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Abstract

In agricultural e-commerece live streaming, how customer-oriented behaviors translate into consumers’
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purchase intention is an important issue. This paper distinguishes customer orientation into two
dimensions: relational and task orientation. Taking perceived value as the mediating variable, a
theoretical model is constructed based on the SOR (Stimulus-Organism-Response) framework.
Through logical deduction, it is proposed that relational customer orientation primarily drives
purchase intention by enhancing hedonic value and social value, whereas task customer orienta-
tion mainly drives purchase intention by enhancing functional value. The two orientations exert
asymmetric effects on different dimensions of perceived value, and they also exhibit a positive
interaction effect. This study deepens the applicability of customer orientation theory in the
livestreaming context, reveals the differentiated paths through which the two types of customer
orientation operate, and provides a theoretical basis for the operation of agricultural productlive
streaming.
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