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The advent of the 5G era signifies China’s official entry into the digital economy. This
technological shift has attracted countless merchants to the market via e-commerce
platforms, seeking to capitalize on new opportunities. Concurrently, it offers a novel
avenue for expanding seafood sales channels in China. The interactive and intuitive
nature of e-commerce live streaming has subtly but significantly influenced and shaped
consumers’ purchasing behaviors. In light of this, this study, based on 330 valid survey
responses and grounded in the theories of perceived value and consumer trust, explores
the psychological mechanisms affecting consumers in the context of e-commerce live
streaming for aquatic products. The findings reveal that: (1) Consumer trust positively
impacts purchase intention in the context of live-streamed seafood e-commerce. (2)
Perceived entertainment value positively influences consumer purchase intention. (3)
Perceived utilitarian value also positively influences consumer purchase intention. This
paper contributes theoretically by broadening the application of perceived value theory
and enhancing the understanding of consumer behavior concerning seafood.
Additionally, it may offer practical insights into the expansion of seafood sales channels
and market scale in other countries and regions.

INTRODUCTION In this context, live broadcast marketing, as a new e-
commerce sales model, attracts a large number of con-
sumers’ attention and purchase through real-time display
and promotion of products by anchors. Especially in the
aquatic products industry, the influence of e-commerce an-

In recent years, with the rapid development of Internet
technology and the maturity of the logistics cold chain,
e-commerce platforms have become one of the important
channels for consumers to shop. According to the data of chors is becoming increasingly significant, and it is quietly

the “Chinese Fresh Food E-commerce Market Data Report ~changing the traditional sales model. _
in 20207, as of 2020, the transaction scale of the Chinese The advantages of online purchase of aquatic products
are mainly embodied in the following aspects. Firstly, con-

sumers can obtain more product information through e-
commerce platforms, including origin, breeding methods,
processing technology, etc., so as to make more informed
purchasing decisions.! Second, the development of cold
chain logistics technology has made the transport and
preservation of aquatic products more efficient, ensuring
the freshness and quality of the products.? In addition, the
various promotional activities usually offered by e-com-
merce platforms have increased consumers’ willingness to
purchase.3

fresh food e-commerce market is up to more than 400 bil-
lion yuan, and the average number of active people per
month is more than 40 million people. This indicates that
the fresh food e-commerce market is booming, which pro-
vides a good opportunity for the rise of the online shopping
industry of aquatic products.Especially during the
COVID-19 epidemic, domestic quarantine measures led to a
further increase in demand for fresh seafood through online
channels. After the precipitation and accumulation in re-
cent years, the overall scale of the aquatic products e-com-
merce market in China has exceeded 70 billion yuan.
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However, although e-commerce anchors are playing an
increasingly important role in aquatic products sales, there
is still a relative lack of systematic research on consumer
behavior in this field.

Especially in the field of seafood, consumers tend to be
wary of products due to their perishability and inconsistent
quality. Therefore, e-commerce anchors play a key role in
shaping the product image and enhancing the trust of con-
sumers. In addition, when promoting users’ transactions,
the e-commerce live streaming platform is quite different
from traditional social commerce in terms of user inter-
activity, entertainment, etc.4 In the live streaming rooms,
consumers can watch the dynamic display of the anchors of
live streaming, and more intuitively feel the characteristics
of aquatic products more intuitively, at the same time,they
can socially communicate with anchors or other consumers
in the same shopping environment, which can make up for
the lack of social factors in the pure online shopping envi-
ronment and find the factors that support them to make a
shopping decision. According to research, most consumers
will be influenced by the social influence of other con-
sumers in the same shopping environment, thus chang-
ing their shopping decisions, which is amplified in the live
streaming environment, thus forming a herd effect. More-
over, through the live broadcast of the anchor, real-time
dynamic information also touches the consumer side.Con-
sumer perception is more likely to be activated in the sales
channel of live streaming, so in this context, what kind of
value perception dimension will make consumers have the
will to buy aquatic products?

In order to solve the above research flaws as well as
research problems, this paper starts from the perspective
of consumer trust, perceived value, and explores the psy-
chological change mechanism of consumers’ purchase of
aquatic products in the specific context of anchor aquatic
products with goods. It seeks to theoretically answer the
important question of how to effectively land at the con-
sumer level in the context of anchor live carrying aquatic
products, and also provides management practice enlight-
ment for the effective online conversion of aquatic product
sales

THEORETICAL FOUNDATIONS AND
HYPOTHETICAL EXTRAPOLATION

LIVE STREAMING AND E-COMMERCE LIVE STREAMING

Live Streaming re-entered the limelight around 2016 as a
novelty, with ‘re-’ implying that this form of media had
existed before. According to the occasion of broadcasting,
it can be divided into live broadcasting and studio broad-
casting in the radio and television industry.> However, with
the popularity of the Internet, mobile phones are not only
a communication tool, but also an entertainment tool for
users, and with the change of entertainment carriers, mo-
bile phone live streaming,that is, webcasting, is becoming
more and more widespread and occupying the attention
of users. Here, referring to the concept of communication
and live TV streaming, webcasting can be interpreted as

a process of generating and publishing information syn-
chronously with the occurrence and development of events
on the spot, which is a information network publishing
method with a two-way flow process.®Its form can also be
divided into streaming media live broadcast, text and pic-
ture live broadcast, video and audio live broadcast or live
broadcast obtained from sources provided by a third party
(such as TV). It not only has the functions of storage and
search, but also has the characteristics of two-way commu-
nication, changing broadcast content and reducing costs.’
At the same time, along with the continuous progress and
expansion of Internet technology, the content of live
streaming is also developing and updating constantly.The
current known live content has been involved in sports,
e-sports, automobiles, legal auctions, shopping and other
kinds of content. The characteristics of live streaming in-
formation update speed, profoundly changed the way peo-
ple receive the world dynamics, shortened the time to re-
ceive information and enhanced the user’s sense of
experience and participation, so that the users can really
feel the concept of the “global village” and feel the fresh-
ness at any time and any place. With the advent of the 5
g era, the live streaming technology will make more re-
markable progress. At that time, the mode and type of live
streaming will be more diversified.

E-commerce live streaming, as an emerging business
model, as the name suggests, is a transactional live stream-
ing activity rooted in live streaming platforms or video
platforms, as well as a live streaming form adopted by e-
commerce platforms. Essentially, it belongs to a branch of
webcasting, both the immediacy of information dissemina-
tion, two-way interaction between users and anchors, and
a high degree of entertainment, at the same time orienting
to transactional behaviour and marketing activities. This
new trading business model pioneered by the original video
platform benefits from the high user stickiness and inter-
activity of the platform. These users are used to staying
on the platform for a long time and watching live content
originally, meaning that the platform has a huge amount
of natural traffic. On this basis, the platform has achieved
effective realisation of traffic through live streaming with
goods, without having to bear the burden of warehousing
of goods or the responsibility of after-sales service, thus
transforming into an efficient intermediary platform. For
this type of video platform, live e-commerce not only pro-
vides a new transformation opportunity for it, but also be-
comes an effective way to attract new users. More impor-
tantly, it enables the platform to make full use of its own
huge traffic resources, significantly boosting platform rev-
enue and further expanding its market influence through
rational allocation.

CONSUMER TRUST

When trust is introduced into the e-commerce environ-
ment, it is understood as “a response to a situation, an in-
dividual’s psychology and behaviour determined by situa-
tional stimuli”.8 Consumer trust is the emotional reliance
that consumers place on a salesperson (in the case of a
live e-commerce environment, it is a live anchor, and simi-
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larly in the following) in the face of uncertainty; The emo-
tional reliance that consumers still place on a salesperson
in the face of possible risk; And the emotional reliance that
consumers still place on a salesperson even when they can
anticipate that the salesperson may be deceptive, or when
they clearly perceive the risk.? In the context of aquatic
product consumption, trust is still an important consid-
eration for consumers when choosing to purchase aquatic
products online.10

Consumers in a live streaming environment often expe-
rience a distinct difference from typical online shopping.
Factors such as the decoration style of the live streaming
room, the specialization of the product detail pages, and
the content contributions from other consumers can lead to
cognitive and emotional resonance with the host or fellow
viewers. This shared experience can foster a sense of good-
will toward the host and other participants, making it easier
for consumers to trust the live streaming environment and
increasing the likelihood of making a purchase. Addition-
ally, real-time data such as the number of add-ons, details
of sold goods, and ongoing transactions, combined with en-
dorsements from the platform, brand, and host, further en-
hance consumers’ trust in the live streaming.

Hypothesis 1: Consumer trust is positively related to con-
sumer purchase intention in aquatic product e-commerce
live streaming.

PERCEIVED VALUE

Product perception is a driver of aquatic product consump-
tion intention, and consumers’ perception of aquatic prod-
uct perceptions significantly influences their purchase de-
cisions.!! Consumer perceived value helps consumers make
trade-offs between getting and paying for a perceived prod-
uct or service, thus obtaining a comprehensive evaluation
after trade-offs.12

Consumers’ perceived values, including functional and
emotional aspects, play a crucial role in their aquatic prod-
uct consumption decisions. This emphasises the impor-
tance of marketing strategies in driving consumption by
enhancing these perceived values.!3 In the context of this
study, perceived entertainment value can be understood as
the fact that consumers are attracted to enter the view-
ing by the language, dynamic expressions, interactions, etc.
of the e-commerce live streaming room anchors. That is,
emotional pleasure is an important factor influencing con-
sumers to make purchase decisions whether they shop of-
fline or online.

Perceived utilitarian value is usually opposed to per-
ceived entertainment value. Perceived utilitarian value can
be understood as meaning that consumers are more at-
tracted by the product or service itself than by the emo-
tional experience, that is, utilitarian value influences con-
sumers’ rational decision-making. Consistency in the
attributes of the product or service itself facilitates the
consumers’ purchasing decision.!4 Consumers’ perceived
utilitarian value will be influenced by the anchor and
change,thus affecting the purchase of seafood. Based on the

above analysis, this paper proposes the following two hy-
potheses:

Hypothesis 2:In the live broadcast of seafood by e-com-
merce, the entertainment value perceived by consumers is
positively related to consumers’ purchase intention.
Hypothesis 3: In seafood e-commerce live streaming, con-
sumer perceived utilitarian value is positively related to
consumers’ purchase intention.

RESEARCH DESIGN

The research presented in this paper primarily utilizes a
questionnaire survey method, comprising a total of 18
questions. The survey begins with a polite introduction, ex-
plaining that the purpose of the questionnaire is to study
the factors influencing consumers’ purchasing intentions
for aquatic products. It also assures respondents that their
information will remain confidential and anonymous, with
all data used solely for research purposes. Questions 1-4
gather basic demographic information from the respon-
dents, including gender, age, educational background, and
monthly disposable income. Question 5 serves as a screen-
ing question to determine whether respondents belong to
the target survey group, specifically whether they have
watched e-commerce livestreams related to aquatic prod-
ucts. If respondents answer “No,” the questionnaire con-
cludes. If they answer “Yes,” they proceed to the main sec-
tion of the questionnaire, which examines the factors
influencing their purchasing intentions based on Taobao
livestreaming. The main body of the questionnaire employs
a Likert 5-point scale, where “1” indicates strong disagree-
ment, “2” indicates disagreement, “3” indicates neutrality,
“4” indicates agreement, and “5” indicates strong agree-
ment. This section investigates the various factors influ-
encing consumers’ purchasing intentions using this Likert
scale format.

The questionnaire was designed, released and recovered
mainly through the “Sojump” platform, and the release
channels included WeChat, WeChat Official Account, QQ,
Weibo, Douban and other social platforms. A total of 457
questionnaires were collected, and 330 were valid by
screening whether the respondents have watched e-com-
merce livestreaming related to aquatic products, while 118
respondents had no experience of watching. In addition,
another 9 samples had missing values and the answering
time was too short and the above samples were eventually
eliminated, so finally the data samples that could be ana-
lyzed reached 72% ( Fig.2 ) .

The key variables selected in this paper include con-
sumer trust, perceived entertainment value, perceived util-
ity value, environmental self-efficacy, and consumer pur-
chasing intention. In order to ensure the reliability and
validity of the questionnaire measurement, the measure-
ment items were all referred to the mature scale in relevant
studies, and were Combined with the characteristics of
aquatic products consumption and the research theme of e-
commerce livestreaming. The expression of relevant words
in some items is reasonably modified and adjusted without
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changing the original meaning. Details of the scale are as
follows:

DESCRIPTIVE STATISTICS ANALYSIS

As shown in Table 2, there are 20 males, accounting for
6.1%, and 310 females, accounting for 93.9%. From this
data, it can be seen that most of the respondents watching
live seafood are female. Although the proportion of male

respondents is very small, but there are many male respon-
dents who are interested in seafood and are taking a wait-
and-see attitude. The statistics shows that some people are
shopping in the livestreaming. This deserves attention and
consideration.

As shown in Table 3, among the respondents who
watched live aquatic product streams, 15 were 18 years old
or younger, accounting for 4.5% of the total; 230 respon-
dents were aged 19-25, making up 69.7%; 59 respondents
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Table 1. The scale design of the questionnaire

Variable name Question Description Reference
code source
Consumer trust TR1 | think the depiction of seafood on the livestreaming is very realistic. Mayer1>
TR2 | think the streamer has eating experience in recommended seafood.
TR3 | think the streamer knows enough about the seafood he recommend.
TR4 | think streamers can represent the image of seafood consumers.
TR5 Streamers can fully consider consumers’ needs when recommending seafood.
TR6 The quality of the fish products recommended by the streamer is trustworthy.
TR7 The price of the fish products recommended by the streamer is favorable
enough.
Perceived EV1 Watching the livestreaming of seafood makes me feel very interesting. Yum16
entertainment . . .
value EV2 | like the atmosphere of the direct broadcasting room where seafood are sold.
Perceived utility uv1 | can get the information | want from the livestreaming of seafood carried by Ram17
value the anchor and reduce the cost of information search.
uv2 After obtaining product-related information from the livestreaming of
seafood, | will complete the target shopping in a relatively short time.
Consumers’ PD1 | buy seafood completely under the influence of the emotions of the time. Huang18
ipnutrecnht?;lnr;g PD2 After watching the live broadcast, | bought seafood without much thought.
PD3 After watching the live stream, | will buy seafood that | did not intend to buy.
PD4 After watching the livestreaming, | have the desire to buy the seafood
recommended by the anchor.
PD5 Learn about seafood through livestreaming and buy according to your needs.
PD6 Whether | buy seafood or not is influenced by the comments of other viewers
in the broadcast room.
PD7 The buying atmosphere in the broadcast room will make me feel the impulse
to buy seafood.

Table 2. Statistical table of gender composition of respondents

Item classification Frequency Percent Valid percent Cumulative percent
male 20 6.1 6.1 6.1
female 310 93.9 93.9 100.0
total 330 100.0 100.0

were aged 26-30, representing 17.9%; and 26 respondents
were aged 31 and above, accounting for 7.9%. These data in-
dicate that nearly 70% of the viewers fall within the 19-25
age range, a group known for its curiosity about new experi-
ences and willingness to explore. This suggests that e-com-
merce livestreaming is particularly effective at attracting
this demographic. The 26-30 age group, often characterized
by stable employment and income, generally maintains a
positive and optimistic attitude toward consumption, mak-
ing them a key target audience for seafood e-commerce
livestreaming.

As can be seen from Table 4, among the 330 respondents
who have watched relevant livestreaming, 232 have a bach-
elor degree, accounting for the largest proportion (70.3%).
The next largest group is graduate students and above, ac-
counting for 15.2%, a total of 50. Nearly 85% of the re-
spondents are people who have received higher education
in China, so we can know that the pan-entertainment of

seafood livestreaming is also favored by people with higher
education.

It can be seen from Table 5 that 41.9% of the respon-
dents have a monthly disposable income of 3,000 yuan or
above, accounting for the largest proportion; Secondly, the
number of people with disposable income in the range of
1001-2000 yuan reached 32.4%, a total of 110; There were
52 respondents with disposable income between 2001 and
3000 yuan. The amount of disposable income usually di-
rectly affects consumers’ shopping decisions. In the results
of this survey, the disposable income of users who have
watched the e-commerce livestreaming of seafood is rela-
tively considerable.

As shown in Table 6, the average value of each variable
exceeds 2.5, indicating that consumers generally hold a
positive attitude toward livestreaming of seafood. Addi-
tionally, the relatively low measures of dispersion, as re-
flected in the average values and standard deviations of
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Table 3. Statistical table of age composition of respondents

Items Frequency Percent Valid percent Cumulative percent
Aged 16-18 15 4.5 4.5 4.5
Aged 19-25 230 69.7 69.7 74.2
Aged 26-30 59 17.9 17.9 92.1
Aged 31 and above 26 7.9 7.9 100.0
total 330 100.0 100.0

Note: According to Chinese laws and regulations, minors over the age of 16 can participate in work. In our research process, volunteers aged 16-18 also participated.

Table 4. Statistical table of educational background of respondents

Frequency Percent
High school diploma or less 10 3.0
Technical school degree 38 11.5
Bachelor degree 232 70.3
Master degree or above 50 15.2
Total 330 100.0

Table 5. Statistical table of Monthly disposable income of the respondents

Frequency Percent Valid percent Cumulative percent
1000 yuan and below 33 10.0 10.0 10.0
1001-2000 yuan 107 324 324 424
2001-3000 yuan 51 15.5 15.5 57.9
3000 yuan and above 139 421 421 100.0
Total 330 100.0 100.0
Note: 1 RMB = 0.141 USD
Table 6. descriptive statistics of each variable
N minimum maximum Average value Standard deviation
Consumers’ purchasing intention 330 1.00 5.00 3.320 774
Perceived utility value 330 1.00 5.00 3.538 .970
Perceived entertainment value 330 1.00 5.00 4.003 .829
Consumer trust 330 1.00 5.00 3.434 765

each variable, suggest that the sample is of good quality
and the responses are consistently reliable.

As can be seen from Table 7, Cronbach’s Alpha coef-
ficients of consumer trust, perceived entertainment value
and consumer purchasing intention are all greater than 0.8,
indicating that the credibility of the questionnaire is very
good, and the variable design of the questionnaire has a
good correlation. Cronbach’s Alpha coefficient of perceived
utility value is 0.712, between 0.7-0.8, and the reliability is
acceptable. On the whole, the design of this questionnaire
has good credibility, and the analysis results are reliable.

As can be seen from Table 8, the KMO values of con-
sumer trust, perceived entertainment value and other fac-
tors are all greater than 0.5, indicating that there is a cer-

tain correlation between the variables, and the
questionnaire is effective. The significance is equal to or
less than 0.001, indicating that the questionnaire is also
suitable for factor analysis.

It can be seen from Table 9 that the factor loadings of
consumer trust, perceived entertainment value, perceived
utility value and consumer purchasing intention are all
greater than 0.5, indicating that each common factor has a
good explanatory ability for its own variables. The eigen-
values of the other four variables are 4.815, 3.231, 1.552
and 3.625 respectively, all of which are greater than 1, and
a common factor is extracted from each variable. The to-
tal explanatory power corresponding to these four variables
was 68.784%, 80.763%, 77.616% and 51.789%, respectively,
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Table 7. test table of credibility of correlation factor

Variable name Quantity of questions Cronbach’s Alpha
Consumer trust 7 0.923
Perceived entertainment value 4 0.916
Perceived utility value 2 0.712
Consumers’purchasing intention 7 0.832

Table 8. validity test table of correlated variables

Bartlett’s Test of Sphericity

Variable name Value of KMO
Consumer trust 0.924
Perceived entertainment value 0.784
Perceived utility value 0.500
Consumers’purchasing intention 0.834

Approximate chi-square Free degree Significance
1571.498 21 0.000
1043.880 6 0.001

119.181 0.001
942.107 21 0.000

Table 9. Result analysis of factor loading and explained variance of each variable

Variable name Question Factor Eigenvalue Variance percentage of Extraction sums of
code loading squared loadings

Consumer trust TR1 0.820 4.815 68.784
TR2 0.839
TR3 0.874
TR4 0.762
TR5 0.864
TRé6 0.879
TR7 0.758

Perceived entertainment EV1 0.904 3.231 80.763
value EV2 0.912
EV3 0.891
EV4 0.887

Perceived utility value uvi 0.891 1.552 77.616
uv2 0.881

Consumers’purchasing PD1 0.830 3.625 51.789
intention PD2 0.782
PD3 0.824
PD4 0.786
PD5 0.898
PD6 0.590
PD7 0.798

which were all greater than 50%, indicating that the se-
lected factors had good representativeness. It can be seen
from the above that the variables in this questionnaire have
good explanatory ability.

CORRELATION ANALYSIS

As can be seen from Fig.3, the sum of correlation coeffi-
cients between consumer trust and consumer purchasing
intention is 0.590, and the significance is 0.000, less than
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0.001, indicating that consumer trust is positively corre-
lated with consumers’ purchasing intention. The correla-
tion coefficient sum between the perceived entertainment
value and consumers’ purchasing intention is 0.511, and
the significance is 0.000, less than 0.001, indicating that the
perceived entertainment value is positively correlated with
consumers’ purchasing intention. The correlation coeffi-
cient sum between perceived utility value and consumers’
purchasing intention is 0.547, and the significance is 0.000,
less than 0.001, indicating that perceived utility value is
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positively correlated with consumers’ purchase intention.
The above analysis shows that most of the variables have a
good correlation, and the research hypothesis proposed in
this study has been preliminarily verified. The analysis re-
sults of Pearson correlation coefficient provide a good evi-
dence for the hypothesis testing in the following paper.

HYPOTHESIS TESTING

After the above correlation analysis results are obtained,
SPSS24.0 statistical tool is still used to verify the research
hypothesis proposed in Chapter 3. In this study, three inde-
pendent variables of consumer trust, perceived entertain-
ment value and perceived utility value are selected as the
control variables of the regression model of consumer pur-
chasing intention.

As can be seen from Table 10, the adjusted R square of
0.347 indicates that consumer trust can explain 34.7% of
the change in consumers’ purchasing intention. The stan-
dardization coefficient is 0.545, and the significance is
0.000, less than 0.001, which indicates that consumer trust
has a significant impact on consumers’ purchasing inten-
tion. At the same time, the Durbin-Watson value is close to
2, indicating that there is no autocorrelation between the
residuals (i.e. the residuals are independent).

It can be seen from Table 11 that R is 0.511, indicating
that goodness of fit is a large effect. The adjusted R square
of 0.259 indicates that the perceived entertainment value
can only explain 25.9% of the change in consumers’ pur-
chasing intention. The standardization coefficient is 0.511
and the significance is 0.000, which is less than 0.001, indi-
cating that the perceived entertainment value has a signifi-
cant impact on consumers’ purchasing intention.

Il‘O

=09
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- i
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Perceived utility value
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As can be seen from Table 12, R is 0.547, indicating that
goodness of fit is a large effect. The adjusted R-squared of
0.297 indicates that the perceived entertainment value can
only explain 29.7% of the change in consumers’ purchas-
ing intention. The standardization coefficient is 0.547, and
the significance is 0.000, less than 0.001, indicating that
the perceived utility value has a significant impact on con-
sumers’ purchasing intention.

In this regression model, by building consumer trust,
perceived entertainment value and perceived utility value
as independent variables and consumers’ purchasing inten-
tion as dependent variables, it can be concluded from the
above table that these three factors have significant posi-
tive effects on consumers’ purchasing intention, that is, all
three hypotheses have been verified, and the above results
will be discussed in the following paper.

DISCUSSION

CONCLUSION

This study uses 330 valid questionnaires as research sam-
ples and takes the perceived value model as the theoretical
framework, and combines the perspective of consumers’
online trust to explore the impact of the context of live
interaction on consumers’ purchasing intention of
seafood.Our research has reference value for aquatic prod-
uct consumers. Especially for those who have experience in
live streaming to purchase seafood, it is possible to analyze
their attitude changes from a psychological perspective.
The results show that: First, consumer trust is positively
correlated with consumers’ purchasing intention, that is,
hypothesis 1 is valid. This conclusion is basically consistent
with the logic of Morgan’s point of view, and our research
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Table 10. Regression results of consumer trust and consumer purchasing intention

Change statistics

model R R- Adjusted R- Error in standard Variation of R- Variation Free Free Significance Durbin-
squared squared estimates squared of F degree degree variationinF Watson
1 2
1 0.590 0.349 0.347 0.62562 0.349 175.552 1 328 0.000 2.085
Table 11. Regression results of perceived entertainment value and consumers’ purchasing intention
Change statistics
model R R- Adjusted R- Errorin standard Variation of R- Variation Free Free Significance Durbin-
squared squared estimates squared of F degree degree variationinF Watson
1 2
2 0.511 0.261 0.259 0.666 0.261 115.847 1 328 0.000 1.993
Table 12. Regression results of perceived utility value and consumers’ purchasing intention
Change statistics
model R R- Adjusted R- Errorin standard Variation of R- Variation Free Free Significance Durbin-
squared squared estimates squared of F degree degree variationinF Watson
1 2
3 547 0.299 0.297 0.649 0.299 140.123 1 328 0.000 2.016
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is specific to livestreaming sales in the context of e-com-
merce,!® and discusses the interpersonal trust dimension
of anchors when selling aquatic products. Therefore, we
described the research objects and situations more specif-
ically, which not only tested the importance of interper-
sonal trust in the livestreaming sales of seafood, but also
expanded the applicable scope of the research on consumer
trust.

Perceived entertainment value and perceived utility
value can positively affect consumers’ purchasing intention
of seafood. So hypothesis 2 and hypothesis 3 are true. In
other words, from the two dimensions of theory perceived
value theory , this paper reveals the process of consumers’
thinking about seafood under the situation of streamers
selling goods. Compared with previous studies,20:21 we ex-
plored perceived value theory in the context of special e-
commerce streamers selling goods. At the same time, we
studied the consumption behavior of seafood, a special cat-
egory of commodities, which not only enriched the applica-
tion scope of perceived value theory, but also extended the
framework of perceived value theory .

MANAGERIAL IMPLICATION

To enhance consumers’ willingness to purchase seafood
via e-commerce livestreaming, the government and rele-
vant institutions should prioritize the establishment of a
more transparent product information disclosure mecha-
nism. This would ensure that consumers have access to
detailed information regarding the source and quality of
seafood, thereby increasing their trust. Additionally, there
should be a push towards standardizing professional train-
ing and certification for streamers to elevate their expertise
and credibility. The government should also implement ro-
bust cybersecurity and privacy protection regulations to
safeguard consumers’ personal information and transac-
tions.

For businesses, offering attractive pricing and promo-
tional strategies during livestreams can boost consumers’
purchasing motivation. Moreover, establishing a reliable af-
ter-sales service system, including policies like no-ques-
tions-asked returns and quick refunds, can further build
consumer trust in online shopping. In practice, companies
should focus on enhancing the transparency and entertain-
ment value of livestream content. This can be achieved by
providing detailed disclosures about seafood and offering
real-time logistics tracking to strengthen consumer trust.
Collaborating with streamers who possess professional
knowledge and a strong reputation is crucial, and regular
professional training on seafood should be conducted to re-
inforce streamers’ credibility and consumer confidence.

To improve perceived entertainment value, businesses
can incorporate interactive activities and engaging content
within the livestreams, while leveraging social media plat-
forms to amplify communication and increase consumer
participation. Additionally, strengthening network security
measures, protecting consumer information, and enhanc-
ing brand image through membership programs and brand-
related activities are essential strategies for fostering long-
term consumer purchasing intentions.

FUTURE RECOMMENDATIONS

This study still presents several areas that warrant further
exploration. We propose that future research could be ad-
vanced in the following three directions: (1) This study em-
ploys an empirical research approach, which inherently has
limitations. Future research can refer to wang’s method,?2
which could benefit from incorporating situational exper-
imental methods to complement this approach. (2) Al-
though the study utilizes established theoretical frame-
works, such as perceived value theory, to investigate the
impact of online green interaction on consumers’ green
food purchasing intentions, it did not employ qualitative
research methods to extract influencing factors. This omis-
sion may result in the theoretical model not fully capturing
the unique aspects of green food purchasing behavior. (3)
The survey data, collected via self-reported questionnaires,
particularly regarding aquatic product behavior, may not
accurately reflect actual behavior due to potential self-re-
port biases—a common limitation in consumer behavior
research. Future studies could address this by employing
cross-validation techniques using neuroscience methods,
such as electrodermal response, eye-tracking experiments,
and facial expression analysis. (4) As the live broadcast of
aquatic products is a new practice channel, the future re-
search can be cut in from more fields: for example, learn-
ing from articles in the field of aquatic products logistics,23
adding the background of live broadcast e-commerce, and
studying the optimization path of logistics distribution for
merchants. Besides, referring to Xu’s spatial econometric
method, 2425 further research can study the spatial-tempo-
ral pattern and spillover effect of e-commerce industrial ag-
glomeration of aquatic products live broadcast.
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