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Abstract

In the context of the rural revitalization strategy, e-commerce marketing has become a crucial chan-
nel for selling agricultural products for poverty alleviation. However, these products face chal-
lenges including low brand awareness, insufficient standardization, and consumer trust deficits.
Based on SOR theory, trust theory, perceived value theory, and the theory of planned behavior, this
study systematically analyzes the impact mechanisms of e-commerce marketing strategies on con-
sumers’ purchase intention toward agricultural products for poverty alleviation. The findings indi-
cate that live streaming marketing enhances consumer trust and presence through visual displays,
real-time interaction, and streamer professionalism; content marketing and community operation
strengthen brand identity through emotional connection, user participation, and UGC word-of-
mouth communication; supply chain transparency and brand building influence purchase decisions
by reducing perceived risk and reinforcing multidimensional value. Consumer segmentation based
on geographic characteristics reveals significant differences in responses to various marketing
strategies among urban, county-town, and rural consumers. Urban consumers prioritize quality ex-
perience and emotional value, county-town consumers demonstrate high sensitivity to price pro-
motions and practical information, while rural consumers rely on acquaintance networks and of-
fline services. The study proposes targeted marketing optimization recommendations and cross-
strategy synergy solutions, providing theoretical references and practical guidance for e-commerce
platforms to enhance the sales effectiveness of agricultural products for poverty alleviation.
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