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The prepared dishes industry, serving as  a  crucial 
carrier of innovation in the agricultural and food in-
dustrial systems, is witnessing an unprecedented de-
velopmental opportunity against the backdrop of the 
global shift towards green consumption patterns and 

the advancement of  sustainable development goals. 
In  the aftermath of  the pandemic, this industry has 
emerged as  a  key driver for consumption recovery 
and market expansion but also as a strategic role in fa-
cilitating reforms to  agricultural supply chains and 
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driving the transition to  a  low-carbon economy (Jia 
et al. 2024). The green innovation in prepared dishes 
encompasses various aspects including production, 
consumption, and logistics, all contributing to the re-
duction of carbon emissions. During the production 
phase, centralised procurement ensures standardised 
management of  agricultural inputs. Moreover, the 
adoption of clean energy technologies in central kitch-
en systems is  shown to  significantly reduce carbon 
emissions per unit of product (Jia et al. 2024). At the 
consumption end, portion-controlled packaging 
is considered an effective measure for reducing house-
hold and kitchen food waste (Bumbudsanpharoke 
and Ko  2022). In  the domain of  logistics, enhanced 
energy efficiency in  cold chain operations coupled 
with the scaled utilisation of green packaging fosters 
a  low-carbon supply chain network (Hu et al. 2021). 
The three-dimensional collaborative model for green 
innovation in prepared dishes not only aligns with the 
'lifecycle emissions reduction' and 'sustainable con-
sumption' principles emphasised at COP25, but also 
echoes the carbon-neutral 'farm-to-table' pathway 
advocated in global climate agendas. 

The growth of the 'stay-at-home economy' and the 
rising popularity of  live streaming shopping have 
contributed to  the expansion of  e-commerce con-
sumption (Kawasaki et  al.  2022). Against the back-
drop of  an  accelerating pace of  life, the emergence 
of  prepared dishes has effectively addressed issues 
such as  time constraints and limited cooking skills, 
fostering a growing global preference for such prod-
ucts (Jia et al. 2024). Nevertheless, some consumers 
remain hesitant, primarily due to concerns regarding 
food safety risks (Shu et al. 2024; Zhang et al. 2024). 
Existing research in this field has predominantly fo-
cused on the industry or enterprise level. The present 
study empirically investigates the key factors influ-
encing consumers' purchase decisions regarding pre-
pared dishes.

Research on prepared dishes encompasses studies 
on healthy eating habits among specific demograph-
ic groups (Fu et  al.  2024). Surveys were conducted 
to  examine consumer attitudes towards prepared 
dishes, and various factors influencing green percep-
tion were systematically analysed (Zheng et al. 2024). 
Furthermore, effective strategies for cultivating con-
sumers' environmental awareness towards prepared 
dishes were explored (Roh et al. 2022). In recent years, 
live streaming has been employed as a means of en-
hancing the customer's online shopping experience 
(Asante et al. 2023). According to  the Stimulus-Or-

ganism-Response (SOR) theory, the multimodal 
sensory stimulation in  livestream e-commerce can 
influence consumers' cognitive processes through 
an 'immersive green experience' (Huang et al. 2023). 
Specifically, the use of  real-time visualisation tech-
nology has been demonstrated to  increase the per-
ceived credibility of  green attribute information 
(GAI) (Dou and Li 2024), thereby enhancing green 
perception and encouraging purchase intention. 
Although existing research has made some prog-
ress in  the consumer behaviour and green percep-
tion of  prepared dishes, studies combining the live 
streaming scene experience with the green percep-
tion remain in their infancy. Specifically, the existing 
literature has shortcomings in the following aspects: 
firstly, there is  a  lack of  in-depth exploration of  the 
specific mechanism of how the live streaming scene 
affects consumers' green perception; secondly, there 
are relatively few studies on  how the information 
of green attributes is received and processed by con-
sumers in the live streaming environment; lastly, pre-
pared dishes as an emerging field, its green marketing 
strategies and consumer psychology research in live 
streaming sales are insufficient.

This study constructs a green perception model in-
tegrating GAI and live streaming scenes experience 
(LSSE), in  order to  investigate the mediating role 
of green perception in shaping consumers' purchase 
intention, thus expanding the application of  green 
perception under live streaming scenes. By  com-
bining SOR theory, this study explores how multi-
modal sensory stimulation in  live streaming scenes 
affects consumers' cognitive processes through 'im-
mersive green experience'. It further verifies the role 
of  real-time visualisation technology in  improving 
the perceived trust of GAI, as well as  its promotion 
mechanism on green perceptions (GP) and purchase 
intention (PI). This model provides a new perspective 
and theoretical support for understanding consum-
ers' green consumption behaviour under live stream-
ing scenes. 

Literature review and hypotheses. Green percep-
tions refer to the pivotal process by which consumers 
interpret green information, formulate perceptions, 
and make purchasing decisions (Roh et al. 2022). It en-
compasses the evaluation of  a  product's green attri-
butes (Khan et al. 2022) as well as  the environmental 
protection practices of  enterprises (Bang and Cong 
2024). As  environmental awareness increases, green 
perceptions have evolved into a multidimensional con-
cept that includes green perceived value (PGV), green 
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perceived trust (PGT), green perceived risk, green per-
ceived quality, and green perceived knowledge (Riva 
et al. 2022; Roh et al. 2022; Zhang et al. 2024). Among 
these elements, PGV and PGT are frequently cited 
as standard metrics.

Perceived green value (PGV). PGV is  a  multidi-
mensional concept encompassing environmental val-
ue, functional value, emotional value, time value and 
economic value (Tharrey et al. 2020; Roh et al. 2022; 
Tawde and Rv 2024). Building on  the unique char-
acteristics of  prepared dishes (Jia et  al.  2024; Zheng 
et al. 2024) this study focuses on four primary dimen-
sions: environmental value, nutritional value, time 
value, and economic value. Products high in  PGV 
tend to attract consumers who prioritise eco-friendly 
attributes, even if  these come at a higher price point 
(Tawde and Rv  2024). Such a  shift offers manufac-
turers new market avenues, allowing them to bolster 
consumer purchasing intentions by  amplifying the 
PGV of their offerings, thereby securing a competitive 
edge. In the context of e-commerce, leveraging online 
marketing strategies to highlight the PGV of prepared 
dishes can foster consumer purchase intention (PI), 
enabling businesses to navigate intense market com-
petition (Wu et al. 2024). Thus, it is hypothesised that:
H1: PGV of prepared dishes positively influences PI.

Perceived green trust (PGT). PGT refers to the con-
sumer's subjective confidence in  a  particular entity's 
ability, integrity, and goodwill to implement green prac-
tices effectively (Chauhan and Goyal 2024). In the con-
text of e-commerce, information asymmetry has been 
shown to  increase transaction risks for consumers, 
thereby underscoring the pivotal role of the trust mech-
anism in facilitating consumer decision-making (Chen 
et  al.  2022b). Prior studies have predominantly cen-
tred on two forms of trust: dispositional trust, defined 
as an individual's stable trust tendency, and institution-
al trust, encompassing suppliers, brands, retailers, and 
certification bodies (Ricci et al. 2018). It is noteworthy 
that in  circumstances where cognitive resources are 
limited, consumers often rely on  institutional trust 
as  a  cognitive shortcut to  reduce the risk of  adopting 
new products (Bang and Cong 2024), a  mechanism 
that is particularly evident in the consumption of pre-
pared dishes with high experiential attributes. This 
study innovatively deconstructs the four-dimension-
al framework of  PGT (e.g.  green supply trust, green 
brand trust, green marketing trust, and green certifi-
cation trust) by  transcending the single-dimensional 
constraints of  traditional trust models. Furthermore, 
existing research often considers green perceived value 

as a precursor variable to green trust (Roh et al. 2022); 
this study aims to further elucidate the impact of PGV 
on PGT. Thus, hypotheses are proposed:
H2: PGT in prepared dishes positively influences PI.
H3: PGV has a positive influence on PGT.

Green attribute information (GAI). Product at-
tribute information generally includes the search 
attributes (e.g.  price, dimensions, size, colour) and 
experience attributes (e.g.  taste, convenience, du-
rability), as  well as  certificate attributes (Marcon 
et  al.  2022). The centrality of  green attributes, the 
transparency of  green information, and the manner 
of  its presentation can also influence or  constrain 
consumer perception (Fu et  al.  2023). The green at-
tributes of  prepared dishes integrate the health and 
environmental characteristics of  the food itself with 
the eco-friendly practices employed in its production 
process, which impacts consumers' GP and PI. This 
reflects the combined effects of intrinsic and extrinsic 
attributes (Cardona et  al.  2023). Thus, the following 
hypotheses are proposed:
H4: GAI has a  positive impact on  PGV of  prepared 

dishes.
H5: GAI has a  positive impact on  PGT of  prepared 

dishes.
H6: GAI has a positive impact on PI of prepared dishes.

Live streaming scenes experience (LSSE). LSSE 
refers to the structured design of live streaming envi-
ronments that immerse consumers in product-relat-
ed scenes, enhancing their perceptual and interactive 
engagement. In  live streaming e-commerce, compa-
nies can leverage LSSE to  interact with consumers 
and visually present the production process, quality 
control measures of their products (Peng et al. 2023). 
While the effectiveness of live streaming is influenced 
by multiple factors, prior research has predominant-
ly focused on the performance of hosts or streamers 
(Wu et al. 2024). With the increasing standardisation 
of the streaming model and the rise of virtual anchors 
and AI technology, the importance of LSSE is gradu-
ally emerging (Yu et  al.  2024). LSSE emphasises the 
construction of immersive and interactive streaming 
scenes, wherein multisensory engagement enhanc-
es consumer awareness, comprehension, and trust 
in  products. Information Adoption Model (IAM) 
plays a key role in this process, explaining how audi-
ences evaluate and adopt information in live stream-
ing scenes by emphasising factors such as information 
quality, credibility of  sources, and perceived useful-
ness (Chen et al. 2022a). Through multisensory stim-
ulation, LSSE not only amplifies user experience but 
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also optimises information processing and dissem-
ination, making audiences more receptive, more ca-
pable of comprehension, and more inclined to share 
live streaming content (Xu et al. 2024). By employing 
diverse LSSE strategies, businesses can transparent-
ly show key stages of production (e.g. planting, pro-
cessing and cooking), thereby increasing consumer 
awareness of  green attributes and reinforcing their 
confidence in  sustainable product claims. Conse-
quently, LSSE is  expected to  positively impact PGV 
and PGT, ultimately influencing purchase intentions. 
Thus, the following hypotheses are proposed:
H7: LSSE has a  positive impact on  PGV of  prepared 

dishes.
H8: LSSE has a  positive impact on  PGT of  prepared 

dishes.
H9: LSSE has a positive impact on the PI of prepared 

dishes.
The study adopts the theory of  green perception 

to construct a 'scenes-perception-behaviour' theoret-
ical model, with the objective of  examining the im-
pact pathway of consumers' GP (PGV and PGT) on PI 
towards prepared dishes. The premise of  the model 
is  that both GAI and LSSE of  prepared dishes dis-
played on e-commerce platforms can affect consum-
ers' GP of prepared dishes, subsequently affecting the 
PI (Figure 1). 

MATERIAL AND METHODS

The research was designed using a  mixed-methods 
approach, incorporating both qualitative and quanti-

tative approaches, with an  emphasis on  quantitative 
analysis. Initially, a model was developed via literature 
review, and the dimensions of  the model's indicators 
were tentatively established. Subsequently, consum-
er comments for prepared dishes were gathered from 
e-commerce platforms and underwent textual analysis. 
Utilising the results of  this analysis, keywords perti-
nent to GAI and LSSE were discerned, facilitating the 
description of questionnaire items. Data collection was 
achieved through the adeptly designed questionnaire. 
The data was then subjected to rigorous statistical test-
ing using the partial least squares structural equation 
modelling (PLS-SEM).

In this study, text analysis is the key link between lit-
erature review and questionnaire design, which aims 
to identify keywords related to GAI and LSSE by ana-
lysing consumer comments on e-commerce platforms, 
thereby providing empirical support for the construc-
tion of questionnaire items.

Comments data collection and analysis. This 
study collected cross-platform data (n  =  10  521) 
in March 2024, by crawling prepared dishes consum-
er reviews from JD.com (traditional e-commerce) 
and Douyin (live-streaming e-commerce). Initial-
ly, industry reports were analysed to  ascertain the 
best-selling brands and products. Then, comments 
from the standard pages of products with sales vol-
ume > 50 000 on JD.com (n = 5 775) and comments 
associated with live-streaming short videos with likes 
>  10  000 on  Douyin (n  =  4  749) were extracted re-
spectively. In  the text analysis phase, the consumer 
comment data was initially cleaned. Subsequent-
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Figure 1. Path diagram of the theoretical research model

Source: Authors' own processing



541

Agricultural Economics – Czech, 71, 2025 (10): 537–549 	 Original Paper

https://doi.org/10.17221/247/2024-AGRICECON

ly, the jieba segmentation tool was employed with 
a custom dictionary to perform word segmentation. 
The construction of the custom word dictionary was 
based on  the extraction of  core terminology and 
representative brands from the industry reports, 
as  well as  product attributes and review tags from 
e-commerce platforms. It was further supplemented 
by high-frequency word identification, incorporating 
aliases, abbreviations, regional flavours, and special 
expressions related to prepared dishes (e.g. 'semi-fin-
ished products', 'ready-to-eat dishes' and 'clean vege-
tables'). After segmentation, term normalisation was 
performed in  combination with a  synonym dictio-
nary. The synonym dictionary was constructed with 
reference to 'HIT IR-Lab Tongyici Cilin (Extended)', 
combined with the custom word library, and re-
fined through multiple rounds of  revision involving 
contextual manual judgment and high-frequency 
word verification, in  order to  systematically group 
synonym sets. Ultimately, through word frequen-
cy statistics, high-frequency words related to  green 
attributes were selected, followed by  manual anno-
tation and verification. The top 100  high-frequency 
words were extracted to  generate a  bimodal word 
cloud (Figure 2). The left figure illustrates the feed-
back post-experience of  traditional e-commerce 
consumers, while the right figure depicts live video 
interactive comments, offering an intuitive presenta-

tion of consumers' perceptions and evaluations of the 
green attributes of prepared dishes. 

The word cloud analysis results indicate: traditional 
e-commerce consumers focus on  post-consumption 
evaluation dimensions, emphasising taste (e.g. 'flavour', 
'delicious'), convenience (e.g.  'convenient', 'quick'), 
logistics (e.g.  'packaging', 'timely', 'delivery'), price 
(e.g. 'cost-effectiveness', 'affordable'), quality perception 
(e.g. 'fresh', 'quality', 'nutrition'), and repurchase inten-
tion (e.g. 'like', 'well', 'repurchase'). On the other hand, 
comments in live streaming scenes highlight pre-con-
sumption cognition reconstruction, focusing on visual 
perception (e.g. 'looks like', 'feel', 'appetising'), green at-
tributes (e.g.  'healthy', 'organic', 'technology'), and ad-
dressing information asymmetry anxiety through trust 
anchors ('good', 'really'), triggering initial purchase in-
tentions (e.g. 'need', 'try', 'buy back', 'place order'). This 
finding confirms that live streaming technology effec-
tively transforms GP to PI through embodied sensory 
experiences and trust acceleration mechanisms, pro-
viding empirical support for the construction of  the 
theoretical model of 'scenes-perception-behaviour'.

Meanwhile, the qualitative analysis informed both 
the definition of variables and the design of question-
naire in  the quantitative analysis. For instance, the 
dimensions of  GAI were identified based on  existing 
literature, including green materials, transportation, 
packaging, and certification. Subsequent text analysis 

Figure 2. Word cloud diagram of consumer comments

Source: Authors' own processing
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of the review data revealed that consumers frequently 
mentioned the elements of  'selection', 'nutrition con-
tent' and 'portion' when describing the green attributes 
of prepared dishes. Consequently, the item GAI1, 'The 
nutrition of prepared dishes is balanced and quantita-
tive', was developed to quantify consumers' perception 
of green attributes. The descriptions of other question-
naire items were designed using the same methodol-
ogy. This research design is  beneficial in  quantifying 
perception and comprehending the underlying factors 
in depth, thereby providing a  targeted basis and sug-
gestions for the sustainable development of  the pre-
pared dishes market.

Data collection, process and sample. Data was col-
lected via an  online questionnaire platform in  which 
participants were invited to  fill in  the questionnaire. 
To  elucidate the objective of  this study, participants 
were requested to  recall their experience of  online 
shopping and to  read a  brief description of  the pre-
pared dishes prior to responding to the questionnaire. 
The survey was conducted among Chinese users who 
had used JD.com and Douyin, spanning a three-month 
period from March to May 2024. A total of 350 ques-
tionnaires were distributed, 328  were returned, and 
291  were collected after the removal of  invalid ques-
tionnaires, resulting in  an  effective recovery rate 
of 83.1%. The demographic characteristics are present-
ed in Table 1.

Measures. In accordance with the findings of the text 
analysis and the existing literature, four items pertaining 

to GAI were derived from the works of Testa et al. (2015), 
Marcon et  al.  (2022) and Cardona et  al.  (2023). Three 
items pertaining to LSSE were adapted from the work 
of Tsimidou et al. (2022) and Jia et al. (2024). Four items 
pertaining to PGV were derived from the work of Thar-
rey et  al.  (2020) and Zheng et  al.  (2024). Four items 
on  PGT were revised based on  the findings of  Ricci 
et al.  (2018) and Jia et al.  (2024). Three items pertain-
ing to PI were revised based on the findings of Onofrei 
et al. (2022). The items are shown in Table 2.

Data analysis. In order to verify this hypothesis, the 
valid data was subjected to analysis using the SPSS 26.0 
software and PLS-SEM. First, the reliability of the data 
was assessed using Cronbach's alpha and factor load-
ings. The threshold of Cronbach's alpha exceeding 0.70 
is considered an acceptable reliability indicator. Com-
posite reliability (CR) and average variance extracted 
(AVE) were calculated. The thresholds of CR and AVE 
were greater than 0.70 and 0.50 (Bagozzi  1981), re-
spectively. Second, a multiple regression analysis was 
conducted to  evaluate the correlation between the 
variables. The variance inflation factor (VIF) was found 
to  be  less than  5, indicating the absence of  multicol-
linearity in the regression model. Third, a process me-
diation test was performed. A bootstrap analysis was 
performed on  the bias-corrected confidence interval 
with a sample size of 5 000.

Reliability and validity. All values of​  Cronbach's 
alpha (Nunnally and Bernstein 1994) and factor load-
ings (Fornell and Larcker 1981) are above 0.7, indi-

Table 1. Demographic characteristics of participants

Variable Characteristics Frequency Percentage (%)

Sex
female 162 55.67
male 129 44.33

Age (years) 
under 30 83 28.52

31–45 182 62.54
above 45 26 8.93

Education

high school and below 20 6.87
associate degree 63 21.65
bachelor's degree 178 61.17

master's/PhD degree 30 10.31

Monthly disposable income

EUR ≤ 260 20 6.87
EUR 260–510 65 22.34
EUR 510–770 105 36.08

EUR 770–1 030 62 21.31
EUR ≥ 1 030 39 13.40

Source: Authors' own processing
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Table 2. Measurements and reliability & validity

Variable Measurement item Loadings
(> 0.7) 

Cronbach's  
alpha (> 0.7) 

Green attribute  
information (GAI) 

GAI1: Green material of prepared dishes ensures  
nutritional balance and portion control. 0.785

0.757
GAI2: Green transportation of prepared dishes  

ensures freshness and taste. 0.776

GAI3: Green packaging of prepared dishes is convenient. 0.700
GAI4: Green certification label of prepared dishes. 0.780

Live streaming scenes 
experience (LSSE) 

LSSE1: Farm live scene: showing  
the growing environment of prepared dishes. 0.854

0.756LSSE2: Factory live scene: showing the  
production process of prepared dishes. 0.793

LSSE3: Kitchen live scene: showing  
the process of cooking prepared dishes. 0.811

Perceived green  
value (PGV) 

PGV1: Environmental value: portion control  
of prepared dishes can reduce waste. 0.753

0.750
PGV2: Nutritional value: the nutritional  

value of prepared dishes. 0.760

PGV3: Time value: the convenience  
of prepared dishes saves time and efficiency. 0.706

PGV4: Economic value: cost-effectiveness of prepared dishes. 0.794

Perceived green  
trust (PGT) 

PGT1: Green supply trust: I trust that the healthy  
ingredients of prepared dishes supplied from origin. 0.819

0.818

PGT2: Green brand trust: I trust that the quality  
of prepared dishes processed by the brand. 0.793

PGT3: Green marketing trust: I trust prepared  
dishes with transparent marketing information. 0.790

PGT4: Green certification trust: I trust prepared  
dishes with green certification labels. 0.813

Purchase intention
(PI) 

PI1: Purchase intention: I would like to buy prepared dishes. 0.878

0.854PI2: Share intention: I would like  
to recommend prepared dishes to others. 0.869

PI3: Purchase behaviour: I would take action to buy prepared dishes. 0.892

Source: Authors' own processing

cating that the convergent validity of  the variables 
exceed the threshold and has convergent validity (Ta-
ble 2). The model's R2 values (0.431, 0.520 and 0.631) 
for PGV, PGT and PI are above the threshold value 
of 0.25. The average variance extracted (AVE) for each 
variable exceeds the 0.5 threshold (Table 3). 

RESULTS 

The outcome of GAI, LSSE, PGV and PGT. Mul-
tiple regression analysis was used to  test the effect 

of PGV on PI. The results indicate a significant rela-
tionship between PGV and PI (β  =  0.132, P  <  0.05), 
thus supporting H1. Second, the results revealed 
a positive correlation between PGT and PI (β = 0.557, 
P < 0.001), thereby supporting H2. Third, the relation-
ship between PGV and PGT is  positive (β  =  0.091) 
yet not significant (P > 0.05), thus not supporting H3. 
Fourth, GAI was found to  exert a  positive influence 
on  PGV (β  =  0.446, P  <  0.001), thus supporting H4. 
Fifth, the relationship between GAI and PGT is pos-
itive (β  =  0.109) yet not significant (P  >  0.05), thus 
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not supporting H5. Sixth, the relationship between 
GAI and PI is positive (β = 0.026) yet not significant 
(P > 0.05), thus not supporting H6. The results demon-
strated that LSSE exerts a significant influence on PGV 
(β = 0.607, P < 0.001), PGT (β = 0.308, P < 0.001), and 
PI (β  =  0.187, P  <  0.01), thereby supporting H7, H8, 
and H9, respectively (Table 4).

The mediating effect of  PGV and PGT. A  non-
parametric bootstrapping approach was employed 
to  test the mediating effect. To  test specific indirect 
effects, percentile-based and bias-corrected confi-
dence intervals were calculated using 5  000 resam-
ples. The results indicated that all mediation effects 
were statistically significant (Table 5). 

Table 4. The results of multiple regression

Hypothesis Relationships Coefficient T F2 VIF P-value Decision
H5 GAI → PGT 0.109 1.826 0.015 1.687 0.068 unsupported
H4 GAI → PGV 0.446 8.822 0.262 1.337 0.000*** supported
H6 GAI → PI 0.026 0.558 0.001 1.711 0.577 unsupported
H2 PGT → PI 0.557 8.318 0.400 2.104 0.000*** supported
H3 PGV → PGT 0.091 1.366 0.010 1.759 0.172 unsupported
H1 PGV → PI 0.132 2.532 0.026 1.777 0.011* supported
H7 LSSE → PGV 0.607 10.598 0.515 1.504 0.000*** supported
H8 LSSE → PGT 0.308 4.619 0.125 1.337 0.000*** supported
H9 LSSE → PI 0.187 2.815 0.042 2.278 0.005** supported

***, ** and *significance levels at 0.001. 0.01 and 0.05, respectively; F2 – effect size if ≥ 0.15(moderate); if ≥ 0.02 (small); if< 
0.02 (negligible); GAI – green attribute information; LSSE – live streaming scenes experience; PI – purchase intention; 
PGT – perceived green trust; PGV – perceived green value; T – t statistics; VIF – variance inflation factor 
Source: Authors' own processing

Table 5. The results of the mediating effect

Hypothesis Relationships Original sample SD T P-value Decision
H9 GAI → PGV → PI 0.058 0.024 2.396 0.017* full mediation
H10 GAI → PGT → PI 0.083 0.029 2.831 0.005** full mediation
H11 LSSE → PGV → PI 0.040 0.020 1.989 0.047* partial mediation
H12 LSSE → PGT → PI 0.354 0.053 6.683 0.000*** partial mediation

***, ** and *significance levels at 0.001. 0.01 and 0.05, respectively; GAI – green attribute information; LSSE – live stream-
ing scenes experience; PI – purchase intention; PGT – perceived green trust; PGV – perceived green value
Source: Authors' own processing

Table 3. Correlation matrix

Variable AVE (>0.5) CR (>0.7) GAI LSSE PGV PGT PI
GAI 0.579 0.846 0.761a – – – –
LSSE 0.672 0.860 0.502b 0.820 – – –
PGV 0.569 0.841 0.601 0.531 0.754 – –
PGT 0.646 0.880 0.468 0.709 0.476 0.804 –
PI 0.774 0.991 0.460 0.666 0.512 0.766 0.880

GAI – green attribute information; LSSE – live streaming scenes experience; PVG – perceived green value; PGT – per-
ceived green trust; PI –purchase intention

Source: Authors' own processing
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DISCUSSION 

With the rise of  green agricultural production and 
a  healthy food culture, consumers are increasingly 
interested in  understanding green perceptions (Ricci 
et  al.  2018; Roh et  al.  2022; Zhang et  al.  2024). This 
study proposes a  conceptual model for investigating 
customers' green perceptions of LSSE and GAI regard-
ing the purchase of prepared dishes. The findings indi-
cate that LSSE and GAI have the potential to enhance 
consumers' GP and improve their online purchasing 
experience of prepared dishes.

First, the results demonstrate that both PGV and 
PGT have a positive impact on PI, corroborating pre-
vious research findings (Riva et al. 2022). The multi-
dimensionality of PGV and PGT reflects consumers' 
comprehensive evaluation of green products, and the 
results verify the central role of PGV (Tawde and Rv 
2024) and PGT (Zhang et  al.  2024) in  shaping con-
sumers' green consumption behaviour. By  refining 
the dimensional structure of  PGV and introducing 
the construction mechanism of PGT, this study pro-
vides a scientific basis for strategy formulation in the 
prepared dishes market and even the broader green 
product market, assisting enterprises in  accurately 
meeting consumers' green demands and promoting 
the formation of  green consumption behaviour and 
market expansion. Particularly, this study reveals the 
asymmetrical effects of  PGV and PGT on  PI, high-
lighting the joint mechanism of  rational value as-
sessment and emotional trust dependence in  green 
purchase decisions. Unlike traditional static models, 
this study finds that within live-streaming scenes, 
the effect strength of  PGT is  4.2 times that of  PGV, 
a  finding that diverges from the 'value-dominated' 
paradigm of past studies and supports the 'trust-first' 
model. In  high information density live-streaming 
scenes, consumers are more inclined to rely on real-
time verified green certification during live streams, 
rather than solely relying on  independent value as-
sessments to make decisions. These conclusions not 
only enrich the theory of green consumption but also 
provide a new perspective for enterprises to optimise 
green marketing strategies in  the era of  live-stream-
ing e-commerce.

Second, the results indicate that the direct impact 
of PGV on PGT is not significant, which differs from 
the results of some previous studies (Roh et al. 2022). 
Such discrepancy may originate from the unique 
characteristics of the samples in this study, where par-
ticipants mainly obtained information through LSSE, 

and their trust mechanisms differ significantly from 
that of traditional consumers. Additionally, the meas-
urement method of  this study emphasises capturing 
consumers' instant responses, while previous stud-
ies have mostly focused on the establishment process 
of long-term trust. Thus, the inconsistency in results 
may also be attributed to the different measurement 
methods employed. Moreover, the establishment 
of PGT is not solely reliant on GAI but also involves 
the recognition of all supply chain members (Ariya-
wardana et  al.  2017). The supply chain of  prepared 
dishes comprises multiple stages, and its complex-
ity may lead to  information asymmetry and reduced 
transparency, thereby intensifying consumers' con-
cerns about food safety and sustainability (Ariya-
wardana et al. 2017). Trust levels vary across different 
supply chain segments, making it challenging for con-
sumers to fully assess the green attributes and cred-
ibility of  a  product. As  a  result, even if  consumers 
perceive green value (PGV), such perception does not 
necessarily translate into perceived green trust (PGT) 
in suppliers. In addition, as a new type of green food, 
the market norms and regulatory system for prepared 
dishes are still imperfect (Jia et al. 2024), which fur-
ther complicates trust formation. Conversely, per-
ceived value can even be influenced by perceived trust 
in  some cases (Ponte et  al.  2015). Future research 
should further explore the dynamic mechanism of GP 
in different consumption scenes and how to enhance 
consumers' PGT through scenes interaction.

Third, the results indicate that the direct effect 
of  GAI on  PI is  not significant, nor does it  signifi-
cantly influence PGT, while its effect on PGV is sig-
nificant. This indicates that GAI does not function 
through a  direct pathway, but instead exerts an  in-
direct influence on PI by enhancing PGV. This phe-
nomenon may be  related to  cultural and industry 
factors. Traditional dietary culture (Enriquez and 
Archila-Godinez 2022), eating habits and emotional 
factors (Mills et al. 2020) exert a profound influence 
on  consumer decision-making, indicating that pur-
chasing choices are not solely determined by  green 
attributes. Consumers' preference for natural ingre-
dients and bias against industrially prepared dishes 
also may weaken the effect of GAI. Furthermore, in-
dividual differences in environmental awareness and 
disconnection in  consumption habits further limit 
the impact of GAI on PI. At the industry level, con-
sumer trust in GAI depends not only on the accuracy 
of information (Fu et al. 2023) but also on corporate 
brand recognition and authoritative certification 
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(Tran 2023; Bang and Cong 2024). However, the lack 
of standardisation within the prepared dishes indus-
try has led to vague definitions of GAI, while limited 
credibility of certification institutions further under-
mines consumer trust. Fierce market competition 
and the proliferation of marketing information inter-
fere with consumers' attention to  and trust in  GAI, 
while consumers' limited information processing 
ability further restricts the role of  GAI in  PI. This 
study provides theoretical support for understanding 
the differences in  the effects of GAI under different 
communication channels by  constructing four di-
mensions of GAI and refining unique attribute words 
of prepared dishes based on  text analysis. The find-
ings suggest that GAI has the potential to  promote 
green consumption, but its effectiveness depends 
on presentation strategies that meaningfully engage 
consumer interest. By displaying GAI in multiple di-
mensions, suppliers of prepared dishes can more ef-
fectively attract consumer attention, form a positive 
GP (Khan et al. 2022), and indirectly promote PI. The 
findings not only provide a scientific basis for market 
promotion of prepared dishes, but also offer practical 
insights for suppliers.

Fourth, LSSE significantly enhances consumers' 
GP (PGV and PGT) and exerts a direct impact on PI. 
This finding underscores the dual critical role of live 
streaming technology in green information dissemi-
nation and consumer decision-making (Dou and Li 
2024). Specifically, LSSE enables consumers to  en-
gage with green information through an  immersive 
platform, thereby substantially strengthening PGV. 
Simultaneously, LSSE improves the transparency and 
authenticity of  information in supply chain manage-
ment, allowing consumers to  directly verify compa-
nies' green commitments, which in turn significantly 
enhances PGT (Bang and Cong 2024; Shi et al. 2024). 
Moreover, LSSE fosters consumer perception and 
trust in  green products through multisensory stim-
ulation and real-time interaction (Wu and Huang 
2023), effectively mitigating information asymmetry 
prevalent in traditional marketing. By leveraging vis-
ual continuity and cognitive relevance, live streaming 
evokes emotional resonance and impulsive decision-
making among consumers (Xiao et  al.  2023). Fur-
thermore, its interactive nature facilitates immediate 
feedback and social proof, further reinforcing PI. Ad-
ditionally, an  optimised sensory experience design, 
based on multisensory immersion and instant stimu-
lation, has been demonstrated to heighten consumer 
interest and purchase intentions (Huang et al. 2023). 

These findings not only validate the significance 
of  immersive experiences and multisensory interac-
tions in  shaping green perceptions but also provide 
empirical support for the market promotion of  pre-
pared dishes.

Fifth, the results indicate that GP significantly bridg-
es GAI and PI as  a  mediating variable, highlighting 
its central role in green consumption decisions. Spe-
cifically, GP can transform consumers' perceptions 
of  GAI into PGV and PGT, thereby stimulating PI. 
This mechanism indicates that consumer behaviour 
does not simply follow the traditional 'stimulus-re-
sponse' model, but is  based on  a  complex decision-
making path with cognitive and emotional factors: 
after receiving external information, consumers form 
perceptions of product value and trust through deep 
processing, which in turn affects purchase decisions. 
This finding extends the applicability of  traditional 
marketing theory to  the field of green consumption, 
emphasising the importance of  cognitive and emo-
tional factors (Chauhan and Goyal 2024). When con-
sumers perceive higher PGV and PGT, their purchase 
intention significantly increases. Therefore, effec-
tive transmission of GAI and construction of GP are 
key to improving market acceptance in the prepared 
dishes market. Suppliers should focus on the display 
of GAI in product design and marketing to enhance 
consumers' PGV and PGT. Moreover, cultural differ-
ences and consumer individuality may affect the green 
perception of GAI and PI. Future research should fur-
ther explore the interaction mechanism of these fac-
tors to optimise green marketing strategies.

Finally, the study finds that GP partially mediates 
the impact of LSSE on PI. That is, in addition to di-
rectly influencing consumers through its authentic 
and comprehensive content, LSSE can also indirectly 
promote PI by  increasing consumers' PGV and PGT 
for prepared dishes. The direct effect of  LSSE on  PI 
remains significant even after controlling for the ef-
fect of GP, which indicates the diversity of LSSE (Lv 
et al. 2022). By elucidating the partial mediating effect 
of  LSSE, this study proposes a  'scenes-perception-
behaviour' dynamic interaction framework for green 
consumption, thereby enriching the theoretical foun-
dation of  live-stream e-commerce and delineating 
a  strategic path for the digital transformation of  the 
prepared dishes industry. In  light of  these findings, 
managers in  the prepared dishes industry should 
consider integrating GAI and live-streaming tech-
nology to  produce appealing and informative LSSE, 
thereby enhancing consumers' trust and engagement 
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and promoting green consumption behaviour. Con-
currently, enterprises are advised to  leverage the in-
teractivity of  live-streaming to  address consumers' 
feedback in real time, thereby enhancing consumers' 
perception of green products and attaining mutually 
beneficial outcomes for market promotion and sus-
tainable development objectives.

CONCLUSION

This study focused on prepared dishes, introducing 
LSSE as a new perspective for research on green con-
sumption, and constructing a green perception model. 
Initially, by analysing comments, the focus and high-
frequency words of consumer concerns were identi-
fied, recognising the unique dimensions of prepared 
dishes, and developing an  industry-specific green 
perception scale. Subsequently, data was collected 
through a  questionnaire survey and analysed using 
PLS-SEM to verify hypotheses. The results show that 
GP plays a complete intermediary role between GAI 
and PI, and a partial intermediary role between LSSE 
and PI. Although the direct impact of GAI on PI is not 
significant, strengthening GP can effectively enhance 
PI. This reveals that LSSE can significantly enhance 
consumers' green perception and trust in  prepared 
dishes, effectively promoting PI. This study suggests 
that suppliers should enhance their green productiv-
ity, explore and create more attractive LSSE and rich 
GAI, in order to  improve consumers' awareness and 
trust in the green characteristics of prepared dishes, 
encourage consumers to consume in a more environ-
mentally friendly way, and thus promote the develop-
ment of  the prepared dish industry towards a  more 
sustainable direction.

The following limitations are inherent to  this re-
search: First, it  should be  noted that the study was 
conducted in China, where prepared dishes have sig-
nificant development potential. As a result, the find-
ings may not be applicable to other regions. It should 
be noted that cultural norms and consumer preferenc-
es, as well as the characteristics of the food industry, 
may vary significantly between different geographi-
cal regions. It would be beneficial for future research 
to consider exploring the conditions in other countries 
and conducting relevant cross-regional comparisons. 
Second, this study examined the perception of  the 
term 'green' in  relation to  the information provided 
about the environmental impact of  prepared dishes 
in live streaming contexts. Nevertheless, it is possible 
that other green information stimuli may exert an in-

fluence on the purchase of prepared dishes. The use 
of virtual reality technology allows consumers to 'ex-
perience' the aroma and taste of food online, thereby 
stimulating purchase desire. It  would be  beneficial 
for future research to consider adjusting the variables 
in  the live streaming scenes in  order to  encourage 
green consumption of prepared dishes.
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