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Abstract

This study explores user behavior characteristics and development strategies for the integration of
e-commerce and “Three Rurals” (agriculture, rural areas, and farmers) short videos. Through ques-
tionnaires and data analysis, we investigate the demographic profiles, viewing platforms and habits,

SCEG| A KM, RS AR AR A AT O S SRR ). TR 55 1ER, 2025, 14(7): 1955-1963.
DOI: 10.12677/ecl.2025.1472393


https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2025.1472393
https://doi.org/10.12677/ecl.2025.1472393
https://www.hanspub.org/

X

motivations, consumption behaviors, and evaluations of “Three Rurals” short video users. To opti-
mize content, it is essential to highlight regional uniqueness, prioritize user needs, and strengthen
emotional engagement. By integrating interactive designs, live-streaming commerce, and innova-
tive technologies, an immersive consumption pathway can be constructed. Platforms and govern-
ments should collaboratively refine regulatory frameworks to safeguard user rights and enhance
trust. Additionally, algorithm-driven precision marketing and data-driven personalized recom-
mendations should be leveraged to advance user-centric strategies. This research provides theo-
retical and practical insights for deepening the integration of “Three Rurals” short videos and e-
commerce, contributing to the growth of the digital economy under the framework of rural revital-
ization.
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Figure 1. Gender distribution of surveyed “Three Rurals” short video users
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Figure 2. Age distribution of surveyed “Three Rurals” short video users
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Figure 3. Residential area distribution of surveyed “Three Rurals” short video users (n = 368)
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Figure 4. Viewing frequency of “Three Rurals” short videos
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Figure 5. Typical viewing time for “Three Rurals” short videos
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Table 1. Platforms used for watching “Three Rurals” short videos
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Table 2. Ways of discovering “Three Rurals” short videos
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Figure 6. User interaction with “Three Rurals” short videos
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Figure 7. Willingness to watch “Three Rurals” short videos
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Figure 8. Preferred categories of “Three Rurals” short videos
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Table 3. Purchase behavior on “Three Rurals” short video accounts
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Table 4. Average monthly consumption on “Three Rurals” short video accounts
F 4. "ZER” BISKS TRPRBYES

T HTPEH R N A
07t 42 46.15%
0~50 7t 34 37.36%
50~100 st 9 9.89%

100 JTBh L 6 6.59%

4. BEM=RGNITME L REOXRAR
41. AEMK: DRAPERAZL, ITESNHERHENENM

WO, AR A BIE R N AR B B e, OUER B B SRR N A . =R A
A E BIAELE R — K R ARG IS, Ry 2R BEAN Ry, — WRHb EE S RIS 7™ B 5 i L m R4l e
R 5 AT Gl — S PR R RIREE R T I AR A2 N, (BN RIURE, 1582k
EHARERANEAL, FFGFERER, S0 AN A G L[ ) e g e i) 1) 101 FEMLE ST,
HARME— HAE S e 5| 3 2 2 AW « FAAIE T DANAA 8% 3 AR 3b AT T S 058,
A M NRATIOR, TS Adr 1), RIS A # R A — M ORISR S ks . B Fre e
X, BR— MO mEid 2, AR SR FRFE . EE CRM4A” , BR CNmE” o BRI
5, LTS BRI, B OSSR A F8, REMEER. B, 5T SR S #
R SRR NS . B URR 2 M. NS, SR AR S SRS R ILS, SR
HIME R SR . FEAE A DR, N gl o, At P UORIT R REE S, @' lnr(E
TR o BIAnTEW = SRS . Pe i . AR s . RS EE . VRN 5 25K . 7 D RS 7 i N LS
A TE S R T R, R A AR
4.2. BEEhiEiE: TR IEEREER

N T R 5E L S AR S O LA E, AT DA IR U SR . AR R I B e, Wk
. A& R, WLEREA NS5 SR AFRRR IR Z R HEh R . B, SRR
7 AR E, BV, R, (R MR AR FRIRAT T RERT I AR ORI SRS . T 2K
M EALIE AN B QLERSROEREAM AT SRTHARZ 5 RSN R X T Z M s 51 %% .
2R PR AR SR AE IO 19 s, AR B, WCGHDT B B REL, il P PR E AR BRI,
QB AGIRMRE, FTERRM XK. B2 R BT B. B BRI, 13 n LIS A sk
I ELE, [E R, s i, SRm T SR RN, R ELAR R B E S S s,
“RT 100 HBEAN T, SEETRRETANIRA S S 5K BRI ISR ESIMERR G H S5 . FR,

H#

DOI: 10.12677/ecl.2025.1472393 1961 N e


https://doi.org/10.12677/ecl.2025.1472393

X

BEATAMEACHERE , IR ANN TR REBOR, X R AT NREAT 0 i, D9 HERE M PEAL 1R P9 2 A0 o
RS AEHESE, P AR BGEAE SKR . BRJE, SR AR, I 1A > A
HIGAE . B A AEBA S, AT IN N A R SRR ST, RN G EZ 25 R, Jf
SLSETE B RBAILA,  Ke i S R AT il S AL, AT AT S AR SS, S

R,
43. E1ER%: HRERERPNEGE

AR RN 2RSS, BATE =R NI EAARAER], BURN SRR 51 SAE I DUR
T & M AR, R & MT BRI AR AR, A RemoRRERE L “ =K AR AE
FHRY . S AESERIRDUZ 0T F S L LA S 2R AE ST ETE1]. B 1E N “ =4 Fl
MEsI A, MRS S5 RS R @A, B =R AR REREIE G A D RIRE,
SATIRAL . Tlkfb . EAMIAETT K. [, HEEROT SR 6. BRI 5l
F5 NA S~ Pk ST NEL R S XA EIRGE T A, 2 WRTHF 6 e AMmse i, TG 24
EAmA R, WERERMESNHEAITFG[12]. ST 65 BEE AT . [, 762583k
QI R Z A, I8 2 R R AT 18, EEAn AR B S JLE R, IR AN, 2 W3
BOa B, A TR KRR B SE  Behh, Sl ERIRAMREE 2T 2 AR M5 307 FHBUR,
FESEEN e XA RV AR R LA 2 MR M I E R B, HIERZ RIRAE 2 MR . B
IR “ =47 JERIIN 51 5, 00 “ =47 UM T ST EBGRRE “ =R FAIRAIE I FR7s . BUR M
HRAFEILE BRSOy =R AL R R E TR I, 51 eI E B SE B R
TR E LI INT. [RII, ) A% 2 38 8 B R, XHERRIERER . AL STy “ =47 FAin LAs
JISZRE, W BEARS . OSBRI R AN LB . 8 AR AERNEIL, X« =47 FAL
FAFBURE bR S iR e i AZES, RIS, S ERAUT N, O “ =R ABRREAENEEIE— 1
T BT 4] % 2 1]

4.4, BRARMEE: HXENHEEEWN

B, BHATEHRICEE S50 FAUICT S RFEAN B B R SRS T BE A RIS 2 A B EE
FAR A, 30 2 A A R B R AR BT [13] . IRk, TR R B BA, W 7 e A
AHHEEF &M S, OFEWENLE. #RILxR. WEICRS, WX EB #1717
FURIER ARG SIS S . H, AT R WA, BT R, MR Eg, R
P HIEEES S PR s WOl 6B IS, JEIE AR, SR BRSSP HERE . A
LA M TR RE S, WHER RGP EUE. ABREIE, BREE IS HOR,
HEF AERA PEAN S PR . I, FURIHLER 2 ST RN L R SE, XHER KRGk, &5, WE
BIE BN I RCR AT S AT VR, B R R B T SRR R bR . ARGE VA SE R, e

R B S, SRS . BARFT SR, QRFEMIT S, T E. B, s
B4 F AT AT
5. &5

AT S =R RS T 5N AT ORHE, Rl WS W ERA T T
BAREOL WEBRRET N WAL HRELSI, PRI “=R7 B 20t E
T R A P R R IR R B AT N A BRI ARSRE, (E A A B R
Bests MPMEBESEA, ROSHUET FRFBING ., HREE A RIET R, Hh 2R RNER

DOI: 10.12677/ecl.2025.1472393 1962 N e


https://doi.org/10.12677/ecl.2025.1472393

X

SEXA; SRT, AR TN RO R DR B BB AR OR B A SRR AT N
JEDRRIE R & <5 NI bk N PN P D w2 WA a8 R A 1] Y D D o i AN G RS N £
WG R, AT ERAL . Hahiges. [EAEER. SORMAEN MR- 1 TR X 3.

WU RIRAIARSK R : 1) FEAMBE SRR : A2 IR TAREARN=91), REXH T
JEBCHURE, EREAE ) ARG AL, ORI v SR L A RIS P S5 40 7 B
RIAT A ZESIZIAEIRN o« RKRBEFUNE NI REEARME, 247 A EACRYEN AR, JHT R 2
FIP R EERETE . 2) AT RREER UL - 1465 25 B RE S AT I RIS BE M, (B TP T2 R R SR
BEHLAD . “RhE” BN AIEABRAR AT | AIPREVE 20 PR 2R A5 R Z IR A2 o ROR T S5 SR FEVT IR
FER/NLL RS SCYS S FME B IS A AT AR TT . 3) A SCHR H LA SR 2 B T B g M AN
BURZ I, I SCBROR 7 8 5 S SEIERT S AT S e AL AL o

SE ik

[1] Fiak. SRR 5 =R EASIN R RIVR 5012 0], 1L PEH 4, 2024(2): 108-110.

[21 AHBRMRI, BRI, BRIG. “ = A BT GE 2 A 5 R TR B ST R A2 4R 1 [9]. TT R ARk, 2022(33): 32-34.

[B] M. 2 MHRMAIT 2 T RIME MRS M —— 2 TIToE H R B[], #iR5E, 2019(12): 78-84.

[4] 5k =REMBUIREE 2 M SO R L] T E SRS E, 2023, 40(9): 2.

[6] W, AN R R AN 2 T R B[], E AT, 2024(8): 79-85+92.

[6]1 FEJENN, FE, dePiFh. AT P K TR A S A [ A0 gl Mk ——R 1 o [ 2 A HR 4 U B 5088 (0 EHR 9], L
W& K224, 2025, 47(2): 15-28.

[71 REKW, x5, mHEE. RACRK BRI B 2 MR M[I]. EWE &, 2025(2): 58-65+76.

[8] RWNEE. FTibAAT s pgr AR LSRR [D]. ARz, 2019(28): 62-63.

[O] H 2. BFEUE s N RM R KRR []. R BHES X R, 2024, 45(1): 72+83.

[10] %?.zﬁ%%%%F@ﬂvEﬁ%ﬁﬂﬁ%%%ﬁ&ﬁ@m%mymi%ﬁ%ilHﬁ:ﬁﬁ%%k%

4,

[11] XIBESI, 2548, ZHFK. EFRHERT & 5L AR X RIEA S HE——R TR TFRELE XB HEGTT
[3]. & FEIFIE, 2024, 36(6): 277-288.

[12] FMr. “ =R HE AR BE 2 AR in R B AR BRI [3]. BARAR ML, 2023(4): 30-32.

[13] Tie, KEBR, Hul), TH. BHRETMEE S RETRARE N & i AL o 0] B
P11ttlpssl://kns.cnki.net/kcmsZ/article/abstract?v:OYYC1NNquAaJvFZ-o-quOOSRz3shuECsLoisGl-
9EzrHKFI1J9yneXWno5vC4g_kmdiCFMONibLf-

xkQkQ1Uy53pNLZtZWLIA4rBHzP3ctKgEDK[ja25wwTQIDLXPIK_TE9ILIWINSVzXwlgrV5KaoledkznWXgbQOyzt
47Gwle6A=&uniplatform=NZKPT, 2025-04-10.

DOI: 10.12677/ecl.2025.1472393 1963 N e


https://doi.org/10.12677/ecl.2025.1472393
https://kns.cnki.net/kcms2/article/abstract?v=0YYC1NNgyEAaJyFZ-p-Gxq0O5Rz3shuECsLoisG1-9EzrHKFIJ9yneXWno5vC4g_kmdiCFM0NibLf-xkQkQ1Uy53pNLZtZWLJA4rBHzP3ctKqEDKja25wwTQ9DLxPiK_TE9L1WlNSVzXwlqrV5KaoJe4kznWXqbOyzt47Gw1e6A=&uniplatform=NZKPT
https://kns.cnki.net/kcms2/article/abstract?v=0YYC1NNgyEAaJyFZ-p-Gxq0O5Rz3shuECsLoisG1-9EzrHKFIJ9yneXWno5vC4g_kmdiCFM0NibLf-xkQkQ1Uy53pNLZtZWLJA4rBHzP3ctKqEDKja25wwTQ9DLxPiK_TE9L1WlNSVzXwlqrV5KaoJe4kznWXqbOyzt47Gw1e6A=&uniplatform=NZKPT
https://kns.cnki.net/kcms2/article/abstract?v=0YYC1NNgyEAaJyFZ-p-Gxq0O5Rz3shuECsLoisG1-9EzrHKFIJ9yneXWno5vC4g_kmdiCFM0NibLf-xkQkQ1Uy53pNLZtZWLJA4rBHzP3ctKqEDKja25wwTQ9DLxPiK_TE9L1WlNSVzXwlqrV5KaoJe4kznWXqbOyzt47Gw1e6A=&uniplatform=NZKPT
https://kns.cnki.net/kcms2/article/abstract?v=0YYC1NNgyEAaJyFZ-p-Gxq0O5Rz3shuECsLoisG1-9EzrHKFIJ9yneXWno5vC4g_kmdiCFM0NibLf-xkQkQ1Uy53pNLZtZWLJA4rBHzP3ctKqEDKja25wwTQ9DLxPiK_TE9L1WlNSVzXwlqrV5KaoJe4kznWXqbOyzt47Gw1e6A=&uniplatform=NZKPT

	电商与“三农”短视频融合的用户行为与对策研究
	摘  要
	关键词
	Research on User Behavior and Strategies in the Integration of E-Commerce and “Three Rurals” Short Videos
	Abstract
	Keywords
	1. 引言
	2. 文献综述
	2.1. 关于“三农”短视频的研究
	2.2. 关于农村电商的研究

	3. “三农”短视频融合的用户行为情况分析
	3.1. 用户基本情况
	3.2. 用户观看途径和行为
	3.3. 用户观看动机
	3.4. 用户消费情况

	4. 电商和三农短视频融合发展的对策研究
	4.1. 内容优化：以用户需求为核心，打造高价值有特色的短视频
	4.2. 互动增强：构建沉浸式消费链路
	4.3. 信任建设：全链路保障用户权益
	4.4. 技术赋能：算法驱动精准营销

	5. 结语
	参考文献

