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Abstract

With the growth of health-oriented consumption and the rapid development of live-streaming e-
commerce, health supplements have gradually become an important category in online consump-
tion. At the same time, problems such as false advertising and information asymmetry have under-
mined consumer trust. Grounded in trust theory, this study takes the Douyin live-streaming e-com-
merce context as the research setting. Drawing on Mayer et al.’s three-dimensional model of trust,
it constructs a consumer trust mechanism model from the dimensions of ability, benevolence, and
integrity, while including platform size and merchant size as control variables. Based on 355 ques-
tionnaire responses, the study employs SPSSAU to conduct reliability and validity tests as well as
structural equation modeling. The results show that benevolence perception has the strongest ef-
fect, and consumers’ perceptions of merchants’ benevolence, integrity, and ability are all stronger
than their perceptions of the platform. Accordingly, it is necessary to strengthen merchant qualifi-
cation screening, improve information disclosure requirements for health supplements, and en-
hance consumer protection mechanisms.
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Table 1. Factors affecting consumer trust in live-streaming health supplement e-commerce (platform and merchant perspective)
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Table 2. Reliability and validity analysis of the platform trust questionnaire in live-streaming health supplement consumption
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Table 3. Descriptive statistics and correlation analysis
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Table 4. Structural equation model results for the platform entity
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Table 6. Structural equation model results for the platform entity
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Figure 1. Consumers’ preferences for platform enhancement measures
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