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Abstract

In the current new media landscape, agricultural enterprises are intensifying their live streaming
marketing efforts to boost product sales and enhance brand promotion. By leveraging online live-
streaming formats, they showcase the advantages of their agricultural products and the strength of
their proprietary brands while strengthening interactive communication with consumers. Given
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the increasingly fierce industry competition, the core challenge these enterprises urgently need to
address is how to effectively convert live-streaming traffic into actual sales and brand equity. This
paper centers its research on marketing strategies for agricultural e-commerce live streaming. It
introduces the 4P marketing theory to analyze the marketing environment and current state of ag-
ricultural e-commerce live streaming. The study dissects the models and effectiveness of live-stream
marketing adopted by these enterprises, identifies existing challenges in agricultural e-commerce
live-stream marketing, and proposes improvement suggestions and optimization strategies based on
the issues uncovered through research and analysis. These recommendations aim to support the
green and healthy development of agricultural live streaming.
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Figure 1. Scale of China’s online live streaming users, 2020~2024
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Table 1. Advantages and disadvantages of the self-operated model and the partnership model
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