Proceed-
ings of the 2018 ACM Interna-
tional Conference on Interactive 
Experiences for TV and Online 
Video (pp. 81-88). https://doi.
org/10.1145/3210825.3210837

9. Carolina, M., Susilo, D. A., Shafina, 
M., & Surjandy. (2022). The 
Impact of Live Streaming Shop-
ping on Customers’ Purchase 
Intention in Social Commerce 
and E-commerce. In Proceedings 
of 2022 International Conference 

on Information Technology Systems 
and Innovation (ICITSI) (pp. 
369-374). https://doi.org/10.1109/
ICITSI56531.2022.9970821

10. Chen, X., Huang, Q., Davison, 
R. M., & Hua, Z. (2015). What 
Drives Trust Transfer? The Moder-
ating Roles of Seller-Specific and 
General Institutional Mechanisms. 
International Journal of Electronic 
Commerce, 20(2), 261-289. https://
doi.org/10.1080/10864415.2016.1
087828

11. Chung, X. L., Yasmin, F., Haider, 
S. A., Sinnappan, P., Poulova, P., 
Baskaran, S., Tehseen, S., & Idris, 
I. (2025). Impulsive buying behav-
iour in live-streaming commerce: 
an application of S-O-R theory. 
Cogent Social Sciences, 11(1). 
https://doi.org/10.1080/23311886.
2025.2474861

12. Fan, M., Ezeudoka, B. C., & 
Qalati, S. A. (2024). Exploring 
the resistance to e-health services 
in Nigeria: an integrative model 
based upon the theory of planned 
behavior and stimulus-organism-
response. Humanities and Social 
Sciences Communications, 11(1), 
1-14. https://doi.org/10.1057/
s41599-024-03090-6

13. Guo, J., Li, Y., Xu, Y., & Zeng, K. 
(2021). How Live Streaming Fea-
tures Impact Consumers’ Purchase 
Intention in the Context of Cross-
Border E-Commerce? A Research 
Based on SOR Theory. Frontiers 
in Psychology, 12. https://doi.
org/10.3389/fpsyg.2021.767876



105

Innovative Marketing, Volume 22, Issue 1, 2026

http://dx.doi.org/10.21511/im.22(1).2026.08

14. Hair, J. F., Risher, J. J., Sarstedt, M., 
& Ringle, C. M. (2019). When to 
use and how to report the results 
of PLS-SEM. European Business 
Review, 31(1), 2-24. https://doi.
org/10.1108/EBR-11-2018-0203

15. Ho, B. D., Duong, D. C., Ngo, V. 
N. T., Nguyen, H. M., & Bui, V. T. 
(2024). How Blockchain-Enabled 
Drivers Stimulate Consumers’ 
Organic Food Purchase Intention: 
An Integrated Framework of In-
formation Systems Success Model 
Within Stimulus-Organism-
Response Theory in the Context 
of Vietnam. International Journal 
of Human–Computer Interaction, 
1-19. https://doi.org/10.1080/1044
7318.2024.2406961

16. Hossain, M. A., Islam, S., Rahman, 
M. M., & Arif, N. U. M. (2024). 
Impact Of Online Payment 
Systems On Customer Trust And 
Loyalty In E-Commerce Analyz-
ing Security And Convenience. 
Academic Journal on Science, Tech-
nology, Engineering & Mathemat-
ics Education, 4(3), 1-15. https://
doi.org/10.69593/ajsteme.v4i03.85

17. Imanuddin, K. A., & Handayani, 
P. W. (2025). User continuance 
intention to use social commerce 
livestreaming shopping based 
on stimulus-organism-response 
theory. Cogent Business & Man-
agement, 12(1). https://doi.org/10.
1080/23311975.2025.2479178

18. Indah, L. N., Mery, R., Noorsy-
irah, A., & Anggreini, S. (2024). 
The Role of Intangible Values in 
Live Streaming and Impact on 
Audience Engagement. Dinasti 
International Journal of Educa-
tion Management and Social 
Science, 6(1), 706-715. https://doi.
org/10.38035/dijemss.v6i1.3531

19. Izzah, A., Handayani, Y. I., & 
Qomaruzzaman, B. (2024). The 
influence of convenience, trust, 
security and benefits of shopee 
online shopping in the pesantren 
environment. MBA - Journal of 
Management and Business Applica-
tion, 6(2), 702-715. https://doi.
org/10.31967/mba.v6i2.1025

20. Jalil, F., Yang, J., Al-Okaily, M., 
& Rehman, S. U. (2024). E-
commerce for a sustainable 
future: integrating trust, green 

supply chain management and 
online shopping satisfaction. 
Asia Pacific Journal of Market-
ing and Logistics, 36(10), 2354-
2370. https://doi.org/10.1108/
APJML-12-2023-1188

21. Kulikovskaja, V., Hubert, M., 
Grunert, K. G., & Zhao, H. (2023). 
Driving marketing outcomes 
through social media-based cus-
tomer engagement. Journal of Re-
tailing and Consumer Services, 74, 
103445. https://doi.org/10.1016/j.
jretconser.2023.103445

22. Kuska, D. A. R., Wijayanto, H., & 
Santoso, A. (2024). Improving 
The E-Satisfaction and E-Loyalty 
Based on E-Trust and E-Service 
Quality on Shopee Customer. 
Journal of Consumer Sciences, 9(1), 
22-39. https://doi.org/10.29244/
jcs.9.1.22-39

23. Li, L. (2024). Online consumers 
build trust with online merchants 
through real-time interaction 
function. Journal of Information 
Economics, 1(4), 37-48. https://doi.
org/10.58567/jie01040002

24. Li, X., Qiang, Q., Huang, L., & 
Huang, C. (2022). How Knowl-
edge Sharing Affects Business 
Model Innovation: An Empirical 
Study from the Perspective of 
Ambidextrous Organizational 
Learning. Sustainability, 14(10), 
6157. https://doi.org/10.3390/
SU14106157

25. Liao, C., Luo, Y., & Zhu, W. (2020). 
Food Safety Trust, Risk Percep-
tion, and Consumers’ Response 
to Company Trust Repair Actions 
in Food Recall Crises. Interna-
tional Journal of Environmental 
Research and Public Health, 17(4), 
1270. https://doi.org/10.3390/
ijerph17041270

26. Liu, F., Wang, Y., Dong, X., & 
Zhao, H. (2022). Marketing by 
live streaming: How to interact 
with consumers to increase their 
purchase intentions. Frontiers 
in Psychology, 13. https://doi.
org/10.3389/fpsyg.2022.933633

27. Liu, Z. (2024). Transformations 
in Consumer Buying Behav-
ior: Investigating How Online 
Shopping Platforms. Advances 
in Economics, Management and 
Political Sciences, 109(1), 181-186. 

https://doi.org/10.54254/2754-
1169/109/2024BJ0135

28. Mai, X., Sheikh Ahmad, F., & 
Xu, J. (2023). A Comprehensive 
Bibliometric Analysis of Live 
Streaming Commerce: Map-
ping the Research Landscape. 
Sage Open, 13(4). https://doi.
org/10.1177/21582440231216620

29. Motoki, K., Sugiura, M., & 
Kawashima, R. (2019). Common 
neural value representations of 
hedonic and utilitarian products 
in the ventral striatum: An fMRI 
study. Scientific Reports, 9(1), 
15630. https://doi.org/10.1038/
s41598-019-52159-9

30. Muna, Q. N., & Nadlifatin, R. 
(2025). The Effect of Seller Signals 
and IT Affordance on Purchase 
Intention Through Uncertainty 
Literature on TikTok Live Stream-
ing. In Projects, Processes, Systems 
and Networks in the Digital 
Age(ICLAMP 2025) (pp. 482-493). 
https://doi.org/10.1007/978-3-
031-99025-0_38

31. Nadeem, M. U., Bokhari, I. H., 
Zabrodskaja, A., Koschmann, 
M. A., & Kulich, S. J. (2023). 
Assessment of university stu-
dents’ energy saving behavior by 
integrating stimulus-organism-
response (SOR) and the theory of 
planned behavior (TPB). Environ-
ment and Social Psychology, 8(3), 
1-13. https://doi.org/10.54517/esp.
v8i3.2071

32. Nguyen, T. K., Le, M. T. H., & Do, 
H.-N. (2025). Building platform 
trust for live stream commerce: 
the social-technical systems 
perspective. Cogent Business & 
Management, 12(1). https://doi.org
/10.1080/23311975.2025.2482852

33. Pono, L. R., Handayani, P. W., 
Sandhyaduhita, P. I., & Azzahro, 
F. (2019). Trust in Merchants 
and E-commerce Platforms as 
Antecedents of Users’ Purchase 
Intention in C2C E-Commerce. 
2019 5th International Con-
ference on Computing Engi-
neering and Design (ICCED), 
1-6. https://doi.org/10.1109/
ICCED46541.2019.9161137

34. Prasetio, A., & Yudha, M. A. S. 
(2023). How Perceived Value and 
Customer Engagement Drive 



106

Innovative Marketing, Volume 22, Issue 1, 2026

http://dx.doi.org/10.21511/im.22(1).2026.08

Purchase Intention in Livestream 
Shopping. 2023 International 
Conference on Digital Business and 
Technology Management (ICOND-
BTM), 1-6. https://doi.org/10.1109/
ICONDBTM59210.2023.10326843

35. Sabur, M., Sari, A. A., Wiratih, 
H. W. R., & Nasim, E. S. (2025). 
Cultural-Based Marketing Strate-
gies: The Impact of Traditional 
Values on Consumer Behavior 
in Indonesia’s Creative Industry. 
International Journal of Account-
ing and Economics Studies, 12(4), 
686-691. https://doi.org/10.14419/
gq1qdr26

36. Santoso, A., Bidayati, U., & Hendar. 
(2019). Factors Influencing Online 
Purchase Intention: A Consumer 
Behavioral Study on Indonesia. 
Retrieved from www.ijicc.net. 
https://www.ijicc.net/images/
vol9iss5/9501_Santoso_2019_E_R.
pdf

37. Santoso, A., Ristianawati, Y., 
Hartono, S., Farman, F., & Nusuki, 
I. (2025). The Role of al-Qardul 
Hasan in Empowering Vulner-
able Micro-Enterprises through 
Bankziska. Ascarya: Journal of 
Islamic Science, Culture, and Social 
Studies, 5(2), 197–210. https://doi.
org/10.53754/19sqjj52

38. Shiu, J. Y., Liao, S. T., & Tzeng, S.-Y. 
(2023). How does online streaming 
reform e-commerce? An empirical 
assessment of immersive experi-
ence and social interaction in 
China. Humanities and Social Sci-
ences Communications, 10(1), 224. 
https://doi.org/10.1057/s41599-
023-01731-w

39. Sidik, T. W. F., & Roostika, R. R. 
R. (2024). The Influence of Live 
TikTokShop in Building Customer 
Trust and Customer Engagement 
through Perceived Value. MEC-
J (Management and Economics 
Journal), 8(2), 225-246. https://doi.
org/10.18860/mec-j.v8i2.28627

40. Steenkamp, J.-B. E. M., Batra, R., & 
Alden, D. L. (2024). How Perceived 
Brand Globalness Creates Brand 
Value: Looking Back, Looking 
Ahead. In Key Developments in 
International Marketing (pp. 219-
232). https://doi.org/10.1007/978-
3-031-17366-0_9

41. Sung, E., Chung, W. Y., & Lee, D. 
(2023). Factors that affect con-

sumer trust in product quality: a 
focus on online reviews and shop-
ping platforms. Humanities and 
Social Sciences Communications, 
10(1), 766. https://doi.org/10.1057/
s41599-023-02277-7

42. Tedjakusuma, A. P., Silalahi, A. 
D. K., Eunike, I. J., Phuong, D. T. 
T., & Riantama, D. (2025). The 
trust-driven path to consumer 
engagement behaviors: Exploring 
the role of streamer and platform 
characteristics in live-streaming E-
commerce. Digital Business, 5(1), 
100115. https://doi.org/10.1016/j.
digbus.2025.100115

43. Tohari, A., Sugiono, S., Irmayanti, 
E., Solikah, M., Meilina, R., & 
Sandy, T. A. (2025). The Impact of 
Word of Mouth, Product Quality, 
and Price on Trust and Repur-
chase Intentions: A SEM-Based 
Case Study of Indonesian Live 
Streaming E-Commerce. Inter-
national Journal of Analysis and 
Applications, 23, 113. https://doi.
org/10.28924/2291-8639-23-2025-
113

44. Vayghan, S., Baloglu, D., & 
Baloglu, S. (2023). The impact 
of utilitarian, social and hedonic 
values on hotel booking mobile 
app engagement and loyalty: 
a comparison of generational 
cohorts. Journal of Hospitality and 
Tourism Insights, 6(5), 1990-2011. 
https://doi.org/10.1108/JHTI-06-
2022-0229

45. Wang, J., Shahzad, F., Ahmad, 
Z., Abdullah, M., & Hassan, N. 
M. (2022). Trust and Consumers’ 
Purchase Intention in a Social 
Commerce Platform: A Meta-
Analytic Approach. SAGE Open, 
12(2). https://doi.org/10.1177/21
582440221091262?urlappend=%
3Futm_source%3Dresearchgate.
net%26utm_medium%3Darticle

46. Wang, S., Wang, B., Hu, A., & 
Zhang, X. (2024). Digital Market-
ing and Business Performance 
of Selected Micro-Enterprises in 
China. Journal of Business and 
Management Studies, 6(1), 134-
151. https://doi.org/10.32996/
jbms.2024.6.1.8

47. Wimolsophonkitti, P., & Naipinit, 
A. (2024). Drivers and perfor-
mance impacts of live streaming 
commerce adoption: Revolutioniz-

ing the e-commerce supply chain. 
Uncertain Supply Chain Manage-
ment, 12(3), 1479–1492. https://
doi.org/10.5267/j.uscm.2024.4.003

48. Wongkitrungrueng, A., & Assarut, 
N. (2020). The role of live stream-
ing in building consumer trust 
and engagement with social com-
merce sellers. Journal of Business 
Research, 117, 543-556. https://doi.
org/10.1016/j.jbusres.2018.08.032

49. Wu, L., Liu, S. Q., Ma, S. (David), 
& Hanks, L. (2023). Platform-
centric vs. multi-party service 
failure: an examination of 
consumers’ negative word of 
mouth about sharing economy 
platforms. International Jour-
nal of Contemporary Hospital-
ity Management, 35(4), 1332-
1375. https://doi.org/10.1108/
IJCHM-12-2021-1559

50. Xu, Y., Kapitan, S., & Phillips, M. 
(2023). The commercial impact of 
live streaming: A systematic lit-
erature review and future research 
agenda. International Journal of 
Consumer Studies, 47(6), 2495-
2527. https://doi.org/10.1111/
ijcs.12960

51. Ye, X., Batool, H., & Huang, S.-Z. 
(2023). The effect of e-commerce 
livestreaming services on cus-
tomer loyalty: a test of the chain 
mediation model. Journal of 
Innovation and Entrepreneurship, 
12(1), 41. https://doi.org/10.1186/
s13731-023-00310-2

52. Zhang, H., Zheng, S., & Zhu, P. 
(2024). Why are Indonesian con-
sumers buying on live streaming 
platforms? Research on consumer 
perceived value theory. Heli-
yon, 10(13), e33518. https://doi.
org/10.1016/j.heliyon.2024.e33518

53. Zheng, R., Li, Z., & Na, S. (2022). 
How customer engagement in the 
live-streaming affects purchase 
intention and customer acquisi-
tion, E-tailer’s perspective. Journal 
of Retailing and Consumer Services, 
68. https://doi.org/10.1016/j.jret-
conser.2022.103015

54. Żyminkowska, K. (2019). He-
donic and Utilitarian Drivers of 
Customer Engagement. Central 
European Business Review, 7(4), 
15-33. https://doi.org/10.18267/j.
cebr.204


	“Assessing the impact of seller and platform trust on consumer engagement matter in live streaming: evidence from Indonesia”

