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Abstract

Based on the S-O-R theoretical model, the influence mechanism of consumer trust in agricultural
livestreaming was examined, with a focus on the mediating role of regional cultural symbols. Through
questionnaire surveys and data analysis, livestreaming platforms and product quality were found
to positively influence trust perception. Product branding and product quality were effectively shown
to stimulate regional cultural perception. Trust perception and regional cultural perception were
both found to promote purchase intention, with regional cultural perception also strengthening
trust. Accordingly, strategies are proposed for constructing a reliable interactive platform, optimizing
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the product supply chain, training professional hosts, and exploring regional cultural elements.
These strategies provide theoretical and practical references for enhancing the effectiveness of ag-
ricultural livestreaming and establishing a sustainable trust mechanism.
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Figure 1. Survey plan design framework
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Table 8. Consumer recommendation frequency table
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Figure 2. S-O-R model of consumer trust in live streaming agriculture assistance
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Table 9. Regression model for the impact of various influencing factors on trust perception

F 9. BNEWMERNTIEERME IR

R g 2L

Bgit

FRUERELI R A BEpp MR- KK
T B A E
1 0.5022  0.252 0.235 0.709 0.252 15.629 4 186 0 1.617

ATMATE: (W), HST P14, PLT ‘F#J{H, PRD *F#{f, BRD “Fi{Y; *[HA=: POT *F#{H; PLT NEFEKT
&, BRD N/=dhif#, PRD AF=MA L, HST N ft £k, POT AE(TEEN.,

Bi#l R RY A#ER FA4E HE1 BAHE?2

Table 10. Regression coefficient table for the impact of various influencing factors on trust perception

F# 10. ENEWEZNTEERAEAFRHFR

Yo
RAREAL R E FREE R 3L LRt
TR t BEM
B FriERT iR Beta B VIF
1 () 1.411 0.26 5.431 0

PLT 0.249 0.09 0.256 2.761 0.006 0.469 2.132
BRD -0.059 0.101 -0.064 -0.587 0.558 0.342 2.921
PRD 0.185 0.1 0.197 1.845 0.067 0.353 2.83
HST 0.16 0.116 0.165 1.38 0.169 0.283 3.538

2[RAFE: POT “FH41H; PLT NEHETE, BRD N/ MM, PRD A=A L, HST Ndrfe %, POT NGRS,

SRR 91 R 10)BoR P AL EAA R 2%, HEJE R T8 0.235, RWTXPUNAR & RENS iR 25
fEAERAN 23.5% 19738 7. BARRE, BT 6 RARELRECY 0.256, RIS EAERAAA 52 EnY
Mis A B ) R ECN 0.197, BARBEIE IS Z VK, BRI —E IR 107 6 551
T BB R A A R . Rt SRR BT, BT arERsEovR N,
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Table 11. Regression model for the impact of various influencing factors on regional cultural perception
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Table 12. Regression coefficient table for the impact of various influencing factors on regional cultural perception
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Table 13. Regression model of consumer trust perception and regional cultural perception on purchase intention
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Table 14. Regression coefficient table of trust perception and regional cultural perception on purchase intention
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Table 15. Regression model of consumer regional cultural perception on trust perception
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Table 16. Regression coefficient table of consumer regional cultural perception on trust perception
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