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Abstract. Premium agricultural products often face a tricky problem: 
producers struggle to sell, and consumers struggle to trust. The root cause is 
the information gap between production and sales. This study looks at 
Longjing tea in Zhejiang Province, focusing on how “short video + live 
streaming” content strategies work in agricultural e‑ commerce. The idea is 
to see how visual scenes and storytelling build consumer trust and make 
people more willing to pay a premium. Based on the S‑O‑R theory, the 
study builds a mediation model where content strategy perception is the 
independent variable, consumer trust is the mediator, and willingness to pay 
a premium is the outcome. Data came from a questionnaire and were 
analyzed with structural equation modeling. The results show that content 
strategies have a clear positive effect on willingness to pay a premium, with 
consumer trust playing a partial mediating role. In addition, the perceived 
capability of “New Farmers” strengthens the link between content strategy 
and trust. Overall, the study reveals how content marketing can rebuild trust 
between producers and consumers, offering both theoretical support and 
practical direction for high‑ value agricultural products going digital. 

1 Introduction 
As the digital economy grows, the old problems in how agricultural products are sold are 
getting harder to ignore. Farmers often end up with a good harvest but no real gain in income, 
while city consumers struggle to find authentic, high-quality products straight from the 
source. The real issue is the information gap between producers and buyers, along with a lack 
of trust. This study looks at how digital tools can help solve that problem, using Longjing tea 
in Zhejiang Province as a case. High-quality agricultural products rely heavily on things like 
growing conditions, harvesting techniques, and processing methods—kinds of knowledge 
that static pictures and text on traditional e‑commerce platforms just cannot convey well. So 
this research matters: it tries to give farmers, cooperatives, and New Farmers a practical path 
from production to sales, helping raise incomes and support rural revitalization [1]. The study 
digs into three things. First, how live streaming and short videos use real‑time visuals and 
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storytelling to break down the information barriers between producers and consumers [2]. 
Second, how these content strategies build consumer trust and make people more willing to 
pay a premium [3, 4]. Third, how the digital skills of New Farmers shape that process and 
how different stages—production, marketing, after‑sales—work together [5]. To get there, 
the study used a mix of methods. A literature review helped map out what is already known 
about agricultural e‑commerce, trust theory, and New Farmer capabilities, which set the 
stage for building a theoretical model [6]. A questionnaire went out to people who had 
watched Longjing tea content on live streams or short videos not long ago. Structural 
equation modeling was used to test how the different pieces in the model connected. A lot of 
high‑quality farm products have had the same two‑sided problem for a long time. They’re 
hard to sell, and even when they do sell, the price you get does not really match the value [7]. 
On the other side, consumers find it hard to get trusted products straight from the farm. 
Traditional e‑commerce platforms are not great at showing how things are grown, what 
makes them special, or the stories behind them [8]. But new digital tools—like production 
live streams, traceability systems, and community marketing—are starting to close that gap. 
That is why this research matters. It tries to give real, practical guidance for producers, 
cooperatives, and New Farmers. There is both economic value and social value in that. Here’s 
what the study looks at. Digital transformation—things like IoT, live streaming, and big data 
that change how things work from production all the way to after‑sales—affects how 
consumers make choices. New Farmer capabilities here cover content creation, managing 
traffic, and skills for handling customer relationships. Consumer trust and willingness to pay 
come from seeing things like slow live streams or traceability info. The study focuses on 
three main questions. How digital transformation strategies should change depending on 
what kind of agricultural product you are dealing with. How short videos, live streaming, and 
traceability systems each build trust in their own way. And what New Farmers and their 
cooperatives really need to make digital transformation work. Answering those questions 
should help paint a clearer picture of how agricultural products move through the system in 
today’s digital world—one that is useful both for theory and for real‑life practice. 

2 Literature review 

Digital transformation in agricultural e‑commerce has become a key way to connect small 
farmers with bigger markets and help rural areas grow. A lot of research out there says that 
old‑style agricultural e‑commerce does not do a good job showing the real quality or the 
cultural story behind products. That creates a pretty big trust gap between sellers and buyers. 
When people talk about how to fix this, the discussion usually goes in three directions. First, 
there’s the big‑picture stuff about what is holding things back. Studies point to things like 
infrastructure and having skilled people as the real foundation for change. Most researchers 
agree that going digital is the way to go if you want to get past the problem of not being able 
to sell. But progress really depends on outside conditions. Take the study by Liang Yan and 
Feng He on agricultural e‑commerce in the northeast—it shows that weak cold chain 
logistics, not enough branding, and a shortage of people who know what they are doing are 
the main bottlenecks [9]. So digital transformation is not just about using new tech; it is a 
whole system thing that needs support around it. Second, when you look at what actually 
works on the ground, short videos and live streaming have proven pretty effective for 
building trust. To get past the trust issue, a lot of research zooms in on digital marketing tools. 
Ma Jingxiao puts it clearly: short videos and live streaming can turn abstract ideas like 
“quality” into something you can see and feel, by showing how things are made, telling 
farmers’ stories in a real way, and making interaction feel personal [10]. That is a solid reason 
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for agricultural e‑commerce to move beyond just putting products on a shelf and instead lean 
into content‑driven, experience‑based marketing. Third, there’s the tech side of things—data 
intelligence and traceability are where things are headed next. As technology moves forward, 
research has started looking at how to make things more precise and more transparent. Xiao 
Fu digs into how AI helps figure out who customers are and make recommendations that hit 
the mark [11]. That signals a shift in marketing from people looking for products to products 
finding people. Meanwhile, traceability tech using IoT gives customers hard data on how 
something was grown and shipped, acting like a digital ID for high‑end farm products and 
backing up trust with hard proof [12]. So the existing research gives us a good multi‑layer 
view of how digital transformation works in agricultural e‑commerce. But most studies either 
stay at the big‑picture level talking about general solutions, or they focus on one tool in 
isolation. There isn’t much research that puts the core content strategy—short videos and live 
streaming—inside a real, concrete setting with a high‑value product like Longjing tea and 
digs into how it actually works step by step. That’s what this study tries to do: look closely 
at the inner pathways that help this strategy build trust and create real value in a specific 
industry. 

3 Research methodology 
This study used a questionnaire as the main way to collect data. That kind of method works 
well for getting at things you can’t see directly, like how much people trust a product or 
whether they’re willing to pay more. It also makes it easier to gather a large enough sample, 
which you need for structural equation modeling. The questionnaire was built around the S‑
O‑R framework. It treats content strategies from short videos and live streams as the outside 
trigger (S), consumer trust as the internal state (O), and willingness to pay a premium as the 
final behavior (R). There were four main parts—perceived content strategy, perceived trust, 
willingness to pay a premium, and perceived New Farmer capability—and each used a five‑
point Likert scale. A pre‑test helped get the wording right. The survey went to people who 
had watched Longjing tea live streams or short videos in the past year, on platforms like 
Douyin, Taobao, or WeChat Channels. The sample broke down like this: 47.3% male, 52.7% 
female. Most were between 26 and 45 years old, which made up 65.2% of the group. 
Geographically, it covered major tea‑drinking areas like Zhejiang, Jiangsu, Shanghai, and 
Guangdong, with people from Zhejiang alone accounting for 32.5%. When it came to how 
often they bought tea, 81.7% said they bought it at least once or twice a year. The formal 
survey ran from December 2025 to January 2026. Questionnaires were sent out through 
targeted places like Longjing tea interest groups and tea e‑commerce fan communities. In 
total, 476 questionnaires came back. After going through them and weeding out the ones that 
didn’t work, 412 ended up being valid, which gave a response rate of 86.6%. That sample 
size was big enough for the structural equation modeling analysis that came next. 

4 Research results 
The study ran the numbers on 412 valid questionnaires using SPSS 26.0 and AMOS 24.0. 
Reliability and validity checks came back clean—Cronbach’s α for each variable sat between 
0.846 and 0.912, composite reliability (CR) topped 0.85 across the board, and average 
variance extracted (AVE) was above 0.65. So the scale held up well. Looking at the 
descriptive stats, the mean for perceived content strategy was 3.87 (SD = 0.72), for perceived 
trust it was 3.76 (SD = 0.79), willingness to pay a premium averaged 3.54 (SD = 0.88), and 
perceived New Farmer capability came in at 3.92 (SD = 0.75). Correlation results showed a 
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clear positive link between perceived content strategy and perceived trust (r = 0.613, p < 
0.01), and between perceived trust and willingness to pay a premium (r = 0.647, p < 0.01). 
The structural equation model fit the data nicely (χ²/df = 2.34, GFI = 0.926, CFI = 0.958, 
RMSEA = 0.057). Hypothesis testing gave a significant path from perceived content strategy 
to willingness to pay a premium (β = 0.412, p < 0.001), so H1 held. Perceived trust played a 
partial mediating role between content strategy and willingness to pay a premium—the 
mediation effect was 0.265, accounting for 64.3% of the total effect, with a Bootstrap 95% 
confidence interval of [0.187, 0.342], supporting H2. Perceived New Farmer capability also 
gave a positive push to the relationship between content strategy and perceived trust—the 
moderation effect came out at β = 0.178, p < 0.01. When you break content strategy down 
into its different pieces, each one had a clear positive effect on trust. Production process 
visualization carried the biggest weight (β = 0.287, p < 0.001), followed by cultural narrative 
storytelling (β = 0.246, p < 0.001) and perceived scene authenticity (β = 0.213, p < 0.01). 
Real‑time interactivity also mattered, though its effect was a bit smaller (β = 0.158, p < 0.05). 
Across all of them, production process visualization stood out as the strongest driver. 

5 Discussion 
The study draws on data from the Longjing tea industry in Zhejiang to show how short video 
and live streaming strategies work in agricultural e‑commerce. Consumer trust sits in the 
middle between content strategy and willingness to pay a premium, acting as a partial 
bridge—the mediation effect comes out to 0.265, accounting for 64.3% of the total effect. 
What this really tells us is that digital content marketing is essentially a transfer of trust. 
When people watch a live stream showing tea being picked and roasted, and they pick up on 
the streamer’s expertise and sincerity through interaction, what used to be an abstract idea of 
quality becomes something real and verifiable. Trust builds, and with it comes a willingness 
to pay more. Looking at the different pieces of content strategy, production process 
visualization has the strongest impact on trust (β = 0.287), followed by cultural narrative 
storytelling (β = 0.246) and perceived scene authenticity (β = 0.213), while real‑ time 
interactivity (β = 0.158) plays a smaller role. That makes sense for a product like Longjing 
tea—people care most about where it comes from and how it’s made. Showing the process 
visually becomes the main entry point for building trust, and weaving in cultural stories adds 
emotional weight by connecting local heritage and regional character to the product. 
Perceived New Farmer capability also strengthens the link between content strategy and trust 
(β = 0.178, p < 0.01). So even with the same content approach, trust grows more when the 
streamer comes across as knowledgeable, skilled at interacting, and genuinely trustworthy. 
That points to something important: technology and content matter, but the people behind 
them are what really make it work. Based on these findings, a few practical suggestions stand 
out. Tea farmers and cooperatives would do well to show more of the production process—
take the camera into the tea gardens and roasting rooms—and dig into the cultural stories 
behind their products to add value. New Farmers should focus on building their digital skills, 
not just in communication but also in tea expertise, becoming the kind of versatile talent that 
can bridge both worlds. And policymakers might consider including digital literacy training 
for New Farmers in rural revitalization programs, helping bring together hands‑on farming 
knowledge with online presence, so the digital shift in agricultural e‑commerce has the 
people it needs to make it work. 
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6 Conclusion 
This study looks at the Longjing tea industry in Zhejiang to understand how short video and 
live streaming strategies work in agricultural e‑commerce. The results show that these 
content strategies clearly boost consumers’ willingness to pay a premium, and consumer trust 
plays a partial mediating role—the mediation effect makes up 64.3% of the total effect. When 
you look at the different parts of content strategy, showing the production process does the 
most to build trust. Perceived New Farmer capability also matters—it makes the link between 
content strategy and trust stronger. The big takeaway is that digital content marketing comes 
down to transferring trust. When you take quality, something that’s hard to put into words, 
and turn it into something people can see and believe—through production scenes and 
storytelling—that becomes a key way to make premium e‑commerce work for high‑value 
farm products. This study points to a few things worth digging into later. For theory, it shows 
how trust acts as a bridge and pushes the S‑O‑R framework into new territory in agricultural 
digital marketing. On the practical end, it gives actionable ideas for transforming Longjing 
tea and similar products using content, showing that making production processes transparent 
and digging into cultural stories really pays off. Going forward, research could take a closer 
look at how content strategies play out differently across different kinds of agricultural 
products, how New Farmers actually build up their skills over time, and what goes on inside 
consumers’ minds when trust starts to form—maybe using tools like EEG or eye‑tracking to 
catch those little moments. The questionnaire was set up around the S‑O‑R framework. It 
treats content strategies from short videos and live streams as the outside thing that triggers 
a response (S), consumer trust as the inside state (O), and willingness to pay a premium as 
the final behavior (R). The idea was to see how these three pieces fit together. The section 
on content strategy looks at how people take in live streaming content across four dimensions: 
showing the production process, how real the scene feels, storytelling around culture, and 
real‑time interaction. It’s about understanding how people see and make sense of what 
they’re watching. The trust section measures trust from four angles—whether the quality 
feels reliable, if the streamer comes across as honest, whether they seem to care about the 
customer, and overall trust. That gives a fuller picture of how trust builds. The willingness to 
pay a premium part looks at behavioral intention with three questions: how likely people are 
to buy, whether they’d pay more, and how they see the value. It checks if content strategies 
actually turn into real economic value. And then there’s the New Farmer capability section, 
which looks at streamer competence from three sides—professional knowledge, how well 
they interact, and whether they seem trustworthy—to see how this human factor shapes the 
relationship between content strategy and trust. 
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