Operations Research and Fuzziology 1z& 5142, 2025, 15(4), 47-53 Hans X
Published Online August 2025 in Hans. https://www.hanspub.org/journal/orf
https://doi.org/10.12677/0rf.2025.154192

ot

SRAEIRREFERETFREERAY

& %
FRE TR E A, il

Woks . 20254F5 260 A ER: 20254F7H22H; KA HM: 20254F7H31H

R

ESNRXERTLTRMEBRT, AU URAR M BB R BRI A, USAF
NRFERR, BEMECERMENT. FRRE. ERRS. FaMENNETINER, S6377HFX
WY, BrRAEMEGEN . DREEK. SEMFT MRG0T E. PR AEmMEE
. BENEERBER. BN R FHR T B, BT HRERARENS], ATk
HRARMLESE.

XK ia

BEREEER HREWHRE, (NEEHE, REER

Study on the Enhancement of Consumer
Satisfaction in Live Broadcasting of
Agricultural Products E-Commerce in

S Company

Wa Gao

Business School, University of Shanghai for Science and Technology, Shanghai

Received: May 26%, 2025; accepted: Jul. 22", 2025; published: Jul. 31%, 2025

Abstract

In the context of rural revitalisation and the convergence of the digital economy., this study focuses
on the improvement of consumer satisfaction in the field of agricultural e-commerce live broadcast-
ing, taking S Company as the object of study, and reveals its core contradictions in brand premium,
logistics and packaging, after-sales service and pricing strategy by constructing a four-dimensional
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evaluation system including brand recognition, product quality, live broadcasting service, and
product value, combined with the data from 377 valid questionnaires. The study proposes the en-
hancement path of brand value reconstruction, supply chain quality control, service response opti-
misation and price strategy synergy, and designs the organisational and technical guarantee mech-
anism to provide practical reference for the industry transformation.
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Figure 1. Sales of S company’s e-commerce live-streaming business for agricultural
products (2020~2024)
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Table 1. Analysis of overall consumer satisfaction (N = 377)
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Table 2. Analysis of results for the brand recognition dimension (N = 377)
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Table 3. Analysis of results for the product quality dimension (N = 377)
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Table 4. Analysis of results for the live streaming service dimension (N = 377)
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Table 5. Analysis of results for the product value dimension (N = 377)
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