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Abstract

Accompanied by the comprehensive promotion of the Internet and the prosperity of e-commerce, e-commerce
live streaming of agricultural products is booming and has a promising market prospect. This study presents
a research model aimed at investigating the factors influencing consumers repurchases of agricultural
products via e-commerce live streaming. The research uses a questionnaire format and structural equation
modelling to analyze data from 586 consumers in China. The results of the study show that information
quality, product quality, logistics service quality, and ROO image have a positive effect on satisfaction and
trust. Both satisfaction and trust have a positive effect on repurchase intention. Satisfaction and trust play a
partial mediating role. This research theoretically enriches the influencing factors of consumers repurchase
of agricultural products through e-commerce live streaming, and also provides development insights for
e-commerce live streaming of agricultural products.
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1. Introduction

With the overall popularization of the Internet and the booming development of e-commerce, purchasing
through e-commerce live streaming has become an emerging shopping method (Liu et al., 2022; Wang
et al., 2022). As e-commerce live streaming has become an important engine of consumer growth (Xin
et al., 2023), many merchants have begun to explore and develop their e-commerce live streaming
businesses. Among the many categories of e-commerce live streaming, agricultural products e-commerce
live streaming has been favored by consumers due to its novelty, entertaining, and practicality, as well as
government support. Agricultural products, refers to primary products originating from planting, forestry,
animal husbandry and fishery, that is to say, plants, animals, microorganisms and their products obtained in
agricultural activities.

E-commerce live streaming is conducive to the increase of farmers’ income and the development of the
agricultural economy, and plays an important role in accelerating the realization of rural modernization
and rural revitalization (Wen et al., 2021). Applying e-commerce live streaming to the sale of agricultural
products can help realize the rural poverty alleviation and complete the industrial upgrading (Li et al., 2019).

In the fierce market competition, how to effectively retain consumers and improve consumers’ willingness
to repurchase agricultural products is of great significance for both practical development and academic
research. It has been shown that consumer satisfaction positively influences consumers’ willingness to make
repurchases (Nabila et al., 2023). Increased consumer satisfaction leads to repurchase intention. And trust
is also an important factor influencing consumers repurchase intentions (Waas et al., 2022). Therefore, how
to enhance consumer satisfaction and trust so that consumers have a positive intention to make repurchases
is a major concern for agricultural product merchants to gain a sustainable competitive advantage online
through e-commerce live streaming.

Although the current e-commerce live streaming of agricultural products shows a booming development
trend, there are still many problems like varied product quality (Ma et al., 2022; Liu and Kao, 2022) and
false information (Dong et al., 2022). Most of the agricultural products are unprocessed fresh commodities
with a shorter expiration date. Such product characteristics can lead to consumer satisfaction and trust being
greatly affected by logistics services quality (Liu and Kao, 2022; Yu and Zhang, 2022). Luceri et al. (2016)
argue that the food industry is inextricably linked to place of origin.

Therefore, six variables, namely, information quality, product quality, logistics service quality, ROO image,
satisfaction, and trust, are selected to study the effect of consumers repurchase intention of agricultural
products through e-commerce live streaming. This study uses structural equation modelling to analyze data
collected from 586 Chinese consumers who had purchased agricultural products by means of e-commerce
live streaming. This study aims to improve the competitiveness of agricultural e-merchants by examining
the antecedents of consumers’ repurchase intentions.

This study is organized as follows. After the introduction, it provides theoretical background related to
repurchase intention, information quality, product quality, logistics service quality, ROO image, satisfaction,
trust and elaborates on research hypotheses. Subsequently, it explicates the empirical methodology and
research results in detail. Finally, it discusses findings and concludes with the implications, limitations, and
future directions.
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2. Theoretical background and hypotheses development
2.1 Theoretical background
2.1.1 Repurchase intention

Dodds et al. (1991) believe that consumer repurchase intention refers to the possibility of consumers buying
goods again when they have similar needs. Louro et al. (2005) define consumer repurchase intention as the
expectation of obtaining the same or better value from purchasing an online brand and the desire to purchase
the brand’s products or services again. Koo and Ju (2010) believe that consumers continuous purchase
intention is the continuous use and repurchase intention of online shopping platforms. Trivedi and Yadav
(2022) consider repurchase intention to mean that the consumer will buy the product or service from the
same company again.

According to previous scholars’ research indicated that repurchase intention is generally influenced by trust
(Ginting et al., 2023; Kim et al., 2016), satisfaction (Chatzoglou et al., 2022; Tian et al., 2022), product
quality (Junikon and Ali, 2022 ; Rizki et al., 2021), information quality (Wandoko et al., 2022) and logistic
service quality (Do et al., 2023).

Among the existing studies, most of them focus on the factors affecting consumers purchase intention, while
there are relatively few studies on consumers repurchase intention of agricultural products through e-commerce
live streaming. For example, the effect of e-commerce live streaming quality on purchase intention of green
agricultural products (Dong et al., 2022); Yu and Zhang (2022) have investigated the effect of consumers
level of behavioral belief on purchase intention in e-commerce live streaming of agricultural products. Zheng
et al. (2023) have investigated the relationship between anchor influence, promotional activities, interactive
entertainment, and consumer purchasing behaviors. However, there are fewer studies examining consumers’
repeat purchase intention, so this study fills this gap to some extent.

2.1.2 Information quality, product quality and logistic service quality

Klein ef al. (1997) consider information quality as the suitability of information for information users.
Nelson et al. (2005) define information quality as the level of detail, accuracy, relevance, and completeness
of information. Zhou (2011) believes information quality affects consumer trust in a website. When shopping
through e-commerce live streaming, consumers can’t know the material and usage of the product with the
help of complete sensory system which includes vision, touch, smell, hearing and taste, as in the case of
physical shops, and they can only cognitively process the information presented by the anchors through vision
and hearing in order to form a judgment on the product and make a purchasing decision. In e-commerce
live streaming, the anchor is the most important provider of information. Therefore, this study adopts the
definition of Dong et al. (2022) information quality and defines information quality in this study as the quality
of information provided by the anchor. Zhang et al. (2022) argue that anchors guide customers’ consumption
behaviors by detailing product information and at the heart of e-commerce live streaming is the anchor, who
acts as a new form of influencer to affect customer engagement.

Garvin (1984) has proposed a multidimensional concept of product quality, categorizing it into five dimensions
such as performance, characteristics, reliability, conformity and maintainability. This concept provides a more
comprehensive understanding of product quality so that quality is no longer limited to a single characteristic
but covers several key elements. Aiginger (2001) states that product quality is a characteristic that consumers
are willing to pay for and the higher the quality of the product, the more consumers are willing to pay a
higher price when purchasing the product. Hallak and Schott (2011) argue that product quality is a product
attribute that can improve consumers’ evaluation of the product, mainly from the internal and external
forms, external such as packaging, quality, brand, etc., and internal forms such as design concepts, cultural
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connotations and so on. In short, product quality is a product attribute that usually comes from the design
and development of the product, which is designed to attract consumers and make them willing to pay a
higher price for the product.

Mentzer et al. (2001) have introduced a model with nine variables and later scholars Vu et al. (2020) have
adapted the model accordingly. Christopher (2016) has elaborated in his work on the relationship between
logistics and supply chain management, and emphasized the importance of logistics services in the supply
chain. He proposes the definition of logistics services, which refers to the ability to achieve efficient, reliable
and timely logistics operations in the supply chain. This includes the management and control of product or
information flow to meet customer needs and improve customer satisfaction. Logistics services include the
transportation, storage, packaging and other links of goods. Rushton et al. (2022) believe logistics service
quality includes the management and coordination of each link in the supply chain to ensure smooth product
circulation and high-level service levels.

Agricultural products differ from other products in that their logistics requirements are higher due to their
perishability and time-sensitive traits. When transported from the origin, its quality decreases with the passage
of time and its shelf life is shortened, which can have an impact on the consumer experience. Excessive
loss of agricultural products during transport leads to a significant reduction in their profitability (Liu et al.,
2019). Song and Zhuang (2017) show that more than hundreds of millions of tons of agricultural products
in China deteriorate during transport, resulting in up to 100 million yuan in economic losses, the highest
in the world. Therefore, it is essential to select logistics service quality as a research variable among the
influencing factors affecting consumers repurchase intention, which has a significant impact on both consumer
experience and merchant profitability.

2.1.3 ROO image

Origin refers to the place where a product is manufactured or originates from, and due to human and
environmental factors, consumers may perceive the quality of products from the origin to be superior to those
from other regions. The so-called “Made in Origin” effect, “Country of Origin” effect or COO effect, “Region
of Origin” effect or ROO effect, or, in general, the “Origin” effect, reflects the impact of the geographical
origin of a product on its marketing (Chamorro et al., 2015). The geographical origin of a product can have
an impact on the consumer’s purchasing decision-making process, like perceived quality, preference or
purchase intention. Scholars often use the COO effect or COO image to study consumer preferences, which
are generally related to international marketing. Scholars use the ROO effect which is short for region of
origin effect or ROO image to study consumer preferences for goods of different geographic origins, which
are mostly food products and are more influenced by the natural environment.

Although the ROO effect operates in a similar way to the COO effect, ROO is a determining factor in
consumers’ purchasing decisions for certain products. When purchasing certain categories of food, especially
those for which it is difficult to assess intrinsic attributes, extrinsic attributes are important in the consumer’s
choice process, and a product’s origin or geographic source is one such extrinsic attribute. Examples of products
marketed as regional specialties can be found all over the world, in both the food and non-food sectors.
Wine, olive oil, etc. are examples of products marketed as regional products (Dekhili and d’Hauteville, 2009;
Lockshin et al., 2006). The ROO is actively used in the marketing of such goods. Through promotion, these
products have special qualities based on, among other things, human expertise and the natural environment
of the place of origin. The natural environment of the place of origin, together with the regional image factor
and the specific product quality create a unique identity for the product and thus bring added value. The
origin studied in this thesis is related to the ROO of agricultural products cultivation area, and the origin of
agricultural products due to the natural endowment, its quality due to similar products in other regions, this
trait can not be imitated and replicated, it is with the ROO image.
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2.1.4 Satisfaction and trust

Anderson and Sullivan (1993) believe that consumer satisfaction is a comprehensive feeling and attitude,
which is caused by the feelings, experiences and emotions that consumers got after purchasing and using
products or services. San-Martin et al. (2015) argue that satisfaction is a psychological state that develops as
aresult of the seller’s positive connection to the consumers. Messner (2020) argues that consumer satisfaction
is the consumer’s overall, post-consumer emotional response. Li et al. (2022) state that consumer satisfaction
is the evaluation and outcome of the user’s perception of a product or service compared to various criteria
like expectations, cost, etc.

Pavlou and Gefen (2004) believe that consumer trust is embodied in consumers’ belief that sellers could fulfill
product-related commitments, thus meeting consumers’ expectations for products or services. Beldad et al.
(2010) believe that in the e-commerce environment, trust refers to the optimistic attitude and expectation
of trading partners or platforms to fulfill their commitment obligations in terms of goodwill and ability.
McKnight et al. (2011) take information technology itself as the object of trust and propose the concept of
technological trust, which is defined as individuals’ belief in the favorable attributes of specific information
technology, such as functionality, usefulness, and reliability. Tian et al. (2022) argue that trust represents the
acceptance of vulnerability in anticipation of another party’s favorable future behaviour.

2.2 Hypotheses development
2.2.1 The impact of information quality on satisfaction and trust

Zhou (2013) studies consumers’ continuance intention to use mobile payment services, and analyzes the
data through the structural equation model. The results show that information quality is an important factor
affecting consumers’ satisfaction with mobile payment. Angelina et al. (2019) veritfy that information quality
has a significant impact on customer satisfaction by applying the Del.one and McLean models. Kim et al.
(2004) point out through an empirical study that the information quality of online shopping platforms can
significantly improve the trust level of consumers, no matter for potential customers or repurchase customers.
Mithas et al. (2006) argue that high-quality information content and design help to convince online consumers
that the website is trustworthy, thereby building trust in the products sold on the website. The higher the
perceived quality of the consultant’s information, the higher the degree of trust formed by the client (Nicolaou
and McKnight, 2006). Kim and Park (2013) also use empirical methods to verify the significant positive
impact of information quality on customer trust in the context of social commerce. McKnight et al. (2017)
prove that information quality has an impact on trust through experimental data. This study thus proposes:

HI: Information quality positively affects satisfaction.
H2: Information quality positively affects trust.

2.2.2 The impact of product quality on satisfaction and trust

Waluya et al. (2019) have concluded that product quality and brand image have an impact on customer
satisfaction through a questionnaire survey on the purchase decision of automobile customers in Indonesia.
Kaswengi and Lambey-Checchin (2020) discover the importance of product quality in the retailer-customer
relationship by using data on the behavior of French consumers in grocery stores collected during 2015-2016,
finding that product quality is an effective driver of consumer satisfaction. Suhaily and Darmoyo (2017)
verify that product quality has a positive impact on consumer trust by examining the impact of consumers’
Japanese electronics brand purchase decisions. Hapsoro and Hafidh (2018) verify that product quality has a
positive effect on brand trust. Chandrruangphen et al. (2022) conduct a survey of 476 consumers in different
areas in Thailand to study which attributes of live streaming affect consumer trust and shopping intention of
consumers who engage in fashion apparel consumption, the results show that the product quality as well as
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whether the price of the product is open and transparent significantly affects the customer’s trust. Therefore,
this study proposes the following hypotheses:

H3: Product quality positively affects satisfaction.
H4: Product quality positively affects trust.

2.2.3 The impact of logistics service quality on satisfaction and trust

Kaswengi and Lambey-Checchin (2020) conclude through data analysis that the importance of logistics
service quality in the retailer-customer relationship, and find that logistics service quality is an effective
driver of consumer satisfaction. Uvet (2020) has demonstrated through an empirical study that five factors
of logistics service quality, namely personnel quality contact, order condition, timeliness, order discrepancy
handling, and operational information sharing, all of which are important in improving and explaining
customer satisfaction. Akil and Ungan (2022), through a survey of 1562 e-commerce users in Turkey, know
that four aspects of logistics service quality, namely timeliness, order condition, order accuracy, and order
discrepancy handling, have a positive impact on customer satisfaction. Lien ef al. (2014) demonstrate the
role of service quality which includes interactivity, physical environment, and outcome quality in influencing
trust which includes interaction, physical environment, and outcome quality, through an empirical study of
inpatients. Bha and Darzi (2020) conduct a questionnaire survey with 660 randomly selected respondents
from a group of online consumers in Jammu and Kashmir and verify that online service quality determinants
and perceived usefulness directly influence e-trust. Zhang et al. (2022) investigate the significant mobile
shopping service quality dimensions perceived by mobile shoppers and verify that service quality significantly
influenced customer trust. Therefore, this study proposes the following hypotheses:

HS5: Logistics service quality positively affects satisfaction.
Hé6: Logistics service quality positively affects trust.

2.2.4 The impact of ROO image on satisfaction and trust

Nainggolan and Hidayet (2020) through a sample of 250 iPhone users in the University of Indonesia, prove
that the country of origin, brand image has a significant positive effect on customer satisfaction of iPhone
users. Michaelis et al. (2008) verify the impact of country of origin and corporate reputation on initial trust
in the transition economy by surveying in the Netherlands assessing different combinations of services in
two different service categories. Jiménez and San Martin (2014) show that the impact of brand reputation
of origin on consumer trust is more significant in emerging markets, while the impact in mature markets is
not as significant as in emerging markets. Hapsoro and Hafidh (2018) verify that brand image has a positive
effect on brand trust. Khoram et al. (2021) verify the impact of the psychological image of the country of
origin of a brand on the formation of brand equity through research, thus generating brand trust in the sports
industry. Therefore, this study proposes the following hypotheses:

H7: ROO image positively affects satisfaction.
HS8: ROO image positively affects trust.

2.2.5 The impact of satisfaction and trust on repurchase intention

Anderson and Fornell (2000) believe that consumer satisfaction is closely related to repurchase intention.
The research of Anderson and Srinivasan (2003) believe that consumer satisfaction, trust and commitment
have a significant impact on repurchase intention in e-commerce environment. The study of Yi and La (2004)
shows that there is a positive relationship between consumer satisfaction, psychological commitment and
perceived value, and these factors jointly affect consumers repurchase intention. Clements et al. (2008) also
confirm in the research that consumers’ intention to make repeated purchases will decrease with the decrease
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of consumer satisfaction. Kitapci et al. (2014) have found that satisfaction had a significant positive effect
on repurchase intent through a survey study of 369 patients.

As an important factor affecting consumers repurchase intention, consumer trust has been confirmed by many
scholars. In the online shopping environment, unlike traditional offline shopping, consumers cannot directly
observe and touch products, and the uncertainty about products is enhanced, so trust can have an important
impact on consumer behavior. Wang and Lu (2014) show that consumer trust and perceived complexity are
decisive factors affecting repurchase intention. Hsu et al. (2014) use trust theory as the basis for their study
of the mechanism influencing consumers’ persistent purchase intentions in the online group-buying model,
arguing that both consumers trust in merchants and trust in websites affect consumers repurchase intentions.
Waas et al. (2022) study the repurchase intention of Instagram online store by case study, and find that trust
is the emotional bond between consumers and sales staff of Instagram online store, and is the lifeblood of
online store operation, which will positively affect consumers’ intention to buy the same product. Therefore,
this study proposes the following hypotheses:

H9: Satisfaction positively affects repurchase intention.
H10: Trust positively affects repurchase intention.

The aim of this study is to verify the impact of information quality, product quality, logistics service quality,
and ROO image on satisfaction and trust, as well as the impact of satisfaction and trust on repurchase
intention. The model delineates the interrelationships between the variables to determine the impact of the
factors. Figure 1 shows the proposed framework.

3. Methods

3.1 Measures

In this study, the empirical research method is used to verify the validity of the models and hypotheses
by collecting data through questionnaire and analyzing the data. This method is used mainly to ensure the
objectivity of the research, the reproducibility of the results, the diversity of the research subjects and the
scientific nature of the research design and data analysis. Compared with other research methods, the method
used in this study is more in line with the research objectives and content.

Figure 1. The proposed research framework.
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In order to ensure the accuracy of the questionnaire, a pilot survey is conducted before the implementation
of the formal survey with a total sample size of 193. The reliability and validity of the questionnaire are
tested in the pre-survey. No items were dropped from the pilot survey. The questionnaire consists 21 items
in total and 3 questions for each variable and aims at respondents who have purchased agricultural products
through e-commerce live streaming for last year. The questionnaire scales are all based on a five-point Likert
scale, ranging from strongly agree (1) to strongly disagree (5). Detailed measurement items and relevant
literature for each section can be found in Appendix A.

3.2 Sample and data collection

The formal survey is an online survey, which is implemented from 9 to 17 March 2024, after censoring and
excluding invalid questionnaires, a total of 586 questionnaires are valid. Table 1 illustrates the demographic
information of the final respondents. Of the 586 respondents, 51.88% were male, most of the respondents
were between 20 and 29 years of age (38.06%), with a bachelor degree or above (54.1%), and 72.01% of
the respondents were married.

3.3 Data analysis

This study utilized Amos 23.0 for the analysis of measurement and structural models. The analysis was
conducted in two stages: evaluating the convergent validity, reliability, and discriminant validity of the
measurement model, and testing the structural model. The hypothesized model was examined in this study
through SPSS 25.0 and AMOS 23.0. According to Anderson and Gerbing (1988), the analyses were conducted
in two phases: the first phase used validated factor analysis (CFA) to assess the reliability and validity of the
measurement model. The second stage assessed the convergent validity, reliability and discriminant validity
of the measurement model, as well as examining the structural model.

4. Results
4.1 Measurement model
This study used the use of Cronbach’s Alpha (CA) coefficients and Composite Reliability (CR) to check

the consistency and reliability of the study variables. The empirical results (Table 2) showed that the CA
values for all variables varied between 0.824 and 0.913, and the CR for all variables exceeded 0.8, with both

Table 1. Demographic distribution.

Measure Categories Frequency Percentage (%)
Gender Male 304 51.88
Female 282 48.12
Age 20 years and under 42 7.17
20-29 years old 223 38.06
30-39 years old 134 22.87
40—49 years old 109 18.60
50 years old and over 78 13.30
Marital status Unmarried 164 27.99
Married 422 72.01
Level of education High school and below 97 16.55
Junior college 172 29.35
University 254 43.17
Graduate school and above 064 10.93
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Table 2. Factor loading, validity and reliability.

Construct Item Factor loading Cronbach’s a CR AVE

Information quality 1Q1 0.893 0.909 0.909 0.769
1Q2 0.898
1Q3 0.899

Product quality PQl 0.845 0.840 0.840 0.637
PQ2 0.837
PQ3 0.852

Logistic service quality LSQ1 0.844 0.834 0.835 0.627
LSQ2 0.856
LSQ3 0.827

ROO image OoI11 0.837 0.824 0.824 0.610
012 0.830
013 0.843

Satisfaction SA1 0.853 0.827 0.829 0.618
SA2 0.830
SA3 0.815

Trust TR1 0.851 0.847 0.847 0.650
TR2 0.860
TR3 0.833

Repurchase intention RP1 0.882 0.913 0.913 0.778
RP2 0.880
RP3 0.859

AVE, average variance extracted; CR, construct reliability.

test values above the acceptable limit of 0.7 (Hair ef al., 1998). Therefore, it can be said that the internal
consistency and reliability of the study variables were adequate and satisfactory (Fornell and Larcker, 1981).
As shown in Table 3, the square root of AVE on the diagonal exceeds the values of the other variables off
the diagonal, indicating the existence of discriminant validity (Fornell and Larcker, 1981).

4.2 Structural model analysis

The data collected from the questionnaire are put into AMOS 23.0 software and the model fitting parameters
obtained by applying the maximum likelihood estimation method. The fitting indexes are as following:
CMIN/DF is 1.179, less than the standard of 3; NFI is 0.951, GFI is 0.949, IFI is 0.978, TLI is 0.973, CFI
is 0.978 and AGFI is 0.932, these fitting indices are all above the standard of 0.9; RMSEA is 0.037, less
than 0.08. It can be seen that the displayed values of the fitted parameters meet the standard requirements,
indicating that the model is fitted very well, so the structural equation model has a good fitting effect for the
sample data obtained from the questionnaire (Figure 2).

Table 4 summarizes the results of the analysis. The results show that all the hypotheses made in this study
are valid. Information quality has a positive effect on satisfaction and trust, HI, H2 hold. Product quality
has a positive effect on satisfaction and trust, H3, H4 hold. Logistics service quality has a positive effect on
satisfaction and trust, H5, H6 hold. ROO image has a positive effect on satisfaction and trust, H7, HS hold.
In addition, both satisfaction and trust have an effect on repurchase intention, H9, H10 hold.

Table 5 shows the results of indirect effects. Information quality, product quality, logistics service quality
and ROO image indirectly affect repurchase intention through satisfaction and trust.
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Table 3. Correlation matrix and discriminant assessment.

2025

IQ PQ LSQ o1 SA TR RP
1Q 0.877

PQ 0.180 0.798

LSQ 0.184 0.268 0.792

ol 0.191 0.190 0.214 0.781

SA 0.257 0.253 0.218 0.283 0.786

TR 0.206 0.265 0.222 0.241 0.216 0.806

RP 0.282 0.253 0.277 0.245 0.276 0.286 0.882

The diagonal element, which shows the square root of AVE on each construct, is in italics. IQ, information quality; PQ, product

quality; LSQ, logistic service quality; OI, ROO image; SA, satisfaction; TR, trust; RP, repurchase intention.

Table 4. Summary of the results.

Hypothesis Path Path coefficient P-value Hypothesis
Hl Information quality — Satisfaction 4.675 oAk Supported
H2 Information quality — Trust 3.182 0.001 Supported
H3 Product quality —Satisfaction 4.048 ok Supported
H4 Product quality — Trust 5.086 SR Supported
H5 Logistic service quality —Satisfaction 2.747 0.006 Supported
H6 Logistic service quality — Trust 3.084 0.002 Supported
H7 ROO image —Satisfaction 5.086 oAk Supported
HS8 ROO image — Trust 4.086 el Supported
H9 Satisfaction — Repurchase intention 2.476 0.013 Supported
H10 Trust —»Repurchase intention 3.298 Sy Supported

*xx P<0.001;** P<0.01; * P<0.05.

Figure 2. Analysis results.
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Table 5. Indirect effects of antecedents on repurchase intention.

Parameter Lower Upper P-value Hypothesis
IQ - SA—RP 0.005 0.053 0.015 Supported
IQ > TR - RP 0.006 0.044 0.005 Supported
PQ — PU — RP 0.004 0.049 0.015 Supported
PQ —» PU — RP 0.013 0.065 0.002 Supported
LSQ — PU — RP 0.001 0.037 0.021 Supported
LSQ —» TR — RP 0.005 0.048 0.008 Supported
Ol - TR — RP 0.005 0.059 0.015 Supported
Ol - TR —» RI 0.010 0.058 0.002 Supported

5. Discussion and implications
5.1 Summary of results

This study has three notable findings. First and foremost, Information quality has a positive effect on
satisfaction, this finding is consistent with Kim et al. (2021); product quality has a positive effect on
satisfaction, this finding is consistent with Tian et al. (2022) that food quality is an important determinant
of customer satisfaction; logistics service quality has a positive effect on satisfaction, this finding is in line
with Uvet (2020) and Jian et al. (2021); and ROO image has a positive effect on satisfaction. According
to the degree of influence, the order is ROO image, information quality, product quality, logistics service
quality. Among them, ROO image, information quality, and product quality all reach significant levels on
satisfaction, indicating that improving ROO image, information quality, and product quality will have a
more significant impact on consumers repurchase intention.

In addition, Information quality has a positive effect on trust, this finding is consistent with that obtained by
Zhou (2011); product quality has a positive effect on trust, which is consistent with Chandrruangphen et al.
(2022); logistics service quality has a positive effect on trust; and ROO image has a positive effect on trust.
According to the degree of influence, product quality, ROO image, information quality, logistics service
quality are in order. Among them, both product quality and ROO image reach a significant level on trust,
indicating that improving product quality and ROO image will have a more significant effect on consumers
repurchase intention.

At last, Satisfaction has a positive effect on repurchase intention, this finding is in line with Law et al. (2022)
that consumer satisfaction is directly related to repurchase intention and the higher the satisfaction, the higher
the repurchase intention; trust has a positive effect on repurchase intention, this finding is consistent with
Saleem et al. (2017) that trust is directly related to repurchase intentions. The effect of trust on consumers
repurchases intention has reached a significant level.

5.2 Implications for researchers and practitioners

For theoretical implications, a theoretical modeling framework is constructed in the context of e-commerce
live streaming of agricultural products to explore the effects of information quality, product quality, logistics
service quality, ROO image, satisfaction, and trust on consumers repurchase intentions. Current research
on agricultural products e-commerce live streaming mainly focuses on consumers purchase intention and
behaviour, and there is a lack of research on consumers post-purchase behaviour, especially the research
involving consumers repurchase intention is still relatively scarce. This study verifies the hypotheses
through empirical research, and the results can also be applied to the e-commerce live streaming sales of
other products, which enriches the theoretical research on consumer repurchase intention to a certain extent.
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For practical implication, this study provides recommendations for agricultural merchants to gain a sustainable
competitive advantage online through e-commerce live streaming.

As for the anchors, the cultivation of the anchors’ professional ability and the enhancement of the anchors’
knowledge of agricultural products are very necessary. The anchors should be very familiar with the various
characteristics of agricultural products, such as the composition of agricultural products, efficacy, taste, food
value, planting environment, planting technology, etc., for consumers to popularize some knowledge of the
agricultural products, to convey to the consumer useful information, and at the same time to ensure that the
quality of agricultural products related information obtained by consumers is accurate.

In improving product quality, for the government, recommending standardized production and strengthening
quality supervision can ensure the quality of agricultural products through continuous monitoring during
the production process and before they reach the market. Local governments can further build brands and
promote the high-quality development of local advantageous and special agricultural products. For farmers,
understanding the latest planting technology and advanced professional knowledge has a fundamental impact
on continuously improving the quality of agricultural products. For platforms, quality standards are used
to monitor and select agricultural products; consumer reviews and merchant qualifications are combined
to screen and promote high-quality merchants. Through the joint efforts of the government, farmers and
e-commerce live streaming platforms, the problem of agricultural products quality is solved, the quality and
safety of agricultural products are improved, and the healthy development of e-commerce live streaming of
agricultural products is promoted.

To improve the logistics service quality as e-merchants, the use of professional agricultural cold chain logistics
equipment, such as low-temperature sorting and processing, refrigerated transportation, temperature monitoring
and other cold chain equipment, and the use of some new technologies such as artificial intelligence, big
data and so on in the logistics and transportation process. In terms of responsiveness, provide consumers
with all information related to logistics in a timely manner, if some accidents occur, consumers should be
informed in time, and try to appease consumers’ emotions, and give consumers the maximum psychological
and material compensation.

To enhance the ROO image on consumers, for anchors to improve sales, when introducing agricultural
products, anchors should focus on the origin of agricultural products, and can show and introduce more of
the growing environment of agricultural products, planting characteristics, or through the introduction of
relevant information about the origin, the positive image of the origin will be passed on to the consumer
to deepen the impression, which will in turn enhance the consumers’ perception of trust, and promote
the consumers’ willingness to buy. For merchants, they should pay more attention to the promotion and
introduction of the origin of agricultural products, and improve consumer recognition of the origin through
the introduction and promotion of platforms or the training of anchors. For the local government, it can
improve the credibility and popularity of agricultural products by organizing exhibitions and officials to sell
goods, which will enhance the competitiveness of local agricultural products in the market and promote the
purchasing desire of consumers.

5.3 Limitations and future works

There are still some limitations in this study. In terms of data collection, the data collected in this study is
only a small sample and a few questions are investigated. And the target of this study is only e-commerce
consumers in China, whether it can match the situation in other countries or regions is not yet known. Future
research can expand the scope of the survey object and expand the diversity of the survey questions. In
terms of influencing factors, although this study verifies the effects of information quality, product quality,
logistics service quality, ROO image, satisfaction and trust on consumers repurchase intention, there are still
other factors that can influence consumers to repeat purchases of agricultural products through e-commerce
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live streaming. Future research can explore other influencing factors more deeply. In terms of purchase
conversions, this study investigates the consumers repurchase intention, but whether the intention can be
converted into actual purchase behaviour is still a question that needs to be verified. Future research can
combine real data from e-commerce platforms for further research.

6. Conclusions

This study is an examination of the antecedents of consumers repurchase intentions in agricultural products
e-commerce live streaming. This study reveals that information quality, product quality, logistics service
quality, ROO image, satisfaction, and trust have a positive impact on repurchase intention. Although there
are still shortcomings in the study, this study provides a feasible theoretical framework as well as practical
suggestions for agricultural products e-commerce live streaming.
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Appendix A. List of model constructs and items

Information quality is derived from Dong ef al. (2022)
1Q1: The information provided by the anchor is accurate.
1Q2: The information provided by the anchor is reliable.
1Q3: The information provided by the anchor is complete.

Product quality is derived from Liu and Kao (2022)

PQ1: The agriculture products received are fresh and taste good.

PQ2: The agriculture products received are consistent with the e-commerce live streaming.
PQ3: The agriculture products received are rarely short of weight.

Logistic service quality is derived from Liu and Kao (2022)
LSQ1: The speed of logistics distribution is fast.

LSQ2: Logistics distribution information can be queried in time.
LSQ3: The agriculture products received are not damaged or rot.

ROO image is derived from Van der Lans et al. (2001)

OI1: The origin of the agricultural products reflects to some extent the higher quality of the products.
OI2: I can engage with platform hosts using various communication methods.

OI3: I can establish positive relationships with hosts through the platform.

Satisfaction is derived from Chen et al. (2020)

SAT1: I am very satisfied with the agriculture products brought through e-commerce live streaming.

SA2: I am very satisfied with the buying agricultural products experiences through e-commerce live streaming.
SA3: Overall, I think it is wise to buy agricultural products through e-commerce live streaming.

Trust is derived from Chuah et al. (2019); Dong et al. (2022)

TR1: I trust the quality of agricultural products through live streaming.

TR2: I believe that the agricultural products provided in the live streaming are produced to high standards.
TR3: I felt that buying agriculture products by live streaming was generally dependable.

Repurchase intention is derived from Chui et al. (2013)

RP1: I will be buying agricultural products via live streaming in the future

RP2: I would love to continue buying agricultural products via live streaming.

RP3: Maybe I’ll become a loyal consumer of buying agricultural products via live streaming.
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