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ABSTRACT

On an e-commerce platform with abundant information, customers must spend a lot of
time finding a product. Interest-based e-commerce, a new strategic e-commerce model
on social platforms, which applies recommendation system to recommend content
based on consumers’ past viewing behaviors and preferences to promote certain items.
However, under a complex social platform environment, the factors that affect
consumers' purchase intention in this model are still unclear. Therefore, this study takes
Instagram as an example, which is the most popular among the young generation Z, to
investigate the factors that affect purchase intention in a social platform environment
based on the stimulus-organism-response (SOR) environment theory. The empirical
design was based on the data from the questionnaire, and the effect of the social
platform environment was examined using SPSS 27. The results show that three
external stimulus of user-user interaction, user-celebrity interaction and visual appeal
all cause purchase intention through user's internal perceived enjoyment. When the
system recommends products of interest to users, the environment of social platform
will enhance their purchase intention. Thus, external environment of social platform
stimulates the development of Interest-based e-commerce. Based on the above

empirical findings, this study proposes practical implications.
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