Pegawai negeri

Sekitar satu kali setiap dua atau tiga

Pria 41 |s3 | sipil hari

Pria 35 S1 Freelance Sekitar dua kali dalam satu bulan

Pria 33 S1 Wirausaha Satu kali dalam satu bulan

Pria 35 S2 Wirausaha Sekitar dua kali dalam satu bulan

Pria 35 S1 Freelance Hampir setiap hari

Wanita P_egawai negeri Selfitar satu kali setiap dua atau tiga
31 S1 sipil hari

Pria 45 SMA | Freelance Hampir setiap hari

Wanita 44 S1 Freelance Satu kali dalam satu bulan

Pri Pegawai negeri Sekitar satu kali setiap dua atau tiga

ria S )

45 S1 sipil hari

Pria 32 S1 Pegawai swasta Sekitar dua kali dalam satu bulan

Pria P_e_gawai negeri Selfitar satu kali setiap dua atau tiga
35 D3 sipil hari

Wanita _ Sekitar satu kali setiap dua atau tiga
22 SMA | Mahasiswa hari

Pria _ Sekitar satu kali setiap dua atau tiga
20 SMA | Mahasiswa hari

Wanita 40 D3 Pegawai swasta Sekitar dua kali dalam satu bulan

Wanita _ Selfitar satu kali setiap dua atau tiga
23 S1 Wirausaha hari

Pria Regawai negeri _
30 S1 sipil Satu kali dalam satu bulan

Pria Sekitar satu kali setiap dua atau tiga
45 S1 Freelance hari

Wanita 44 S1 Freelance Sekitar dua kali dalam satu bulan

Wanita 22 D3 Pegawai swasta Sekitar dua kali dalam satu bulan

Wanita 44 D3 Pegawai swasta Sekitar dua kali dalam satu bulan

Pri Pegawai negeri Sekitar satu kali setiap dua atau tiga

ria L )

25 S1 sipil hari
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Pegawai negeri

Wanita 33 S2 sipil Sekitar dua kali dalam satu bulan

Pria 23 S1 Freelance Sekitar dua kali dalam satu bulan

Pria 40 S1 Wirausaha Sekitar dua kali dalam satu bulan

Wanita 35 S1 Pegawai swasta Sekitar dua kali dalam satu bulan

Pria P_egawai negeri Selfitar satu kali setiap dua atau tiga
35 S1 sipil hari

Wanita 25 S1 Pegawai swasta Satu kali dalam satu bulan

Wanita _ Selfitar satu kali setiap dua atau tiga
21 SMA | Mahasiswa hari

Wanita 26 D3 Pegawai swasta Sekitar dua kali dalam satu bulan

Pria P_egawai negeri Selfitar satu kali setiap dua atau tiga
40 S2 sipil hari

. Pegawai negeri

Wanita 32 |st1 sipil Sekitar dua kali dalam satu bulan

Wanita Regawai negeri . .
32 S1 sipil Sekitar dua kali dalam satu bulan

Wanita 42 S1 Pegawai swasta Sekitar dua kali dalam satu bulan

Pria Regawai negeri .
43 S1 sipil Satu kali dalam satu bulan

Wanita 26 S1 Freelance Sekitar dua kali dalam satu bulan

. Pegawai negeri

Wanita 45 S1 sipﬁ ) Hampir setiap hari

Pria Selfitar satu kali setiap dua atau tiga
45 S2 Pegawai swasta hari

Wanita 20 SMA | Mahasiswa Hampir setiap hari

Pria 34 S1 Freelance Sekitar dua kali dalam satu bulan

Wanita 30 SMA | Wirausaha Sekitar dua kali dalam satu bulan

Pria Selfitar satu kali setiap dua atau tiga
40 S2 Freelance hari

Pria Sekitar satu kali setiap dua atau tiga
35 S1 Wirausaha hari
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Wanita 36 S1 Wirausaha Hampir setiap hari
Pria 25 S1 Freelance Sekitar dua kali dalam satu bulan
Wanita 27 S2 Wirausaha Sekitar dua kali dalam satu bulan
Pria P_egawai negeri ' .
36 S1 sipil Sekitar dua kali dalam satu bulan
. Pegawai negeri
Wanita 34 D3 sipﬁ ° Hampir setiap hari
Wanita 35 S2 Freelance Hampir setiap hari
Pria _ Selfitar satu kali setiap dua atau tiga
22 SMA | Mahasiswa hari
Pria _ Selfitar satu kali setiap dua atau tiga
21 SMA | Mahasiswa hari
Wanita 20 SMA | Mahasiswa Hampir setiap hari
Wanita 43 S1 Wirausaha Sekitar dua kali dalam satu bulan
. Pegawai negeri
Wanita 27 D3 sipﬁ \ Satu kali dalam satu bulan
Wanita 26 S1 Wirausaha Sekitar dua kali dalam satu bulan
Wanita _ Sekitar satu kali setiap dua atau tiga
27 SMA | Wirausaha hari
Wanita Selfitar satu kali setiap dua atau tiga
29 S2 Freelance hari
Pria 25 S1 Wirausaha Hampir setiap hari
Pria 23 SMA | Freelance Satu kali dalam satu bulan
Wanita 39 S1 Freelance Hampir setiap hari
Pria 44 S3 Pegawai swasta Sekitar dua kali dalam satu bulan
Pria 31 S2 Wirausaha Sekitar dua kali dalam satu bulan
Pria 34 S2 Freelance Sekitar dua kali dalam satu bulan
Pria Selfitar satu kali setiap dua atau tiga
35 S2 Freelance hari
. Pegawai negeri
Wanita 24 S1 sipﬁ ] Sekitar dua kali dalam satu bulan
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Pria 32 S1 Wirausaha Satu kali dalam satu bulan

Pria 36 S1 Pegawai swasta Satu kali dalam satu bulan

Pria Selfitar satu kali setiap dua atau tiga
31 S1 Freelance hari

Wanita _ Selfitar satu kali setiap dua atau tiga
36 SMA | Wirausaha hari

Pria _ Selfitar satu kali setiap dua atau tiga
25 S1 Pegawai swasta hari

Wanita Selfitar satu kali setiap dua atau tiga
26 S1 Freelance hari

Pria 44 S1 Pegawai swasta Sekitar dua kali dalam satu bulan

Wanita 43 S1 Wirausaha Sekitar dua kali dalam satu bulan

Wanita 27 S1 Wirausaha Sekitar dua kali dalam satu bulan

Pria . Selfitar satu kali setiap dua atau tiga
23 S1 Pegawai swasta hari

Pria 34 S1 Pegawai swasta Hampir setiap hari

Pri Pegawai negeri Sekitar satu kali setiap dua atau tiga

ria e )

34 S1 sipil hari

Pria 30 S2 Freelance Sekitar dua kali dalam satu bulan

Pria 24 S1 Freelance Sekitar dua kali dalam satu bulan

Wanita 42 S3 Freelance Sekitar dua kali dalam satu bulan

Pria 23 SMA | Wirausaha Sekitar dua kali dalam satu bulan

Pria 37 S2 Freelance Satu kali dalam satu bulan

Wanita 37 D3 Freelance Sekitar dua kali dalam satu bulan

Pria Sekitar satu kali setiap dua atau tiga
38 S2 Wirausaha hari

Pri Pegawai negeri Sekitar satu kali setiap dua atau tiga

ria S )

44 S1 sipil hari

Pria F’_egawai negeri _ _ .
43 S1 sipil Hampir setiap hari

Wanita _ Selfitar satu kali setiap dua atau tiga
21 SMA | Mahasiswa hari
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Wanita 30 S1 Wirausaha Sekitar dua kali dalam satu bulan

Wanita 41 S1 Wirausaha Hampir setiap hari

Wanita 40 S1 Freelance Sekitar dua kali dalam satu bulan

Wanita 23 S1 Wirausaha Hampir setiap hari

Wanita Sekitar satu kali setiap dua atau tiga
26 SMA | Freelance hari

Pria _ Selfitar satu kali setiap dua atau tiga
28 S1 Wirausaha hari

Wanita 33 S1 Wirausaha Sekitar dua kali dalam satu bulan

Pria 35 S1 Wirausaha Sekitar dua kali dalam satu bulan

Wanita _ Selfitar satu kali setiap dua atau tiga
22 S1 Wirausaha hari

Pria 41 D3 Wirausaha Sekitar dua kali dalam satu bulan

Wanita Selfitar satu kali setiap dua atau tiga
33 D3 Freelance hari

Wanita 31 S2 Wirausaha Hampir setiap hari

. Pegawai negeri

Wanita 23 S1 sipﬁ ’ Hampir setiap hari

Pria _ Sekitar satu kali setiap dua atau tiga
25 D3 Pegawai swasta hari

Wanita 31 S2 Pegawai swasta Sekitar dua kali dalam satu bulan

Pria 28 D3 Freelance Satu kali dalam satu bulan

Wanita 38 S1 Freelance Sekitar dua kali dalam satu bulan

Wanita P_egawai negeri . .
32 S2 sipil Sekitar dua kali dalam satu bulan

Wanita Selfitar satu kali setiap dua atau tiga
35 D3 Freelance hari

Wanita 26 S1 Freelance Hampir setiap hari

Pria 35 S1 Pegawai swasta Sekitar dua kali dalam satu bulan

Wanita 33 D3 Wirausaha Satu kali dalam satu bulan

Wanita 23 S1 Pegawai swasta Sekitar dua kali dalam satu bulan
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Sekitar satu kali setiap dua atau tiga

Pria 44 S3 Pegawai swasta hari
Pria P_egawai negeri _ .
42 S1 sipil Sekitar dua kali dalam satu bulan
. Pegawai negeri
Wanita 36 SMA | sipil Hampir setiap hari
Pri Pegawai negeri Sekitar satu kali setiap dua atau tiga
ria e )
30 S1 sipil hari
Wanita 41 S1 Freelance Satu kali dalam satu bulan
Wanita 37 S1 Wirausaha Hampir setiap hari
Pria P_egawai negeri _ _ .
41 S3 sipil Hampir setiap hari
Wanita _ Selfitar satu kali setiap dua atau tiga
22 SMA | Mahasiswa hari
Wanita 22 SMA | Mahasiswa Hampir setiap hari
Pri Pegawai negeri Sekitar satu kali setiap dua atau tiga
ria S n
45 S1 sipil hari
Pria P_e_gawai negeri . . .
34 S2 sipil Hampir setiap hari
Pria 37 D3 Freelance Hampir setiap hari
Wanita 28 S1 Pegawai swasta Sekitar dua kali dalam satu bulan
Pria 31 SMA | Freelance Sekitar dua kali dalam satu bulan
Wanita 32 S1 Wirausaha Sekitar dua kali dalam satu bulan
Wanita 30 D3 Freelance Hampir setiap hari
Wanita _ Selfitar satu kali setiap dua atau tiga
44 S3 Pegawai swasta hari
. Pegawai negeri
Wanita 29 | SMA | sipil Satu kali dalam satu bulan
Pria P_egawai negeri _ _ .
38 D3 sipil Hampir setiap hari
Wanita P_egawai negeri Selfitar satu kali setiap dua atau tiga
37 S1 sipil hari
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Pegawai negeri

Pria 35 | SMA | sipil Sekitar dua kali dalam satu bulan

Wanita 20 SMA | Mahasiswa Satu kali dalam satu bulan

Pria _ Selfitar satu kali setiap dua atau tiga
26 S1 Wirausaha hari

Pria 32 D3 Pegawai swasta Sekitar dua kali dalam satu bulan

Pria P_egawai negeri Selfitar satu kali setiap dua atau tiga
35 SMA | sipil hari

Pria P_egawai negeri _ _
45 S1 sipil Sekitar dua kali dalam satu bulan

Pria _ Selfitar satu kali setiap dua atau tiga
23 D3 Wirausaha hari

Wanita 35 S2 Wirausaha Sekitar dua kali dalam satu bulan

. Pegawai negeri

Wanita 44 S1 sipﬁ ] Hampir setiap hari

Pria 22 S1 Pegawai swasta Hampir setiap hari

Wanita 56thn | SMA | Wirausaha Hampir setiap hari

Pria 52 S1 Pegawai swasta Hampir setiap hari

Wanita 49 D3 Pegawai swasta Hampir setiap hari
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Construct Reliability and Validity

=] Matrix

Ch_
oV
PE
Pl
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PV

{1% Cronbach's Alpha
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it Averagel

Cronbach's Al..
0.820
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Discriminant Validity

rho_A
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0.808
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Ch_
0.857
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0.613
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0.620
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0.853
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0.532
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0.512
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0.242
0.606
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0.565
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0.734
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0.720
0.755
0.722
0.755
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0.269
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0.502
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0.850
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Discriminant Validity
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Path Coefficients

LS Algeorithm (Run Me. 1) Bootstrapping (Run Mo. 1) 3

|_=| Mean, STDEV, T-Values, P-Val...

=) Cunﬁdencelntewals\’ﬁ Confidence Intervals Bias Co...| || Samples

# A

£

Original Sampl...
CM_-= PE 0.404
CM_-= PO 0.442
CM_-= PV 0.319
DV -= PE 0.350
DV -= POy 0.398
DV -= PV 0.085
PE -= PI 0.334
PE -= PV 0.181
PC-= PI 0.284
PO -= PV 0.204
PV -> Pl 0.143

Sample Mean (...
0.400
0.437
0.324
0.351
0.402
0.024
0.335
0.179
0.277
0.193
0.146

Standard Devia...
0.099
0.093
0.084
0.101
0.090
0.072
0.086
0.07%
0.004
0.095
0.080

T Statistics (|0/...

177

4.080
4,735
3.810
3.458
4.408
1.174
3.867
2.306
3.009
2142
1.798

P Yalues
0.000
0.000
0.000
0.001
0.000
0.240
0.000
0.021
0.003
0.032
0.072
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How Do Display Cues Affect Purchase Intention
in the Live-Streaming Context: The Moderating
Role of Perceived Value

Xin Wen™_ Zirui Tang, and Haorun Song
Schwool of Design, Shanghad 1o Tong University, Stanghal 200240, People’s Repeblic of China

werel a959s ftu. edu . ca

Abstract. An:ncreasing smount of evidesce mdicases that produce display coes
are crucial in consumess” onlime paschasing hehavior As a special categoey of
omline sxles, agnculsand prodocts have thelr chamcseristics and seeds thae ds-
tinguwsh them from other peoducts. The cumest body of research cuaminieg the
influcace of agricultend poodoct presentasion in Uve-streaming on individush'
peochase pteaticn bs neber Linkted. This study explored the display cses of agni-
cultural prodects in lve-stream ing Drawing oo the Stmalus-Osgasism-Response
(3-0-R) moded and smsegratiag the Percelved Value Theory. 1o asalyze the facsons
affecnag comsemens’ pescelved besefits and percdase sacntion. The outcomes
revealed thae display visibiliy aed cus meltiplicity bs ogoculsend products Lve-
streasmimg offer skgnioc e advameage in tenm of percen od besefits. The variables
of display vissality and cuc maltiplichy jolutly sspocoted coascrees’ percelved
qualiry, while cue multiplicity had nodiscernible bnpact on consamers’ percelved
entenainmess. Funbenmore, comsemers' purchise micates wese stsesgihenad
by perceived quality, percelved eoteramment, sad percetved value. This stady
will broades the applicasion scope of the S-O-R mode! sad the perceived valoe
theory. lewill Belp us better saderstand bow product display cees affect purchase
imentsoes during live-streamung, and provide Soaretical backing and practical
advice for successful cnlise marketing

Keywerds: Displey cues - Agriculteral products - Purchase intestion

Live-streaming - Peiceived value

1 Introduction

In the current context of deepening digitization and nformatization, hve-streaming
c.commerce combines the features of traditional e.commerce with streaming media
technology, bhas emerged. It offers consumers with a more immersive and interactive
experience with visibility, interactivity, and entertainment. In contrast to traditional e-
commerce, live-streaming e-commerce provides consumers with product displays in
real-time videos. Itis able to present more detailed product information through streamer
interaction and consumer group interaction, which quickly enhances consumers” knowl-
adge of the products [48]. Based on the 52nd Statistical Report on China's Internet
© The Awthon(s), under evcl lic 0 Spoager Nafure Switzerlasd AG 2026

F. F-H Nub sad K. L. Siga (Eds ): HCH 2005, LNCS 16343, pp. 272-295, 2026,
bemgs d0i 0eg/ 10 100TH7E-3-032-13167-6_19

179



How Do Deplay Oees Affect Purchase Isention T

Development, by June 2023, the number of lve-streaming wsers in China reached 765
million. Thix reprexented am increment of 14.74 million compared 10 December 2022
and accomnted for 7TL0% of the total Inbernet user popelation, showing its strong market
praspects.

Unlike gemeral consumer goods amd services, agriculiuml products are non-
standardi zed. and imditional sales of agnicubtuml prodwcts face many problems, such as a
single market chanmel, asymmetnic information, and oo many mtermediate links. In the
face of increasing comsumer demand fior high prodwct quality, quality origin traceabiliay
and fexible punchasing methods, the raditional ssles mode] has made it challenging 1o
satisy consumers’ various demands. Live-streaming of agriculieral products realizes the
direci docking between agnoaliural producer apd consumers, mimmize the gap between
supply and demand, and improve the efficiency and transparency of agriculiural sales.
Diexpate the vanaus advantages of agrnculiural producs Inve-streaming, and the fact that it
i= im the stage of booming development, improving consumer satisfaction and increasing
the comversion rate is stll a significamt challemg e for retailers. In addition. compared with
other live-streamaing, agriculiural e-commence has the puhlic welfare of helping farmers.
and ibe consumer decisinn-making scene is ginven a specific social nature. Therefore, in
the agricubiural products live-streaming = hopping, consumers expect o reduce consumer
decimion.making bias and realive satisfaciony consumption dunng the purchase process

A agricuttural prodwct live-streaming escommerce becomes increasingly popular,
academics have laonched many stodies an enhancing lve-streaming strabegies to help
farmems from vaniows perspectives, such ax 1the cormeni siatus of agricultuml prodocs
hive.streaming. sceme chamcleristics, consumer trost, and marketing sysiem. In macro
research, based on scene marketing related theones, scholars bave put forwand foasibe
countemmeasures, such asoptimizimg the quality of agncubtural products, e sce e, com-
tenl. and data, to enhance the scenc:hased morketing strategy for agricultural products
[1]. In terms of consumer trosi, the informabion exchamge mechanism amd information
transfer asymmetry between streamers and consumers, makes it possible to provide qual-
ity endorsement of agriculural products theough the repatation of officials” streams rs and
to show consumers the supply chain of agriculiural products through diversified infor-
matsan [3%]. In the comlext of Hvesstreaming e-.commerce marketing chamcteristics, it
comstrocts the marke ting process and mode of agriculheral products ender the promation
of livessireaming e=commerce. i puls forwand optimication strabegics inierms of recon:
structing the live-streaming marketing sysiem, planning the overall marketing scheme
and constrocting the live-streaming marketing ecosystem [ | 1]. Om this basis, more in-
depth research bas also been carried out an the agriculiurall prodscts live-streaming room.
wuch as the sihmational intemcion in the lvesstreaming environmend, the on-site armange-
ment in the spatial scene, the dchmess of the product introdwsction, the emotional arcusal
of the streamer traits and the social prosimity of the scenario atmosphere, and many
other faciors can exert varying degrees of impact on the effect of agnooltural prod-
wcis live-streaming. Reganding the impact of streamer characlerstics on consumers”
intentions, streamer popelarity, professionalism. sothenticity, interactivity, individual
attribuies, eic.. can all infleence consumers” purchase imlentions.
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Horvever, with the depth of the research. thie cumrent live-streaming of agricultoral
proclucis still has certzin problens. First, in the coniext of e<commeroe |ivessireaming,
the streamer ocoupies an absolutely dominant position, which has a pivotal and direct
impact an the quality of live- streaming, product comeersion mie and user Stickiness.
Some live-sireaming have exaggemied propaganda. bow siandardization and low cons
sumer trst. This requires e-=commerre sireamers o have the ability 1o bve-smeaming
expertise. providing consumers with sufficient and adequate information |35]. Mose-
ower, in the current agrniculivml prodocts live-sireaming simmation., with a professional
background in e-commerce, live-streaming talent is relatively scarce, and there need for
a praciical 2hility 1o quickly learn the live strategy 1o streamer peofessional live irmiming
1o enhance live skills and profe sional quality [ 309, Secondly, the impomant advamtage of
live:streamying as one type of e=commerce lies in the real=time information display amd
interaction, which hrings consumers intnitive. accurate display and sufficient informa-
ibon abowt comrmodity=related cwes [ 1 7). At present, the theoretical and practical research
on how prodlems swch as unclear expression of product raceabiliny, low asthemiciny,
umintuitive product display, and oo littke commodity-related coe information of live agni-
oultural products affect consumers” consumption experience and purchasing decision is
still insufficient. The lack of thearetical models for the traits of agriculiural preducts and
the gnidance of the display skills and display strategies in practice affects the comversion
of agricultural products imte consumpiien (o a certxin exient.

Based om this. this study focuses on consume =" explicit dermend for prodsc: quadity
live-sireaning, and explares the mecham smoof the influence of product display atributes
of agriculivral produocts live-sircaming on consumers” purchase mtentions by inbegrating
the S={1-K model and the perceived value theory, with the mediation of cossumers”
perceived valse, and enhances the merchanis” enderstanding of the comsumers. The study
enriches the resislis of theoretical rescarch on agrionliuml producs Ive-sireaming, amd
guides practical srategies. Therefore, in this siody, we atiempt 1o address the: fol lowing
research quesiions:

Rjl: How do produoct preseniation aitnibuies affect consumer-perceived valoe i
agriculioml prodwcts livesstreaming

R{)2: How does consumer-perceived value affect purchase imenbion in agricultoral
products [ve-streaming 7

RQ3: How does perceived value mediate between produoct presentation atiributes
and purchase intention?

By solving the abowve three problems, our study can enrich the theometical model of
agriculiural products live-sireaming escommerce research, explore the optimization path
through an in-depih analysis of the traits of agriculvral prodocts bve-smeaming. explore
ihee hreakibrough point of agriculiural products live-sireaming &t the level of produc
display, put forwand a more @rgeted strmiegy of agriculivral products lve-sireaming,
and offer theoretical backing and practical direction for the effective anline marketing
of agricultumal producis.
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2 Literaiure Review and Theoretical Background

L1 Live-Streaming E-Commerce of Agricultural Prodecs

Fecenily, the expansion of the live-sireaming market and the fast advancement of live-
streaming lechmology have led 1o a new business model, live e-commerce, i which
streamers present in real-ime via video 1o discuss and respond to viewers” questions
[55], and sell ppods and services directly to their cusiomers throwgh the online visual
mediz. Compared to traditional e-commerce, it provides consumers with a highly inter-
active and novel shopping experience. which genemies more significant incentives o
drive consumer behavior. The brisk growth of lve escommerce also provides new sales
channels for traditional industries soch ax agricwleral products.

Compared with other product calegones, consumers are becoming more circum:
spect when il comes o purchasing agriculral produocts. The taditionad <ales model has
high commumication costs, and consumers” concerns ahit procuct guality and prod.
! sodErces are nok condscive o tramsactions. Agriculiural prodocs e-commerce lve-
=treaming combines the strengths of multiple media, provides consumers with more
prosperous 2nd mone vivid stimalus cwes, realizes the optimization from static piciures
to real-time dynamic video, highly visual intesface from multiple senses o increase
the consumer's sense of immersion and sense of presence. the streamer cam aleo come
mumicate with consumers ahout how they feel and what the prodsct looks or smells
which affects the consumer's product price, quality. chamcteristics and other percep.
tion. In additian, for corsumers of agriculurzl produocts, the multi-dimensional dymamic
imformation display capability of the agricelral live platform can transmi the grose.
ing environment, produciian process, product chamelenstics and other infomabion of
agnicultural prochucts to the msdience in a clipless maneer, presenting a “what vou see
i what you get” offline shopping environment, and enhancing the conssmer’s sense of
trust. Compared with traditional e-commernce, rely an customer service response and user
feedback afier the interaction mode, live-streaming e-commerre supports onusumers and
sireamers and viewers real-time interaction; mformation feedback is more rapid, accw-
ralz. and personalized and can effectively belp consmmers make a purchase decision. The
real-time intervention of the streamer can help consumers obi@in product information
more guickly and efficiently.

For the bvesireaming of agricubural producis, the existing research mainly
researches the product supply chain mode], developme nt mode] and consumers” purchase
imlentions. The rescarch on prodsct supply chain and development mode] is relatively
macrascopic. In contrast, the specific refinement to the optimiztion sirmlegy ressarch
om live-sireaming, the amalyxis of consumers’ purchase mlentions can effectively under-
stand the faciors affecting consumer experience and decision-making o imprave the
guality of live-streaming. Researchers have discussed the effect of escommerce sireamer
characieristics on consumers’ purchase imlentions, such as credibility, imerctivity and
prafessionalism. However, considening the umigque atinibutes of agniculiural products, the
purchasing decisions made by consumers hinge not merely on the ultimate goality of
the prodwct, bul also on the online selling scenaria, the environmend, and the present.
tion format [5). Therefore, further clarification is needed on kow agrioobural product
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preseptation cues inffuence consumers” purchase miention and corsumers™ perceplual
experence in agrculivml product livesstreaming rooms.

211 The Stimnlos-COrganism- Rsponse Sodel

In order o conduct a scientific and sysiematic research on the influencing factors
and mechamisms of agriculivral " purcha=e imtention, this paper adopis the
Stmmulus-Organism-Response (S-0-K) theoretical model. Psychology which was firs
proposed by Mehrabian and Fissell in 1974 [24]]. The model is effective in explaining the
influence of the exiermal envirommeent on human bebavior and is also exiensively applied
im environmenial peychology in retail environmendts | 14]. Where § stands for the stim-
ubus of the external environment (Stinvolos), O stards for the organism with cognition
(Chrganism ) and R stands for the action-wise and psycholngical response (Response).

In the shopping ervironment, stimubus varizhles belomg to the external infleences
that cawse changes in consumers” emotions and cogmition, and are composed of mar.
keting vanables and other emvironmenial factors; oogamism vanables are composed of
individimls” perceptual, mental, and thinking activities and include hoth emotional and
oogaitive dimensions. im which perceived entenainment, satisfaction., eic. in the realm
of emotion, whike perceived benefits, eic. belong 1o the catecory of oognition;, response
variables are consumers” under the influence of varipes stimuli The final otput of the
psychological or behavioral respomse. swch as direct arder, add o can and other purchase
decisions [12].

With the development of marketing science. the 5-40-E model ha been widely used
with different scenarics such ax retailing and online shopging, and is al=o applicable to
the live= sireanmng comtexi. There have been some reseanch results 1o explone the mecha-
nism of the external emvironment stimulating individuals 1o generale purchase mlention
imternally in the context of agricultural products lyve-streaming e-commerce. From the
mpect of live stnsosphere, Lhe live interactive atmasphere and supportive atmosphere i
the agriculivral products live-srenming e-commence comtext have o significant positive
effect om consumens” perceived trust, perceived ententainment md perceved usefulness,
which in lum influences comsumers” purchase mtentions; from the perspective of con-
sumer cogmition, the mormality, asthenticity, visibility, quality value, public welfare, eic.,
presented in the agriculisral products live-streaming room Can augment CONSWEMETs pers
ceived valoe and perceived trost, and it is condwcive to improving comsumers” purchase
imtentioms and subsequent repeat purchase inkentbons: from the perspective of streamer
attributes, when consumers face the streamer with kigh tnest. high imteractive attributes
and strang professional ability, their emotional ex perience when walching live-sireaming
e-commmerce to help agriculiural products will also be enhanced, which will improve their
purchase inlentions and viewing viscosiby.

At present. the application of the 5-0-F mode] toanalyze specific product categores,
sunch as agnculivral products with umigoe characieristics, etc, is less research. In the study
of agricubtural products live-streaming bck of live agricultural products information
display attribwtes om consumer experience and purchase intentions of in-depth reseanch.
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L3} Perceived Yalue Theory

Perceived Valwe Theory originaled in husiness research and was first proposed by Zei-
thaml im 1988 [41]. The model of Perceived Value Theory concludes that perceived
valoe represents a customer’'s comprehensive asessment of the utility of a product or
zervice, which is founded on the perceived benefits and cosix, so that increasing the per-
ceived value of a cusiomer can be achieved by either mcreasing the perceived benehits
or decreasing the perceived costs of the customer.

The mode] propesed by Zeithaml [44] divides elements inte three levels: bow-level
attributes, perception of Jow. bevel attributes and highslevel attributes. The theoretical
mode] af perceived valees in the aspect of e-commerce ve-streaming consists of four
levels: bowslevel aimibwies, low-level perception, high-devel cognitive attribuwies. and
purchase intention'decision-making, in which the bow-level attnbutes are the atiribules
of the live-streaming room; the low-level perception & the consomer's perception of
the attribues of the lve-stireaming room; the high-level copnitive anribuotes include the
consumer's perceived benedfits and peroeived cosis, and the combinaison of boih of thewe:
attribanes is the perceived svaloe; this ultimately affects the purchaze irsentions.

The key concepts in (he perceived value thearstical model include perceived beme-
fils, perccived payments and perceived value. Among these, perceived benefits are the
pasitive effects ar benefits that consumer feel when wsing or owning a product or ser-
vice. These advaniazes can be useful (e.z., the wtility and performance of the product ).
emotional {2.g.. the pleasere and sutisfaction that comes from osing the product), and
social (e.g, the sncial siatus and sdemtity that comes from wsing the product . Consumers
comsider the=e benefits together in the decision-making process B0 assess whether the
proddisct or service can fulfil their demands and expecations. Perceinved paymenis refer
to the vanious cosis or prices comsemers must pay (o acguine a product or service. These
payments inchede mol only monetary costs (the price of the productj bt also a vaniety
of nom-monetary costs, such as time costs (the time it takes to by and ose the product ).
perchalogical casts (the psychological pressure and uncertainty in the decision-making
process . and effort ovsts {the costaf the effortand Fsamning required touse the product).
anmd sovon. Percetved value is o consumer's overall evaluaiion of a prodisct or service after
considering perceived benefits and perceived payments. After weighing the benefits and
paymenis, it reflects the consumer’s suhjective valee perception afier weighing the ben-
efits and payments. In e-commerce live-streaming scenarios, perceived value directly
affects consumers’ purchasing decisiaons and satisfaction and is an imponant basis for
merchanis to devebop live-sireaming marketing siraiegies.

The perceived value theoretical mode| bax been used extensively in online shopping
and live e=commerce (& shown in the Table 1), There are specific ressarch results io
explore haw the attmbutes of the live-sireaming room in the condexl of live escommernce
affect the perceived value, which in turn influences the customer's inlention to participate
or purchase. From the aspect of streamer features, when consumers face kighly credihle,
mmieractive, professional streamers., they will have tnest im them, so that the emotional
experience of waiching live escommience o help agriculina] products will be enhanced.
and their purchase imenticms and viewing viscosity will be improved. From the perspec-
tive of product display, product knowledge, product display, produoct and background
maiching degres in the live e-commerce context plays a crucial positive mole m affecting
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consumer perceived eniertainmend, and perceived valwe, which in om infleences con-
sumer purc hase intertion. From the perspective of cansumer perception, the attribotes of
live-sireaming cam improve comsumers’ perceived usefulness. perceived emtertainmen
mnd symbodic value, which is comdsciee o increasing comsumers’ purchase imentions
and subsequent repeat purchase inlenticns.

FFar the agrioultural prodisces live-sireaming, consumers” experiencoe of functiomadity
and emation in peroeived bemefits i the most prominent. i.2., perceived quality and per-
ceived emienainment are considered. Therefore. this stedy foneses on perceived qualicy
and perceived entertainment in perceived benefits and coaibine s the comprehensive anal-
y=is of perceived value a5 a cognitive organi=m () to analyze the influemce mechamism
of the display attmibutes of agriculiural prodiscis live-streaming on comsumers” purchase
imentions medisizd by consumers' perceived value.

Tahle 1. Relaed Rescarch Varubles of Pereenved Value Theony

Main influence fncioes Authaors Main Besearch Varishles

(haraoveristes of Yve Blemgy & Lim (2022 Prodessionalsm, Credibiley.
SO ETNETR Ammctiveness, Ineractiviny,
Perve e Vabse, Trust,

Fhou & Heang | 20023) Prodessionzleem, Airnovesss:.
Inperaceiviny. Imege Maching,
Perceivad Procical Walus.
Percetved Emotional Value

Lee & Chem (MI121 ) Ammnctiveness, Trusrwombuness,
Expemise, Percenved Enpayment,
Perce e Ulsedul ness
Shang, Ma & Wasg (3% | Prodeo o cicgsound fi,
Percelved plessure, Parchase

imeanm

Wonglanesgroeng o ol Perceved usefulsess value,

[ | ke R T percened entemainment value,
perceved symbalic value, s in
prod L sine mmer

3 Research Model and Hypotheses

The research model of this study is presented i Fig. | Drawing on the 5-0-B model
andl perceived value theary, the product display information (inchuding display visshility
and cue mubtiplicity ) is regarded as the external stimubus 5; consumers” perceived gain
iz taken as the arganism 0, including perceived quality, perceived enlenainment, and
perceived valee. Donving an the 50K model and perceived value theory, the product
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display information (inclodmg display visibility and cue multiplicity) is taken as the
external stimubus S; consumers” perceived gain is taken as the organism O, inchuding
perceived quality. perceived entertainment, and perceived value; and purchase intention
is taken as the response R. In addition, the gender. income, age, and education background
of consumers are considered as control vanables.

————— - —————

| .

(e ' . / | e

- \—--.—.--—.---.-l" e

Fig 1. The resetech models.

3.1 Relationship Between Product Display Information and Consumers’
Perceptions
A camsprehensive display of products is required in the agricultural hvesstreaming con-
text o provide comsumers with comprehensive visualized information amd multi-sensocy
cues. 5o this study sclects display visualization and cue multiplicity for the agnicultural
Display visibility m live e-commerce refers to the degree of visual perception of the
consumer of the product and the degree of visualzation of the product information when
watching the live-streaming, inchading the mieractivity, immersion, and conception of
the hive-streaming |2). Livestreaming throegh the form of real-time video allows con-
sumers to have a moee mtuitive enderstanding of the commadity, the streamer through
the direct display of commodity defails and with multifaceted explanations to enhance
the consumer’s awareness of the product and the immersion in the process of walch-
ing the live-streaming [ 19]. In the agncubtural products e-commerce live-streaming, the
streamer’s display and introduction of an agncubtuml product can be camied out from
various aspects, such as: combining with the edible scene using the corresponding uten-
sils to contain the food for display, describing the flavor of the food such as the aroma
and the taste of the food when tasting, and displaying the details of the appearance
of the goods in detail, and so on. Acconding to the theary of mind flow, when con-
sumers” attention is focused on one thing, its perceived value will be enhanced [13).

187



ZHD M. Wen e al.

Compared with traditional online shopping. live-streaming can bring consumers rich
three-dimensianal visthility and provide diversified display methods, thus significanily
improving the perceived quality of the product and the perceived enteraimment in the
viewing.

Cue multiplicity refers o using multiple cues or factors io explain a2 phenomenon
or relationship in a study. In consumer behavior research. oue multiplicity refers o the
diversity of information that consumers need 1o face when making online purchases, e,
the infarmat icm froemn mushiple chanmels and sources thiat comswmers are swhjected to when
searching. bressing, and learmning 2bowut a prodsct [21]. Comsumers will have difficuliy
in making decisions when these conflicting informatiom and evalmations of a produoc
from different websiles, platfiormes, and spoial media. and when these infoomation about
a product from noultiple perspectives and sowrces all poimt positively e the product™s
simemgihs. it will improse the consumer’s perceptions of the produec.

In the comtext of agricultural prodwects live-sireansing e-commerce, the delivery of
mue information has charme| diversity, and consumers can mot only understand the prod-
uct information throsgh the text and pictores in the product detail page bat also combine
the verbal and mon-verbal infrrmation of the streamer [43). Amaong then, the streanmer™s
inirnduction of an agriculivml prodest can often be carried owi from mobiple spects,
swsch ax the cultural knowledge of the scurce region of the agricaltural product, the plani-
eating methods of the agriculoral product. and =0 an. These muhiple aspects of informa-
ibon and cues relaied to agriooliural products willl affect the consomer~’s undersianding
of the product and the perception of the atmosphere af ibe Evesstreaming roome. The
multifaceied imformation of commodiiies in the same soene an complement each o ber,
thus forming a sirong explamation of commodities, bringing multifaoeied and effective
informaticn stimulation to consumers., improving their perception of commodities [ 4],
and positively affecting perceived enderiainment.

Based om this, the following sssumpiions are made:

Hiz Display visthility hax positive influences on consumers” perceived quality

HIh. Display wisibility has positive influences on consunsers’ perceived entertain-
memi.

Hlc. Display visibility has positive influences on consumers” perceived valwe.

H1a Coe mubtiplicity has positive infloences on comsumers” perceived guoality.

HIh. Cue mubtiplicity has positive influence s onconsumers” perceived entertainment.

H2c. Coe mubltiplicity has positive influences on consumers’ percemved vallue.

A Consumers” Perceplions

Agrnioultural products are distimguished from other prodoc categories by their mons
standamlization and hierarchical guality. Consumers need to confirm the: quality of the
procuct io obiain a positive experience of consumpiion. The sireamer will provide sops
pori for consumers o confirm the quality of the product by introducing the relevamt
and praciical information about each siage of the product for consumers o reduce the
posshility of poor viewing and consumption experience caused by consumers’ concem
and distnest of the quality of the product.
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Eniertainment is the pleasure objectively felt by an individual while performing a
particular behavior or activity |36]. Research has shown that eniertainment marketing
activities {e.g.. publishing enierainment content) can influence consumer attitodes and
behaviors [3%). In agricultuml products live-streamimg. streamerns will wilize interesting
and helpful techmologies (e.g., virual reality) io demonsimate products, eic. In addition,
zsome streamers will nse bumor o make communication with their costomers and make
them fezl coey and happy in the live-streaming. Simce the streamers willl present indar.
malbon about the agriculisral products in an entertainment inberaction, the consemers
will get some degree of utilitarian value in the enleraimment imeraction.

Based om this, the following bypotheses were put forward for this study.

H3. Percerved quality has positive influences on perceived value.

H4. Percrived enteriamment has positive influences on peroeived valwe.

A3 Relationship Between Consomers’ Perceptions and Parchase Intention

I agricultural live e-commerce, perceived guality indicates to the degree to which the
comsumer, throwgh the description. charactenistics, and price of the goods shown i the
live-streaming room and the actual situation, includimg the: gualiiy of the goods, features.,
xize, and other sspecis of the prodwct quality jpdgment. Compared with traditional online
shopping. live e-=commerce can present the goods in an accumic amd compleie way.
with a high degree of prodwct reprodwciion o comsemers. At the same time, the live:
streaming af the sreamer’s real-time imiroduction, imleractson., and other behayviors will
alsp enbence the consumer’s percepiion and confirmation of prodecd quality [56]. In the
live: streaming of agriculivml products c.commerce, the sireamer’s inimduction of the
awthenticity of a commodily can be carried ot in mamy ways. soch as mbmoducing the
source information of agriculivml producis, demonsimting the freshness of agniooliural
producis. and making reliable quality assurance and commitmend.

The percerved quality of agriculivrl products dinectly miffuences consumers” pur:
cha=e decisions and consumpibion expemence [ 4. On the one hand. if during the live:
streaming ., coosumers find that the streamer or the product detail page conveys product
information that is moonsisient with reality, they will have a sense of misimust, lowening
their trust in the streamer and the product, which in mm affects the purchase indention: on
the other hand, if consomerm find that the prodect is inconsisient with the descmpton in
the live-sireaming after they have purchased i, it will lead o adecline in consumer sat-
isfaction. an increase in the mie of retum, and the formation of a negative word of mosth
absout the e-commerce platform amd the streamer. When consumers are more positive
absout the perceived quality of agricoltumal products, they are more likely o recognize
the live-streaming and the streamer. They are more willing o immerse themselves i the
enderainment atmesphere of the live-streaming | 15].

Comsumer:perceived enieraimment refers o a sense of mental. psychological satis-
faction gepemabed in the process of comsumers experiencing a product or service, empha-
sizing the pleasure brought by this experience process itself rather than just the gains
brought by the resulis. When consumerns waich e-commerce live-sireaming, their goal is
et puly io bary the goods they want ata bow price in the center af the live-streaming room
bui also io obiain a pleasurable viewing and shopping experence and emotional value.
Ini bive e-commerce, consumers” perceived enlertzinment will receive the influence of
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siTeamer, pop=up afea comments, oiber consumers” inberactive behavior, and a variety
of interactive games such ms live red packets, eic. A vanely of forms of product intro-
ductiom, the bively and active aimosphene of the pop-wp area, the positive interaction of
nther viewers to grab the purchase behavior and high frequency, high participation in the
grabbing of the red packeis, etc., will mmprove the perceived enteriamment of the con-
sumers while waiching e-commence Bve-sireaming. This kind of inieresting and diverse
live condent is often more ahle to attract the attention of consumers and enhance their
pleasure, which im tum mcreases the kength of time consumers watch the lives-sireaming,
improves the exposure rbe of products. amd thus promotes the purchase inkeniion.

Research has demonstraied that percerved entertainment plays a crecial role incon-
sumer decisiom-roking and purchaxing processes. miivemcing comsumers’ purchase
intentioms and comiinwed usage bebavior. Koo & Ju [23] demonstrated that consumers”
perceived entemzanmernd during the experience process significantly influences their pur.
chase intenitons. Inaddition, other scholars have proved that comsomers " perceived enter-
inimmeent has positive influences on thesr satisfaction with the entire purchasing behavior,
increasing theirimentions o make a second purchas: and their trust in the merchant afier
oompleiing the tamsaction chain [30].

Pesceined valoe represents a consumer’s ocomprehensive msessment af a product or
service's niility during the acquixiiion process. It comes from the consumer’s consider-
ation of both the benefits obtained and the costs incurmed duoe bo the purchas: behavior
[51]. Sweeney and Soutar [44] sgeest that perceived valee ix the mcreasing effent
of social selfcomoept Bromghit by a consumer when purchasing a product with exceps
isnal sociz] valee. In the ve-sreaming sceramno of agrculural products, the perceived
value of consumers can be divided inbo wao aspects: one & the purchase of origimal,
high-guality, original and high-guality agricultural prodocts at a lower price, and the
nther is the psychodogical fulfillment of consumer poverty alleviation that consumers
gel fram parchasimg agriculiural produscts i contribute to the cause of povery allevia-
iban in poverty-siricken mreax, amd =0 om. These together comstibote the perceived value
of agricultural prodocts o live consumers.

The aszessment of perceived value is a dynamic process which i influenced by con-
sumers persaonal charactenistics, purchasing environment, and other factors, thus affect-
img their purchasing imtentions and behavior. Jin, Lee & Lee [12] stated thst consumers”
perceived value of an imporiant determinants of consumers” purchasing decisions.

Based on this, the following sssumplions are made:

H35. Perceived quality has positively influemce on comsumers’ purchase indenbions.

Hé. Perceived value has positively influence om consumers” purchase mitentsons.

H7. Perceived enbertaimment has positively influemce on consumers’ purchase
intenkioms.

4 Methodology

4.1 Variahles and Measarements

This study empirically iests the proposed thearetical model nsing a guestionnaire based
on ke methodobogy of previows studies. By reviewing previous stodies, we found a
validation scale comesponding bo the mode] variahles proposed inthis paper and validated
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by schaolars. We adjusied and modified this io create o scale that is more in fine with the
characieristics of agriculiural products live-sireaming. The measwre of display visibility
diraws om Liu et al. [ 24] with three question items; the measurne of cwe muliiplicity draws
om Yickery et al. [45] with three question items: the measure of perceived quality draws
om Beverland e al. 6] with three question items; the measure of perceived enteraimment
i= memsured by Shen et al. [41] and consists of 3 items: perceived value is messured by
Davis e al. [ 10] and consists of 3 ilems: and perchase inlention 5 meassred by Creyer
[9] and others and comsists of 3 items. All itemn scales were measured wsing a fives
point Likert scale, where | indicales compleie disagreement, and 5 indicases complete
agreement. Participants were ashed to answer tnsthfully. The variables and scales are
shown in the Table 2.

Table £ Varioblss med oeassremenls

Diispllay w isiballity (DA}
| I though the appesrance of the sgriceluml produces inthe | Lo et ol. [3013)

live-sreamisg rom was comgechensive omd Musparent s
its presemtaion

Dy 2 The descniprioss of the differen sessney experiences o the
live- saresm guve me a faller mderstanding of the
agriculnsrsd producc,

D'y Usimg the comespomdisg urensils 1o display the agriculiunal
products belped me visuslize the servisg soenaro

Cue mvalripliciny PEMY

("N | wienn the siremmer 10 inimodece culiune m inoresse my Vickery e al. (2004)
emderaanding of de sgricekural prodecis

Chi2 1 wani e sireamen b pecsenl indonmallos abost the
P Uchao B0 T Fese My under dnraieg of The

agriculnzad produces
Ch3 I woonsld like the live-sine amning roosm i isroduce & varety
of serving methods vo incrense my knowledge of the
agniculners] produces
Percetved quality (PO
Bl When watching & live-soreansisg of agriculssral produces, | | Beverland et al. (2008)

wid 00 bears ahost the source of the agriculnsral produces
P2 When warching & agriculmral products live-soreaming, |
consider the freshness and sryle Aovors of the produces

P35 1 eipect relishle qualoy assurance asd commimeni from
live sellers

Perceived emenmnment (FE)

FEl 1 had a gres ume weching the stresmers bring in the Shem e . (20000
agnculiers] produces

Jeam i
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Tabde X jcoinmioed)

Vimlahles | Measurements References
PEZ I thougha the spreamer's presentation of the agriculnsral

prosdects was very onginal mnd e
PER I'd like po wonchothe agriculpssd products bve-sare s os

i [t

Perceived value (PY]
L2y Huying mgriculiural prodecis on the Hive feed can make niy | Deves et al, (1939
duily life casier

Pz I com Ao Bor @ wider vareety of agriculneral produces in
the live-siresming

i [ cum el thee aadvamtage off bayisg agrculural peoduct
the live-siresming over buying i1 o the superma ket
Purchuze imeedsos (Pl

M I’ wedlling w0 add agricelural prodects 1omy can when | Crever | 1997
walching the live-sareanisg

P2 I willling so owider agriculiunl prodests righ off the
live-sireaming

Pz Ien willing oo Baey back agricehural prodecis in the
live-sireaming ey dimes. over

4.2 Duia Codbection

Thiis study huilds on previous research by ssing a questionnaire (o collect data. a survey
data collection method that is recognized in management science ax a reliable method For
oallecting barge amounts of ndividoal-bevel data [ 3, 5]. The questionnaire for this study
was crealed using the Questionnaire Star platfoom {bitps2ffwweawin. onf) o ensure dala
callection refiability and randomization. Cluesticnnaire Star i a platform that provides
questionnaire creation and data collection services. The questionnaime was distribuled o
podential cusiomers throogh WeChat, China's leading social media chanpel. The link o
the queestionmaire is shared across multiple WeChat groups. Users can woluntarily answer
the guestionnaire. and each user 11D can only arswer the guestiommaire once. Participants
whao fill ot the guesticnnaire will be paid a centain amowunt. The resiriction on recruiting
participamts must be at least 1E years old.

The omline questionnaire was divided into four sections. The first section introduced
the source and topic of the questionnaire and cutfined the survey’s objedtives. The
aim was o eliminale the respondents” defenses and guide them 1o answer sincerely
based om the actual sitmation. In the second pan, o ensure the questionnaire’s vabidity,
platform screening questions were =61 up acconding to the reszarch theme, limiting the
respondents 1o consumers of live escommence whao watched agriculivml products lives
streaming or purchased products in the lives streaming room. The third pan deals with the
respondents’ persomal information, incleding gender, age, ocoupation, edwcation bevel,
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monthly imcome, eic. The fowrth pan is the main strociere of the questionmaine, which
comlains the research variahles of the proposed dimensions and consists of 18 guestions.

The guesticnnaire was colbected from May-Jume 2024, & pre-survey was first oom:
ducied i best the applicability of the guesticnnaire guestions; this was followed by data
collection from a large sample. 'With 413 participants, we first excloded consumers who
had watched agricultural products lve-streamimg. In additiom, invalid comrespondences
were excluded (e.g-, on long or too short completion time, duplicales or ioo many
outliers. etc.). The final nember of valid quesionmaires was 337, with a walidity mie
of 81.6%. This sample sie is comssdered acceptable m Bve research [7]. Among all
the respondemts. 57.09%% were female, and 43 (F% were male; most of the respondents
were between I8 and 30 years obd (6260%]), which i the same as the age group of
the current Chinese escommerce consumers; most of the resporsdents bad an education
of bachelor’s degree or below (BL6E%); and the respomdents’ incomes were centered
cn 3, 00005, 55 BMB (6. 1%). This study believes that the data of this questicnnaire
reflects the basic situation of current c=commerc: on=sibe consumers miore realistically.
which is representative io a certain exlend and can support the subsequent research and
anatysis.

4.3 Control YVariahles

Four comtrol varables were incorpaoraied inio the study o guaraniee the relishility of the
results. These control vanables limit the effects of unrelated.

This may disnepi the strength apd direction of the link Between stimulos, orgamism.,
and response. Based on previows studies [24]. We used demographic varables swch as
gender, age, educational background, and income as contr variables.

5 Data Analysis Results
2.1 Reliwhility and Validity

SP55 5.0 was used to analyze the data for reliability. and AMOS 280 was used o
validate the factor analysis. The overall Cronbach™s o of the scale was (LER6, and the
Cromhach’s a of cach variahle was more significant than {7, indicating that the: ohserved
varizhles can betier explain the varahles. The facior boadings for each varable were
higher than 0.7, mdicating that the variables can be beiter explained by the ohserved
variahles. An analysis of the aggregatiom validity of the scale revealed that the AVE of
each variable was greater than 0.5, and the combined reliahility was greater tham 0.7,
indicating that the scale hax good aggregation validity. In addition, the sguare ool of
the AYE for each variahle was higher than the comelation coefficient, mdicating that the
discriminant validity of the scale was high {ax shown in the Tabde 3).
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Table 3. Losdings. AVE. and CH.
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From the resulis of the strocheral equatson modefing (S EM) fitne=s test in the Table 4,
it can be seen that the EMSEA waloe is (W062, which i in the mnge of (.05 -0.08,
indicating that the model fits well; the chi-square degrees of freedom ratio (327d) =
2343, which is less than 3, indicating that the hypothesized model fits well with the
actual sample daiac the values of TLL NFL 1F1, and CFI are all greaier than 0%, which
reached the fitness standard. indicating that the model constructed im this paper fits well
with the actual collecied dain. The resubts shaw that the model consinecied and the
hypotheses proposed i this paper fit well with the actual data.

Tahie 4. Mofel Finess reashs

Adhptaion p MIFl Pl EMBER | TLI HFl ¥ Al
ke

Recomemended | < & =% =15 - fiiE = 1% = (L% = @il = BF
Nl 234% [LE8S (IR ] LIHT S L= L] LLSAE] LIRS (LS )
Comcluman Supporicd | Sepporicd | Sapporniad | Soppericd | Supponicd | Sepporicd | Sopparied | Sopporicd
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5.1 Hypothesis Testing
The research model was estimated using AMOS 281 to obtain the struciural eguation
mode] path (2= shawn im the Fig. X). The parameter estimation of the simsctural egualion
mode] was organized according 1o the above resulis. The orginal hypotheses, regres.
zion paths, standardized path coefficients, povaloes. and resulis of hypothesis testing ane
listed in the Table 5. Among the 1] hypotheses, only hypothesis Hh is not supponied.
indicating that cue multiplicity in the agriooliural prodwct s [ive-sireaming has no impact
on consumers” perceived emterinmment. (o= (K63, p = 0402, From the support path,
display visibility and coe maltiplicity have positive influences on consumers” perceived
guality, and display visihility has positive influemces on consumers” perceived enbertain:
ment; consemers” perceived quality, perceived value, and perceived emenamment have
pasitive influemces oo consumers” purchase inlestions, with the mfuences of perceived
valoe being more significant (o= 018, p = 0.00F).

, B
r i
- na-E P
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Fig. 2 Model with path coefficiens.

Table 8. Model Path Cossfficiens and Hypothesis Test

Hypoibesis | Relationship Estimaies | Povalee | Conclusion
Hia [Mspllay visibility - = Perceived qualiy | 0.286 (KK Supponed
Hib Ihsplay Visbality - > Perceived 0171 M2 |Supponed
Entemainmen
Hie [Mplay visibility - = Perceived Vabee | {504 (KK Supponsd
Hla Coe mulnplicity - = Percelved qualiy | {1181 (kI Supponsd
ewiliniasa i
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Table & (ool )

Hypothess | Relmionship Esmimates |Poalue | Conclesion

H2h Cie multipliciry - = Perceived REL] oo | Ussspponsd
Enierainmess

HXe Cwe muhiplicity - = Pereeived Valoe | 0056 ol ] Suppomed

H3 Percewved qualiny - = Perceived Value | 0374 0 Suppomed

H4 Perceved Esteriammeni - = Poreived |0138 aols Suppomed
Yabar

H3 Pereived qualiny - = Parcloe: 0363 000 Suppomed
Inentm

Hi Perc sived Esterinmaneni - = Puchoes | 037 0o | Suppomnsd
niemi

H? Peroeived Yalue - = Perchase lmestion | LIT2 e n ) Suppomad

Moke: ®, 77 and *** indicale significant ot the | 05, 3% and 1% siamistical levels, respactively

Tabled. Mok arimg effert nesuls

el o Ecimmes | Povolue
CM - = PE-=Fl IR a7
OV - = PE-= FI 052 L
TR - = P - = Pl IR iy
B .= P)-=Fl 111415 il ]
Ch =PV -=Fl L0s7 (LS
DO - = PV - = Pl AH3 0oy
CM-=PE-=PV-=PF |{iK3 O hisd
PE-=PV-=Pl 11451 auls
Ove=PE.=PV.=PF |06 i TE B
CM.=P).=FY.=PF [{018 aonn
P)-=PM-.=Fl 111411 O]
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M- = PE - = PV LECTH] O bty
DW= PE- = PV LI (o [RNSEY |
8 - PO - = BY 005 Qo
OV . = P . = F¥ AITH L]

In order to Further test whether the mediating variables {perceived quality, perceived
valee, and perceived enterininment) mediate the effecs of external variables (display
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visihility, cue multiplicity) on purchase decixions. this study used the Booistrap medis-
tin effect test to iest whether the mediation effect is significant. AMOS 8.0 was wedin
the testing process, and the significance and coefficients of the product of the mediating
effect coefficienis of perceived quality, perceived emteriamment. and perceived valwe
were calculaled using the nonpammeiric percentile Bootsirap method. Seiting a sample
of 50K} imme=, if the confidence interval does nod coniam 2ere sl a confidence level of
95%. the coefficient product is significant. and there is a mediating effect.

The resulix are shown in the Table 6. Each mediating effect model passes the test al
the 95 % probability level.

6 Concdusion and Discussions

This siody applies the 5-0-K model. combined with the Perceived Valee Theory. io
explain the effects of prodoct display cses om consunmeers” perceived valoe and purchase
imtention in the agriculiural prodscts |ive-sireaming. In this shedy, the atiriboies of prod-
wct d=play visihility and coe maltplicity im the 2 griculiural products lve-sireaming are
taken as stimuli, the perceived quality, perceived valwe, and perceived smieriaimment.
which represent the faciors of comsumer experience, are taken as organisms, and 1he
consumers’ purchase imentioss m the live: sireaming & iaken as reacison. The siedy
resulis show that the expressions of cue multsplicily of commodity informaton in the
agmculiural producs Ives-sireaming have mo impact o6 comsumers” eolerairmend. Dis.
play visibility and cue multiplecity joinily auzmenied consumers” perceived guoaliy, and
display visibility has positive mfluence on consumers” perceived enicrizinment; Co-
sumers’ perceived quality. perceived valoe, and percerved entertainment have positie
infiuences on consemers’ purchase intentions, and the effed of perceived valoe is mone
significant.

I the S« B model, stinguli can trigeer an individual’s perception. Display visibiliay
percerved benefits. The actual display of agricultural products in the live-streaming and
the sireamer’s commuitmend io the quality of the product can comvey the quality and valwe
of the product amd eshance the consumer's perceplion of the valoe of the product throegh
the live-streaming, the consumer can directly see the specific details of the agricultural
products, and this intuitive display allows the consumer to comprehend the product
mie intuitively and accumbely, which will enhance the consumer’s perceived benefits
im the purchase; the sireamer in the live-streaming of the agricubiural products nzlaied
to other cues in ihe live-sireaming such as: production location, produsction methods.,
comsumpiion methods, sc. can provide consomers with more prodwct information, thas
enhancing the perception of product valkue.

The digplay of visibility im the live-streaming of product e-commerce can enhance
the consumer’s perception of entertaimment. Live show of the real scene and the real
production process so thal consumers can feel the live-streaming of the growth of agri-
culivral producis, picking, and other processes; this life experience can irigger the emo-
tinnal resomamce of consumers, increase the sense of participation and imleractivity, so
that consumers are mare willing 1o participaie in and imvesied in live-sireaming, thus
enhancing the perceived emeriainment when waiching live-streamimg: live-streaming of
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real-time display of high-definition images and colorful The realdime display of high-
definitbon images and coborful images of agriculivral prodects in the Eive-smeaming
cam bring visual, intuitive feelings o consumers in the live-sireaming. and thix visuoal
immersiom can improve the viewing experience of consumers and enhance the perceived
entertzinment. The effect of coe mulisplicity im live- streaming on consumers” percefved
enlertxinment is insigmificant and is considered bo bave o effect. The possible reason s
that the inroduction and display of other produoct-related information in the agriculimural
producis live-sireamming is oo dull io be combined with ententaiming information and
Cannod caus:s consumers bo be emiertained when watching.

Cansumers” percenved benefits in agriosliuml products live-sireaming can emhance
their purchase indentioms n the live-sireaming moom. E-commerce lve-sireaming not
ouly provides product information but alse acoompany vanous preferential activiies,
limited-time discounts and =0 on. Consumers waiching the agriceliuml producis live-
sireaming agriculmoral products can feel the valwe of the product itself and the public
wilfare vule: of sspporting the canse of helping farmers. This im percened
value stinsulates the consumer s desire o buy.

Cansumers” perceived enderiamment in agricoliural bve-sireaming escommerce can
enhance iheir purchaxe imtenbons i the live-streaming roome. Enberiainmend, an impor-
iamt feature of e-commerce live-streaming . provides consumers with an easy and inter-
csting shopping experience. In the live -sireaming process, the sireamer will wsually ose
humorous language. vivid expressioms. and actions 1o introdece the product; ihrough
the enieri@ining conlend display and explanation, the sireamer can transfer the complex
prociuct informaisos é the consumer in a simple and ey -bo-undersiand way, making
easier for consumers to understand and accepl. and enhancing consumer pleasure. This
sepme of pleasune can increase the inderest of consumers in live content so thiat they are
maore willling o stay in the hve-sireaming room, further undersiand the produoct. and

produce parchase mientions.

fi.l Theoretical Implications

The hive-siteaming e=commerce market is growing rapadly, and while there are maary
academic studies on the influence of live escommerce on consumer purchasing decisions,
oonsumer behavior is sdll evolving im the context of the emerging and inmovative live
e«commerce market. Moreover, thene is still a lack of im-depth ressarch on agriculoral
products, a product category with ils product chamoieristics. Thus., this stedy aims b
address the research gap by exploring the relationship between the display information
of agriculivral products and consumers” percepiions and purchase mientions based om
the: characteristics of agriculiural produscis.

6.2 Nlomsgerial Implications

The resulis of this stody also prowvide practical insights for live-sitreaming managers and
platforms. Cur findings sugeest thal comprebensive visual product information needs
io be provided in agriculivral live-sireaming. High-definition pholography and video
equipment can be wsed 1o ensure that consumers can cleary see the details of agriculs
twral products, including color. shape, and texture, and that all aspects and details of
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the agricultural products ane displayed through multi-angle displays amnd kens mooms (o
pravide consumiers with a more comprebensive understanding of the appearance and
characieristics of the prodects. Combining text, pictures, videos, and other media 1o
pravide consumers with a comprehensive inbrodsction.

Tv enhance muli-sensory- based coe multiplicity, the production methods and plant.
img techmigques of agriculiual prodects can be introduced during the live-streamimg.
=0 that consumers can betler understand the production standards and quality assur
amce measures of the prodwcts; the consumption methods and cooking seppestions of
agmoultural products cam be pravided, including recipe recommendations and Food com.
binatipns. so that comsumers con better understand the diversified wses and pairitional
value of the prodwcis: the features and advaniapes of ngricubtural products can be demon:
siraied through comparison and demonstration, such ax iaste Through comparisans and
demonstraticn: . we demonstraie the charactensiics and advanlages of agricullural prod.
wcis, smch 2= daste. moirtional valoe, variety, etc.: and share cossumers” use cases and
experiences, including word -ofmouth evaluations and purchasing feelings, =0 as o
emable consumers fo obiain cues and irsights from other people’s real experiences, and
to increase the sense of rost in the prodocis.

Ir an imcreasing |y homogenized Byve-streaming environment, it is cnibcal o incarpo.
rute advanced iechmologies 1o create Eyve -streaming environments thad satisfy consumers’
pasitive perceptions of agniculfural prodoct quality, attmctiveness, and enicriainment:
benefits. These opiimication siradegees can improve the display and design elements
associobed with agriculivral products live-sireaming s increass COMSUMEr COMVETSions
durimg Eve-streaming and ubtimately increase sules.

6.3 Limitations and Future Risearch Directions

There is a large varety of agnicubural products, and no detailed stodies are conducted
aocording to specific catepories. Live-streamimg platforms are diverse, and there are
refinement possihilities for different platforns and different consumer types. Perceived
bemefil, posiiive impact perspective, no perceived loss incorpomied im modeling.
While the resulis of this study provide relevant thearetical and practical contriba.
tirns., there ane mitations that provide guidance and opportunities for future research
directions. Due io the cost and time comstrainis of the siudy, this study sampled from
the andience of live e-commerce in China, and imvestigating a broader sample would
alloew for more generalizability of the resulis. Although oer sample is representative, the
sample size is limited and may not fally reflect the purchasing behavior of all consumers.
In additson. im ierms of product calegonies. agriculiural producis cover a wide range of
specific product categories, and the specific needs of different product categories vary.
In terms of theoretical modeling, this stedy does not refine the different types of
live- streamimg platformes. The multiplicity of streamer types and product types of live
streaming merchants makes their operation models, sdience growps. and consumers’
purchasing decision paths different. Future pesearch can amalyre different types of lives
streaming platforms in depth. establish more refined theoretical models, and better
explain and predict the path of influence of different 1y pes of live-sireaming e-commence
atiribuies on consumers” purchase decisions. In addition, this stedy oaly analyzes the
perceived benefils of consumers in the agriculiural prodects livessireaming, lacks the
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siudy of perceived bosses in the research model. and has mot analyzed the role of lives
sireaming of agriculiural products in social benefits, which can be used as a focus for
fubure nesearch.

Disclosure of Interests.  The muthors declare that they have no known competing finan-
cial imlerests or personal relationships that cosld h:w! :ppe:md. In mfluence the wark
the authors declare that they have mo known ar
relationships that could bave appeared to influence the work.
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