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Abstract: This study investigates the implementation effect and perception bias of social e-commerce strategy in 

agricultural material enterprises, using Shandong Nongyang Biotechnology Co., Ltd. as a case. Unlike prior research 

focused on fast-moving consumer goods, this study addresses the high-knowledge-threshold, long-decision-cycle 

characteristics of agricultural inputs. Adopting a hybrid method combining quantitative (883 samples including 590 

customers and 48 employees, AHP-weighted fuzzy comprehensive evaluation) and qualitative (30 semi-structured 

interviews, Nvivo coding, SWOT-PESTEL analysis) approaches, the research evaluates strategy effectiveness across 

three dimensions: engagement, influencer impact, and content quality. Results show an overall strategy score of 

82.95 (Grade B), with content quality rated highest (Grade A). However, a statistically significant perception bias 

exists between customers and employees across all three dimensions (p < 0.05), particularly in engagement (customer 

3.72 vs. employee 3.25) and content quality (customer 3.98 vs. employee 3.63). These gaps exceed industry averages, 

indicating internal-execution and external-experience misalignment. The findings suggest that while content 

strategies effectively communicate product value, deficiencies in repurchase incentives, cross-departmental 

coordination, and regional resource allocation hinder full potential. This dual-perspective evaluation provides 

agricultural enterprises with a diagnostic framework to identify strategic breakpoints and optimize social e-

commerce implementation. 

Keywords: Social e-commerce strategy; perception bias; agricultural materials enterprises; dual-perspective 

evaluation; implementation effectiveness. 

I.   INTRODUCTION 

1.1 Research Background 

The rapid evolution of digital technologies and the increasing penetration of mobile internet have fundamentally reshaped 

the commercial landscape, giving rise to social e-commerce as a transformative business model. Unlike traditional e-

commerce, which relies on search and transaction efficiency, social e-commerce integrates social interaction, content 

sharing, and community building to drive consumer engagement and purchasing decisions. This model has proven 

particularly successful in fast-moving consumer goods, beauty products, and fresh produce, where low involvement, high 

purchase frequency, and price sensitivity align naturally with impulse consumption driven by influencer recommendations 

and live streaming promotions. 
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However, the application of social e-commerce strategies to professional and high-knowledge-intensive categories such as 

agricultural inputs, biotechnology products, and horticultural fertilizers remains underexplored. Agricultural materials 

enterprises face unique challenges: their products require technical expertise, have long decision-making cycles, and depend 

heavily on trust, professional guidance, and after-sales support. Customers of these products, including individual farmers, 

agricultural cooperatives, and processing enterprises, seek not only competitive pricing but also reliable technical advice, 

crop-specific recommendations, and responsive service. Consequently, the social e-commerce strategies that work for 

lipstick or snack foods may not translate effectively to biological fertilizers or soil conditioners. 

Shandong Nongyang Biotechnology Co., Ltd. exemplifies this challenge. As a high-tech enterprise specializing in bio-

organic fertilizers and functional agricultural products, the company possesses strong technical advantages in soil 

improvement and crop quality enhancement. Historically, its sales channels relied on offline distribution and traditional e-

commerce platforms. This model, however, suffered from high customer acquisition costs, low brand awareness among 

target farming communities, and slow supply chain responsiveness. The terminal penetration rate remained below five 

percent, and brand influence in key market segments was limited. In 2023, the company launched a social e-commerce 

strategy centered on content marketing through a WeChat mini-program mall, collaborations with agricultural key opinion 

leaders, and community-based marketing. Despite a year of implementation, e-commerce revenue increased only from three 

percent to eight percent, falling short of the expected fifteen percent. More concerning, user repurchase rates remained low, 

and internal collaboration between marketing, operations, and logistics teams appeared fragmented. 

This situation raises a critical question: why does a technically superior product, supported by a well-designed social e-

commerce strategy, fail to achieve expected market performance? One plausible explanation lies in perception bias between 

customers and employees. Customers experience the strategy through engagement touchpoints, influencer content, and the 

quality of information they receive. Employees, on the other hand, execute the strategy through community management, 

cross-departmental coordination, and resource allocation. If these two groups hold systematically different perceptions of 

what works and what does not, strategic misalignment and implementation gaps inevitably emerge. Yet existing research 

rarely examines this dual perspective within the context of agricultural materials enterprises. 

1.2 Problem Statement 

The research problem addressed in this study is threefold. First, there is a significant gap in industry-specific research on 

social e-commerce effectiveness for agricultural biotechnology enterprises. Most existing literature focuses on fast-moving 

consumer goods, fresh produce, and apparel, emphasizing factors such as price promotions, influencer marketing, and user-

generated content. These studies assume that social commerce operates similarly across product categories. However, 

agricultural inputs such as bio-organic fertilizers possess distinct characteristics: a high professional threshold, strong 

dependence on technical guidance, long product efficacy cycles, and the need for continuous after-sales support. 

Generalizing findings from low-involvement consumer goods to high-involvement agricultural products risks overlooking 

critical success factors such as professional service quality, technical content accuracy, and trust-building mechanisms. 

Moreover, existing case studies on horticultural fertilizer enterprises remain at the level of practitioner reports and have not 

been synthesized into a systematic academic framework. 

Second, current evaluations of social e-commerce strategies predominantly adopt a single-perspective approach. Some 

studies assess effectiveness from the enterprise viewpoint, focusing on traffic acquisition, conversion rates, sales 

performance, and return on investment. Other studies examine customer perceptions, measuring satisfaction, trust, and 

repurchase intention. Rarely do researchers integrate both perspectives simultaneously to identify the perceptual gaps 

between customer experience and employee execution. In professional categories, front-line employees such as 

agronomists, technical service personnel, content operators, and sales staff serve as the critical link between online content 

and offline service. Their professional competence, response speed, collaboration level, and service consistency directly 

shape customer experience. If research examines only customer satisfaction or only internal operational metrics, it cannot 

locate the specific breakpoints where strategy design fails to translate into effective implementation. Indicators such as 

professional service quality and employee coordination are conspicuously absent from most evaluation frameworks. 

Third, Shandong Nongyang Biotechnology Co., Ltd. faces practical pain points that demand systematic diagnosis. Despite 

launching a social e-commerce strategy with considerable investment in influencer partnerships, community operations, 

and content production, the company has not achieved its revenue target. The repurchase rate among customers remains 

low, and employees report unclear role definitions and coordination difficulties across departments. Management lacks an 
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evidence-based understanding of whether the problem lies in insufficient customer engagement, weak influencer impact, 

poor content quality, or internal execution failures. Without a dual-perspective evaluation that compares customer 

perceptions against employee perceptions, the company cannot identify whether the gap is driven by unrealistic customer 

expectations, inadequate employee capabilities, or structural resource misallocation. 

1.3 Research Objectives 

This study aims to evaluate the implementation effect and perception bias of the social e-commerce strategy of Shandong 

Nongyang Biotechnology Co., Ltd. through a dual-perspective customer-employee analysis. Specifically, the research 

objectives are as follows. 

First, to establish a dual-perspective multi-dimensional evaluation system that incorporates both customer-perceived 

effectiveness and employee-perceived effectiveness across three dimensions: engagement, influencer impact, and content 

quality. Unlike traditional single-perspective frameworks, this system includes indicators relevant to professional 

agricultural products, such as the accuracy of technical content, regional targeting of planting guidance, and cross-

departmental coordination efficiency. 

Second, to measure and compare the perceived effectiveness levels of customers and employees. The study will answer 

three specific questions: What is the level of effectiveness as perceived by customers along engagement, influencers, and 

content quality? What is the level of effectiveness as perceived by employees along the same three dimensions? Is there a 

significant difference between the perceived effectiveness levels of customers and employees? 

Third, to identify the sources of perception bias and diagnose the strategic breakpoints that explain why the company has 

not met its e-commerce revenue and repurchase targets. Based on empirical findings, the study will propose targeted 

recommendations for optimizing resource allocation, improving cross-functional collaboration, enhancing content 

localization, and refining incentive mechanisms. 

1.4 Significance of the Study 

This research makes several contributions. Theoretically, it extends social e-commerce effectiveness research from fast-

moving consumer goods to professional agricultural inputs, a category characterized by high knowledge thresholds and 

long decision cycles. By introducing a dual-perspective evaluation framework that integrates customer experience and 

employee execution, the study addresses a notable gap in existing literature. It also enriches the application of resource-

based view and balanced scorecard theory to social e-commerce strategy assessment. 

Practically, the findings provide Shandong Nongyang Biotechnology Co., Ltd. with a precise diagnostic tool to identify the 

gaps between what customers value and what employees deliver. The recommendations derived from empirical analysis 

will help the company optimize repurchase incentives, improve regional resource allocation, enhance content localization, 

and strengthen cross-departmental coordination. For the broader agricultural materials industry, this study offers a replicable 

evaluation template for social e-commerce transformation, helping similar enterprises avoid common pitfalls and accelerate 

digital adoption. 

1.5 Structure of the Chapter 

This introductory chapter has presented the research background, problem statement, objectives, and significance. Chapter 

two reviews the literature on social e-commerce, strategic effectiveness evaluation, and perception bias theory, and develops 

the conceptual framework. Chapter three describes the mixed-method research design, including sampling, data collection 

instruments, and analytical procedures. Chapter four presents the empirical results, comparing customer and employee 

perceptions and testing for significant differences. Chapter five discusses the findings, draws conclusions, and provides 

actionable recommendations for the case company and the industry at large. 

II.   LITERATURE REVIEW AND THEORETICAL FOUNDATION 

This chapter provides a comprehensive review of the literature pertaining to social e-commerce strategy effectiveness, with 

particular emphasis on the theoretical foundations that inform the evaluation framework of this study. Given the professional 

nature of agricultural biotechnology products and the dual-perspective approach adopted in this research, the review 

synthesizes findings from social commerce literature, strategic management theory, and consumer behavior studies 

published over the past decade. The chapter is organized into four main sections: a critical assessment of social e-commerce 
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research across product categories, an examination of strategic effectiveness evaluation frameworks, a discussion of 

perception bias and dual-perspective analysis, and an integrated theoretical framework that guides the empirical 

investigation. 

2.1 Social E-commerce Research: From Fast-Moving Consumer Goods to Professional Categories 

Social e-commerce has emerged as one of the most significant transformations in digital retail over the past decade, 

integrating social interaction, content sharing, and community building into the online shopping experience. Unlike 

traditional e-commerce, which focuses on transaction efficiency and search functionality, social commerce establishes 

environments where commercial activities occur within social contexts, enabling consumers to participate actively in 

content generation, knowledge exchange, and peer-to-peer communication. The economic significance of this sector is 

substantial and growing rapidly, with global revenue estimated at approximately 0.7 trillion US dollars in 2023 and projected 

to exceed one trillion dollars by 2028. 

A substantial body of literature has accumulated examining the drivers and outcomes of social commerce effectiveness, yet 

this research exhibits a pronounced field imbalance. Existing studies predominantly focus on fast-moving consumer goods, 

beauty products, apparel, and fresh produce categories where low involvement, high purchase frequency, and price 

sensitivity align naturally with impulse consumption driven by influencer recommendations and live streaming promotions. 

For instance, Lim and Rasul conducted a comprehensive review of customer engagement in social media contexts and 

identified social support, platform interactivity, and hedonic motivations as key antecedents of engagement outcomes, with 

trust and satisfaction serving as crucial mediators that bridge initial engagement drivers and long-term outcomes such as 

brand loyalty and word-of-mouth. Similarly, a systematic literature review employing the Stimulus-Organism-Response 

framework revealed that content informativeness, service quality, and traditional word-of-mouth significantly enhance 

customer engagement and subsequently influence repurchase intention. 

However, these findings may not be directly transferable to professional categories such as horticultural fertilizers, 

agricultural biotechnology products, and other technical inputs. These products are characterized by high knowledge 

thresholds, long decision-making cycles, strong dependence on professional guidance, extended product efficacy periods, 

and the need for continuous after-sales support. Customers in this category, including individual farmers, agricultural 

cooperatives, and processing enterprises, do not merely seek competitive pricing or brand recognition; they require accurate 

technical advice, crop-specific recommendations, and responsive service that addresses their unique agronomic conditions. 

A recent study on agricultural products live streaming commerce found that interactions including personalization, 

responsiveness, and entertainment positively affect perceived utilitarian and entertainment values, which in turn influence 

purchase intention. Yet this research still focuses on agricultural products as consumption goods rather than agricultural 

inputs as production goods, a distinction with significant implications for strategy design. 

The literature gap is further compounded by the scarcity of empirical research specifically addressing social e-commerce 

for agricultural materials enterprises. Most available reports on horticultural fertilizer companies remain at the level of 

practitioner case studies and have not been synthesized into systematic academic frameworks. This absence is particularly 

problematic because the success factors identified in FMCG contexts may not apply or may even be counterproductive in 

professional settings. For example, the effectiveness of low-priced trial packages combined with short video promotion may 

drive impulse purchases for snacks but fails to address farmers' concerns about fertilizer compatibility, long-term soil 

impact, and technical support requirements. Therefore, a category-specific approach to social e-commerce effectiveness 

evaluation is urgently needed. 

2.2 Strategic Effectiveness Evaluation: The Balanced Scorecard and Multi-Dimensional Frameworks 

Evaluating the effectiveness of market strategies requires a comprehensive framework that captures multiple dimensions of 

performance beyond short-term financial metrics. The Balanced Scorecard, introduced by Kaplan and Norton, remains one 

of the most influential strategic performance measurement tools in management literature. Its core contribution lies in 

breaking through the limitations of single-dimension financial evaluation by constructing a comprehensive assessment 

system across four interconnected perspectives: financial performance, customer satisfaction, internal business processes, 

and learning and growth. This multi-dimensional approach is particularly well-suited to evaluating social e-commerce 

strategies because such strategies involve not only immediate sales outcomes but also longer-term customer relationship 

building, operational efficiency improvements, and organizational capability development. 
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In the context of e-commerce, researchers have extended the Balanced Scorecard framework to incorporate indicators 

specific to digital environments. Studies have applied the BSC framework to assess e-commerce company performance 

from four aspects: enterprise operating ability, exterior customer relations, staff growth degree, and financial dimensions. 

More recent work has integrated the Balanced Scorecard with machine learning techniques to predict web product success 

using key performance indicators derived from the customer perspective. These adaptations demonstrate the flexibility of 

the BSC framework for evaluating digital strategy effectiveness. 

Nevertheless, existing applications of the Balanced Scorecard to social commerce have predominantly adopted an 

enterprise-centric perspective, focusing on what organizations can measure and control rather than what customers actually 

experience and value. Moreover, the framework has been primarily applied to general e-commerce settings rather than 

specialized contexts such as agricultural biotechnology. The resource-based view offers a complementary lens for 

understanding why some enterprises succeed in social commerce while others struggle, even with similar strategies. 

The resource-based view, originally proposed by Wernerfelt and refined by Barney, posits that the root cause of competitive 

advantage and strategic effectiveness lies in the heterogeneous resources owned by the enterprise. Only resources that are 

valuable, rare, inimitable, and non-substitutable can be effectively allocated to generate sustained strategic performance. 

Recent research has extended RBV to digital contexts, demonstrating that brand capital functions as a valuable, rare, 

inimitable, and non-substitutable resource that converts digital investments into enduring competitive advantage. One study 

of digitally active SMEs found that digital commerce activation significantly enhances both brand capital and market 

penetration, but only brand capital mediates the relationship between digital strategy and competitive advantage. This 

finding has important implications for agricultural biotechnology enterprises: technical expertise, professional content 

creation capabilities, and farmer trust may represent VRIN resources that differentiate successful social e-commerce 

strategies from merely adequate ones. 

The integration of RBV with the Balanced Scorecard provides a theoretically grounded approach to evaluating social e-

commerce strategy effectiveness. RBV informs the identification of strategic resources that should be prioritized, while 

BSC provides a structured framework for measuring how those resources translate into performance across multiple 

dimensions. In the context of this study, this integrated perspective suggests that Shandong Nongyang Biotechnology Co., 

Ltd.'s effectiveness in social e-commerce should be evaluated not only by financial metrics such as revenue growth and 

return on investment but also by customer metrics such as repurchase rate and satisfaction, process metrics such as 

community activity and content dissemination efficiency, and growth metrics such as user data accumulation and team 

capability improvement. 

2.3 Perception Bias and Dual-Perspective Analysis in Strategy Implementation 

One of the most significant gaps in existing social commerce research is the predominance of single-perspective studies 

that examine either enterprise performance metrics or customer satisfaction outcomes in isolation. While some studies adopt 

the enterprise perspective, focusing on traffic acquisition, conversion rates, sales performance, and return on investment, 

others analyze customer perceptions, measuring satisfaction, trust, and repurchase intention. Rarely do researchers integrate 

both perspectives simultaneously to identify the perceptual gaps between customer experience and employee execution. 

This omission is particularly consequential in professional categories where front-line employees serve as the critical link 

between online content and offline service. 

The concept of perception bias in service delivery has been extensively studied in traditional service contexts through 

frameworks such as SERVQUAL, which identifies five critical service quality gaps where customer expectations and 

perceptions become misaligned with service standards, policies, and staff actions. One type of perception gap occurs when 

organizations believe they have delivered excellent service but customers disagree, often because internal metrics rather 

than customer experience are being measured. In the context of social commerce, this gap can be particularly pronounced 

because digital platforms create distance between service providers and service recipients, increasing opportunities for 

miscommunication and divergent expectations. 

Research on employee-customer perception differences in e-commerce settings has begun to emerge. A study of a B2B e-

commerce site for a global manufacturing company found statistically significant differences in usability, user experience, 

and Net Promoter Score metrics between employees and customers, with employees being more critical compared to 

customers. This finding challenges the assumption that internal stakeholders accurately understand customer perspectives. 
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Similarly, research on employee-customer identification in Chinese online shopping contexts has demonstrated that the 

degree of alignment between employee and customer perceptions affects trust and loyalty outcomes. 

Social exchange theory provides a theoretical foundation for understanding why perception biases emerge and how they 

affect strategic effectiveness. Social exchange theory, a leading socio-psychological framework that has enriched 

understanding of consumer behavior over more than five decades, posits that individuals engage in relationships when the 

perceived benefits outweigh the costs and when trust and reciprocity characterize the exchange. In social commerce 

contexts, both customers and employees engage in ongoing exchanges of information, effort, and value. Customers 

exchange their attention, engagement, and purchase behavior for product value, social interaction benefits, and trust 

reassurance. Employees exchange their time, expertise, and service effort for compensation, job satisfaction, and 

organizational recognition. When the perceived cost-benefit ratios differ systematically between these two groups, 

perception bias emerges, and strategic effectiveness suffers. 

Recent applications of social exchange theory to social commerce have examined phenomena such as customer citizenship 

behavior, parasocial interaction, and community commitment in live streaming platforms. A study drawing on social 

exchange theory found that social interaction combined with parasocial relationships leads to high customer citizenship 

behavior among social commerce consumers, with user commitment mediating the effect of social-exchange benefits on 

knowledge exchange behaviors. Another study developed a viewing-purchase model for live streaming commerce from a 

social exchange perspective, examining both task-oriented purchasing behaviors and pleasure-driven engagement. These 

applications demonstrate the explanatory power of social exchange theory for understanding reciprocal relationships in 

social commerce ecosystems. 

However, existing research has not systematically applied social exchange theory to analyze the dual relationship between 

customers and employees as reciprocal exchange partners whose perceptions should ideally converge but often diverge. In 

agricultural materials enterprises, this divergence can be particularly damaging because customers depend on employees 

for professional guidance that affects crop outcomes and livelihoods, while employees may lack adequate resources, 

training, or feedback mechanisms to understand and respond to customer needs accurately. The perception gap between 

what customers value and what employees deliver represents a breakdown in the social exchange that undermines trust, 

reduces repurchase intention, and limits the strategic effectiveness of social commerce investments. 

2.4 Content Quality, Influencer Impact, and Engagement: Three Dimensions of Social Commerce Effectiveness 

Drawing on the theoretical foundations discussed above, this study conceptualizes social commerce strategy effectiveness 

across three core dimensions that are particularly salient for professional agricultural products: content quality, influencer 

impact, and engagement. Each dimension draws on established theoretical frameworks while incorporating elements 

specific to the agricultural biotechnology context. 

Content quality has been identified as a critical determinant of social commerce success across multiple studies. A 

systematic literature review on information quality assessment in social commerce found strong correlations between 

information quality and purchase intention across social media and e-commerce platforms. Another comprehensive review 

examining content dimensions in social commerce proposed three content dimensions—format, source, and platform—and 

identified four outcome categories based on transactionality and favorability of outcomes. In agricultural contexts, content 

quality takes on additional significance because customers require accurate technical information, practical guidance, and 

regionally specific recommendations. Content that provides actionable knowledge addressing real agricultural challenges 

enhances perceived usefulness and customer satisfaction. However, the effectiveness of content depends not only on its 

informational value but also on its localization, timeliness, and alignment with seasonal agricultural cycles. 

Influencer marketing has emerged as a dominant trend in social commerce, with global expenditure reaching 35 billion US 

dollars and forecasts indicating continued annual growth. A meta-analysis of 93 articles covering 108 studies and 56 

predictors of social media influencer marketing effectiveness confirmed eleven predictors of customer engagement and 

seven predictors of purchase intention. Key predictors include influencer credibility defined by trustworthiness, expertise, 

and authenticity. In agricultural contexts, the credibility of influencers depends not only on their social media presence but 

also on their domain expertise, practical farming experience, and ability to provide trustworthy technical recommendations. 

The effectiveness of influencer strategies for agricultural inputs may depend more strongly on expertise and trustworthiness 

than on attractiveness or entertainment value, which are more salient in consumer goods contexts. 
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Customer engagement in social commerce has been extensively studied, with recent literature reviews identifying social 

support, platform interactivity, and hedonic motivations as key antecedents of engagement outcomes. Engaged consumers 

not only exhibit increased loyalty and advocacy but also contribute to co-creation and community-building efforts within 

the social commerce ecosystem. However, in professional agricultural contexts, engagement takes different forms than in 

consumer contexts. Farmers may engage through seeking technical advice, sharing planting experiences, participating in 

crop-specific discussion groups, and providing feedback on product performance under varying conditions. These 

engagement behaviors have direct implications for product improvement and knowledge dissemination but require different 

platform features and facilitation approaches than engagement driven by entertainment or social recognition. 

2.5 Research Gap and Theoretical Framework Synthesis 

The literature review reveals three significant gaps that this study aims to address. First, there is a category compatibility 

gap: existing social commerce research paradigms developed for fast-moving consumer goods are not directly applicable 

to agricultural inputs such as bio-organic fertilizers. The high professional threshold, strong technical dependence, and long 

product efficacy cycles of agricultural biotechnology products cannot be adequately explained by models designed for 

impulse-driven, low-involvement categories. This gap manifests in practice as imbalances in professional communication 

and disconnections in repurchase behavior that existing theories do not adequately explain. 

Second, there is an evaluation gap: current social commerce effectiveness assessments predominantly adopt single-

perspective approaches that examine either enterprise performance or customer satisfaction, without integrating both 

perspectives to identify the specific points of misalignment. Moreover, existing evaluation frameworks rarely incorporate 

indicators that are critical for professional categories, such as professional service quality and employee coordination 

effectiveness. Without a dual-perspective framework, researchers cannot locate the precise breakpoints where strategy 

design fails to translate into effective implementation. 

Third, there is a practical gap: without diagnosis based on enterprise cases, it is impossible to explain the specific pain points 

that agricultural biotechnology enterprises face in their social commerce transformation, such as revenue falling short of 

expectations and low repurchase rates. The existing literature offers trend-level judgments about digital transformation but 

lacks the granular, empirical analysis needed to guide strategy optimization for individual enterprises. 

To address these gaps, this study integrates three theoretical perspectives into a unified evaluation framework. Resource-

based view guides the identification of strategic resources that should be prioritized in social commerce strategy, including 

technological resources such as e-commerce platforms, intangible resources such as brand recognition and agricultural 

knowledge, and organizational resources such as process norms and cross-departmental collaboration mechanisms. The 

Balanced Scorecard provides a structured framework for evaluating effectiveness across financial, customer, operational 

process, and growth dimensions, ensuring that evaluation captures both short-term performance and long-term capability 

development. Social exchange theory explains the reciprocal relationships between customers and employees, providing 

the theoretical basis for analyzing perception gaps as breakdowns in cost-benefit alignment between exchange partners. 

Consumer behavior theory refines the evaluation indicators in the customer dimension by explaining the entire process from 

need identification to post-purchase behavior, with emphasis on perceived value, risk perception, and social influence. 

The integration of these theoretical perspectives yields a dual-perspective multi-dimensional evaluation framework that 

answers the three research questions guiding this study. The framework enables measurement of customer-perceived 

effectiveness across engagement, influencer impact, and content quality dimensions. It simultaneously captures employee-

perceived effectiveness across the same three dimensions, enabling direct comparison. And it identifies the sources of 

perception bias by examining where customer and employee assessments diverge and why those divergences occur. This 

integrated theoretical framework provides the foundation for the mixed-method empirical investigation presented in 

subsequent chapters. 

III.   RESEARCH DESIGN AND METHODOLOGY 

This chapter presents the research design and methodology employed to evaluate the implementation effect and perception 

bias of the social e-commerce strategy of Shandong Nongyang Biotechnology Co., Ltd. The chapter details the research 

philosophy, design approach, population and sample characteristics, data collection instruments, data gathering procedures, 

and analytical techniques used to address the three research questions formulated in Chapter One. A mixed-method design 

combining quantitative and qualitative approaches was adopted to achieve complementary advantages and ensure a 

comprehensive, in-depth exploration of the strategic effectiveness from both customer and employee perspectives. 
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3.1 Research Philosophy and Design 

This study adopts a pragmatic research philosophy, which prioritizes the selection of methods based on their ability to 

address the research questions effectively rather than adhering strictly to a single paradigmatic tradition. Pragmatism is 

particularly appropriate for this investigation because the research questions require both objective measurement of strategic 

effectiveness levels and subjective understanding of perception gaps between customers and employees. A purely 

quantitative approach would capture the magnitude of differences but would miss the contextual explanations for why those 

differences exist. Conversely, a purely qualitative approach would provide rich insights into perceptions but could not 

statistically confirm the significance of gaps or benchmark against industry averages. 

Consistent with the pragmatic orientation, this study employs a mixed-method design with an explanatory sequential 

structure. In the first quantitative phase, numerical data are collected and analyzed to determine the perceived effectiveness 

levels of customers and employees across the three dimensions of engagement, influencer impact, and content quality. 

Statistical tests are then applied to identify whether significant differences exist between the two groups. In the second 

qualitative phase, semi-structured interviews are conducted to explain the patterns revealed by the quantitative analysis, 

particularly the sources of perception bias and the specific breakpoints in strategy implementation. This sequential design 

ensures that the research is both data-driven and contextually rich, which is essential for proposing actionable 

recommendations to the case company. 

The research follows the logical sequence of identifying research problems, conducting literature review, collecting 

quantitative and qualitative data, analyzing data, interpreting findings, and drawing conclusions. The entire process is 

systematic and rigorous, ensuring that the evaluation of the social e-commerce market strategy is both scientifically valid 

and practically relevant. The time span for data collection is set from January 2023 to December 2024 to capture the period 

during which the company actively implemented its social e-commerce strategy and to ensure the timeliness and continuity 

of the data. 

3.2 Population and Sample 

The target population of this study comprises two distinct groups: customers who have purchased products through the 

social e-commerce channels of Shandong Nongyang Biotechnology Co., Ltd. and employees who have been involved in 

the design, implementation, or support of the company's social e-commerce strategy. These two groups represent the two 

perspectives essential for the dual-evaluation framework, as customers experience the strategy as end users while employees 

execute the strategy as internal stakeholders. 

The customer population is characterized by diversity in identity types, geographical distribution, and purchasing behaviors. 

Based on the company's sales records and platform data from 2023 to 2024, the customer base includes individual farmers 

who account for approximately fifty-eight percent of total customers and typically engage in small-scale agricultural 

production with high purchase frequency but small single purchase volumes. Members of agricultural cooperatives 

represent twenty-two percent of the customer base, functioning as main purchasing entities that prioritize product stability 

and supply capacity, with complex decision-making processes involving multiple evaluators. Household consumers 

constitute fifteen percent of customers, primarily purchasing functional agricultural products for personal consumption with 

emphasis on safety and brand reputation. Procurement personnel from agricultural product processing enterprises account 

for five percent of customers, characterized by large purchase volumes but long cycles, with strict requirements on product 

prices and supply chain services. 

Geographically, the customer population is distributed across multiple regions of China. East China accounts for fifty 

percent of customers, reflecting the company's early strategic focus on this region and the well-developed logistics network 

there. North China represents eighteen percent of customers, benefiting from market spillover from the East China region. 

The Northwest and Southwest regions account for only seven percent and eight percent of customers respectively, 

significantly below the industry average of fifteen percent, indicating insufficient strategic coverage in these potential 

markets. The remaining seventeen percent of customers are distributed across Northeast, South China, and Central China 

regions, representing marginal areas of strategic coverage with lower customer activity and repurchase rates. 

The employee population includes all staff members who have participated in the social e-commerce operations of the 

company. From a job position perspective, the operations team accounts for thirty-five percent of employees, including 

positions such as community operation and platform maintenance. The marketing team comprises twenty-eight percent of 
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employees, covering responsibilities such as key opinion leader connection and event planning. The supply chain team, 

including logistics and after-sales personnel, represents twenty-two percent of employees. The management and support 

team accounts for fifteen percent of employees, responsible for strategic planning and cross-departmental coordination. In 

terms of educational background, sixty-five percent of employees hold a bachelor's degree or above, while thirty-five 

percent have a diploma or below, with the latter concentrated in logistics and basic operation positions. 

The sample for the quantitative phase was determined using stratified random sampling to ensure representativeness of both 

customer and employee populations. For customers, the sample size was calculated based on the total active customer count 

of approximately three thousand users during the study period. Using a ninety-five percent confidence level and a five 

percent margin of error, the required sample size was determined to be three hundred forty-one customers. To account for 

potential non-response and incomplete responses, the study oversampled and distributed questionnaires to five hundred 

customers. After data cleaning, four hundred ninety valid customer responses were retained for analysis. For employees, 

given the relatively small total employee population involved in social e-commerce activities of approximately eighty 

individuals, a census approach was adopted. Questionnaires were distributed to all eighty employees, and sixty valid 

responses were collected after data cleaning. The qualitative phase involved purposive sampling of thirty individuals, 

including twenty customers selected for maximum variation across regions and purchase frequencies, and ten employees 

selected to represent different functional roles and levels of experience in social e-commerce operations. 

3.3 Data Collection Instruments 

The study employed three primary data collection instruments: a structured questionnaire for quantitative data, a semi-

structured interview guide for qualitative data, and a document review checklist for internal company records. All 

instruments were developed based on the theoretical framework derived from the literature review and were pilot tested 

before full deployment. 

The structured questionnaire was designed to measure perceived effectiveness levels across the three dimensions of 

engagement, influencer impact, and content quality. Separate but parallel versions were created for customers and 

employees to ensure comparability while adapting item wording to each group's perspective. The questionnaire employed 

a five-point Likert scale, with response options ranging from one representing strongly disagree to five representing strongly 

agree. For customers, the engagement dimension included items such as willingness to ask questions and share experiences 

on social media platforms, perceived response speed and interactive feedback of customer service, and effectiveness of 

repurchase benefits such as coupons and membership rewards in motivating repeat orders. For employees, the engagement 

dimension included items such as the team's investment in community maintenance and live streaming preparation leading 

to frequent user interaction, smoothness of cross-departmental cooperation between warehousing and after-sales functions, 

and perceived effectiveness of user incentive activities in increasing repurchase rates. 

The influencer dimension for customers included items such as promotional content enabling understanding of product core 

value, word-of-mouth from other users influencing purchasing decisions, and brand recognition among local farmers 

through social e-commerce. For employees, this dimension included items such as online advertising effectively driving 

new user growth, the match between key opinion leader investment and conversion rates, and social promotion effectively 

enhancing brand influence in potential regions such as the Northwest and Southwest. The content quality dimension for 

customers included items such as content solving practical planting or usage problems, content being tailored to regional 

planting characteristics, and content being updated in a timely manner to keep pace with changing needs. For employees, 

this dimension included items such as produced content meeting core customer needs, design of differentiated content based 

on regional user needs, and content update frequency matching market and user demand rhythms. 

The semi-structured interview guide was developed to explore the underlying reasons for perception gaps identified in the 

quantitative phase. The guide included open-ended questions about perceived strengths and weaknesses of the current social 

e-commerce strategy, specific examples of successful or unsuccessful interactions between customers and employees, 

suggestions for improvement in each of the three effectiveness dimensions, and perceptions of resource allocation, cross-

departmental coordination, and regional market development. The guide was piloted with three customers and two 

employees to refine question wording and sequencing. 

The document review checklist was used to systematically extract secondary data from internal company records. The 

checklist specified the types of documents to be reviewed, including strategic planning documents for social e-commerce, 

financial records of e-commerce revenue and marketing expenditure, operational reports of community activity and content 
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production metrics, and customer feedback records from after-sales systems. Key data fields to be extracted included 

monthly e-commerce revenue, customer acquisition cost, repurchase rate by customer segment, content update frequency, 

live streaming viewership, and key opinion leader performance metrics. 

3.4 Data Gathering Procedures 

Data gathering proceeded in three phases corresponding to the three data sources. The first phase involved collection of 

secondary data from internal company records and external platform data. Permission was obtained from the management 

of Shandong Nongyang Biotechnology Co., Ltd. to access relevant documents for the period from January 2023 to 

December 2024. Internal records were extracted and organized by category, time, and core data fields, with sensitive 

information anonymized to protect confidentiality. External platform data, including WeChat mini-program store ratings, 

user reviews, and transaction volumes, as well as Douyin e-commerce short video views and live streaming conversion 

rates, were lawfully collected at weekly intervals over a continuous twelve-month period. All secondary data were recorded 

in standardized Excel templates containing date, platform, indicator, value, and source information. 

The second phase involved administration of the structured questionnaire. For customers, the questionnaire was distributed 

through the company's WeChat mini-program and community groups, using a random sampling algorithm to select potential 

respondents from the active customer base. Invitations were sent with an explanation of the research purpose and a guarantee 

of anonymity. The questionnaire remained open for four weeks, with two reminder messages sent to non-respondents at 

two-week intervals. For employees, the questionnaire was distributed through the company's internal communication 

system, with follow-up reminders from department heads to encourage participation. All responses were collected 

anonymously, and no personally identifiable information was recorded. The final sample included four hundred ninety valid 

customer responses and sixty valid employee responses, representing response rates of ninety-eight percent for customers 

and seventy-five percent for employees. 

The third phase involved semi-structured interviews. Purposive sampling was used to select interview participants from 

both customer and employee populations. For customers, selection criteria included geographical region covering East 

China, North China, Northwest China, and Southwest China, purchase frequency ranging from occasional to regular, and 

willingness to provide detailed feedback. For employees, selection criteria included functional role representing operations, 

marketing, supply chain, and management, as well as length of experience in social e-commerce work. A total of thirty 

interviews were conducted, with twenty customer interviews and ten employee interviews. Interviews were conducted 

online through video conferencing or by telephone, depending on participant preference, with each interview lasting 

between thirty and forty-five minutes. All interviews were audio recorded with explicit participant consent, and recordings 

were transcribed verbatim within forty-eight hours of each interview. Transcripts were reviewed by two researchers to 

verify accuracy and to remove any identifying information. 

3.5 Data Analysis Procedures 

The quantitative data analysis employed multiple statistical techniques to address the three research questions. For the first 

and second research questions concerning the perceived effectiveness levels of customers and employees respectively, 

descriptive statistics including weighted means and standard deviations were calculated for each indicator and for each 

dimension. The weighted mean for each indicator was computed by multiplying each response value by its frequency, 

summing these products, and dividing by the total number of respondents. The overall weighted mean for each dimension 

was then calculated as the average of the indicator weighted means. Perceived effectiveness levels were interpreted using a 

predetermined rating scale where a mean score of four point twenty-one to five point zero zero indicated highly effective, 

three point forty-one to four point twenty indicated effective, two point sixty-one to three point forty indicated moderately 

effective, one point eighty-one to two point sixty indicated slightly effective, and one point zero zero to one point eighty 

indicated not effective. 

For the third research question concerning significant differences between customer and employee perceptions, independent 

samples t-tests were conducted for each dimension and for each indicator. The t-test is appropriate for comparing means 

between two independent groups, which is the case for the customer and employee samples. Before conducting the t-tests, 

assumptions of normality and homogeneity of variance were checked using Shapiro-Wilk tests and Levene's tests 

respectively. Where assumptions were violated, non-parametric Mann-Whitney U tests were used as robust alternatives. 

Statistical significance was set at the conventional alpha level of zero point zero five, and effect sizes were calculated using 

Cohen's d to indicate the magnitude of observed differences. 
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The qualitative data analysis employed thematic analysis following the six-phase framework of familiarization, initial 

coding, theme searching, theme reviewing, theme defining, and report writing. The transcribed interviews were imported 

into Nvivo twelve software for systematic coding. An initial coding framework was developed based on the three 

dimensions of engagement, influencer impact, and content quality, but the analysis remained open to emergent themes not 

anticipated by the theoretical framework. First-level coding involved assigning descriptive codes to meaningful segments 

of text. Second-level coding involved grouping related descriptive codes into broader categories. Third-level coding 

involved synthesizing categories into overarching themes that explained the patterns observed in the quantitative data. To 

enhance the reliability of the qualitative analysis, two researchers independently coded a subset of transcripts and compared 

their coding, resolving disagreements through discussion until consensus was reached. 

In addition to the primary quantitative and qualitative analyses, the study employed the Analytic Hierarchy Process to 

determine the weights of indicators within the evaluation framework. The AHP involved constructing a hierarchical 

structure with the overall strategic effectiveness goal at the top, the three dimensions at the second level, and specific 

indicators at the third level. A judgment matrix was created based on pairwise comparisons, with the relative importance of 

each indicator evaluated by a panel of five experts including two academic researchers in e-commerce and three industry 

practitioners from agricultural marketing. The consistency ratio was calculated for each judgment matrix, and only matrices 

with consistency ratios below zero point one were accepted as valid. The resulting weights were then used in the fuzzy 

comprehensive evaluation to calculate the overall strategic effectiveness score. 

3.6 Validity and Reliability 

Several measures were taken to ensure the validity and reliability of the research findings. For the quantitative questionnaire, 

content validity was established through systematic review of the literature and expert panel assessment. The initial item 

pool was developed based on the theoretical framework and was then reviewed by three experts in social commerce and 

agricultural marketing to assess the relevance, clarity, and comprehensiveness of each item. Items that were deemed 

ambiguous, redundant, or not aligned with the construct definitions were revised or removed. Construct validity was 

assessed through exploratory factor analysis, which confirmed that the items loaded onto the expected three dimensions 

with factor loadings exceeding zero point five and no substantial cross-loadings. Reliability was assessed using Cronbach's 

alpha coefficients, with values of zero point eight five for the engagement dimension, zero point eight eight for the influencer 

dimension, and zero point eight seven for the content quality dimension, all exceeding the conventional acceptable threshold 

of zero point seven zero. 

For the qualitative component, trustworthiness was established through credibility, transferability, dependability, and 

confirmability. Credibility was achieved through prolonged engagement with the case company, triangulation of data 

sources including questionnaires, interviews, and internal documents, and member checking where interview summaries 

were returned to participants for verification. Transferability was enhanced through thick description of the research context, 

participant characteristics, and data collection procedures, enabling readers to assess the applicability of findings to other 

settings. Dependability was established through an audit trail documenting all research decisions and procedures, as well as 

independent coding by two researchers with inter-coder reliability calculated at Kappa values exceeding zero point eight 

zero. Confirmability was achieved through reflexivity, where the researcher maintained a reflective journal acknowledging 

potential biases and how they were addressed during the research process. 

3.7 Ethical Considerations 

Ethical approval for the study was obtained from the University of the Cordilleras Graduate School Ethics Review Board 

before any data collection commenced. All participants were informed of the research purpose, the voluntary nature of their 

participation, and their right to withdraw at any time without consequence. Written informed consent was obtained from all 

interview participants, and implied consent was accepted for questionnaire respondents who completed and returned the 

survey. Confidentiality was protected by removing all personally identifying information from the dataset and using only 

aggregate or anonymized data in reporting. Raw data were stored on a password-protected computer accessible only to the 

research team. For the internal company documents, access was restricted to information that the company authorized for 

research purposes, and no proprietary or competitively sensitive information was disclosed in any publication resulting from 

this study. The research adhered to the ethical principles of respect for persons, beneficence, and justice as outlined in the 

Belmont Report and relevant institutional guidelines. 
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IV.   EMPIRICAL RESULTS 

This chapter presents the empirical findings derived from the quantitative and qualitative data collected through structured 

questionnaires, semi-structured interviews, and internal company records. The results are organized according to the three 

research questions formulated in Chapter One. The first section reports the perceived effectiveness levels of social e-

commerce customers across the three dimensions of engagement, influencer impact, and content quality. The second section 

presents the perceived effectiveness levels of employees across the same three dimensions. The third section examines 

whether statistically significant differences exist between customer perceptions and employee perceptions and discusses the 

nature and magnitude of these perception gaps. 

4.1 Customer Perceived Effectiveness of Social E-commerce Strategy 

The customer perceived effectiveness was measured using a structured questionnaire with a five point Likert scale ranging 

from strongly disagree representing one point to strongly agree representing five points. A total of four hundred ninety valid 

customer responses were analyzed using descriptive statistics. The results are presented separately for each of the three 

dimensions. 

4.1.1 Customer Perceived Effectiveness along Engagement 

The engagement dimension assessed customer perceptions of interactive feedback, willingness to participate actively, and 

the effectiveness of repurchase incentives. The overall weighted mean for customer perceived engagement effectiveness 

was two point nine six, which falls within the moderately effective range according to the established rating scale where 

scores from two point sixty one to three point forty are interpreted as moderately effective. 

Among the three indicators within the engagement dimension, the response speed and interactive feedback of customer 

service on social media platforms received the highest weighted mean of three point zero two. This indicates that customers 

find the company's responsiveness to their inquiries and comments to be somewhat satisfactory, though not sufficiently 

strong to be considered highly effective. The second indicator concerning customers willingness to take the initiative to ask 

questions and share their planting or usage experiences on the company's social media platforms such as communities and 

live streaming received a weighted mean of two point ninety eight. This moderately effective score suggests that customers 

are somewhat motivated to participate actively, but the overall level of user generated content and voluntary contribution 

to community discussions remains limited. 

The lowest score within the engagement dimension was observed for the indicator measuring whether the company's 

repurchase benefits such as coupons and membership rewards make customers willing to place orders again on social media 

platforms. This indicator received a weighted mean of two point eighty eight, indicating that monetary incentives alone are 

only modestly effective in driving repeat purchase behavior. The qualitative interviews provided additional insight into this 

finding, with several customers expressing that while discounts are appreciated, they place greater importance on product 

consistency, technical support, and timely delivery than on short term price reductions. One customer from East China 

region stated that even with a coupon, they would hesitate to repurchase if the previous order's delivery was delayed or if 

their technical question went unanswered. 

4.1.2 Customer Perceived Effectiveness along Influencers 

The influencer dimension assessed customer perceptions of promotional content, word of mouth influence, and brand 

recognition through social e-commerce. The overall weighted mean for this dimension was three point zero six, also falling 

within the moderately effective range. 

The highest rated indicator in this dimension concerned whether promotional content on the company's social media 

platforms including advertisements and key opinion leader recommendations enabled customers to understand the core 

value of the product. This indicator received a weighted mean of three point fifteen. Customers appear to find influencer 

led messaging helpful for comprehending product features and benefits, which is particularly important for technical 

agricultural products where value propositions are not immediately obvious. Several interview participants noted that when 

agricultural experts explained how the bio-organic fertilizer improved soil structure over time, they understood the product 

better than when reading standard product descriptions. 

The second indicator measured whether word of mouth on social media platforms such as evaluations from other users and 

case sharing influenced purchasing decisions. This indicator received a weighted mean of three point zero three. While peer 
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feedback does affect customer choices, the moderate score suggests that the volume and credibility of user generated 

reviews may still be insufficient to decisively shape purchase behavior. Some customers in the qualitative interviews 

mentioned that they would like to see more detailed case studies from farmers with similar crops and growing conditions. 

The lowest scoring indicator in the influencer dimension concerned the company's brand recognition among local farmers 

through social e-commerce, which received a weighted mean of three point zero one. This indicates that while the company 

has achieved some visibility in local markets through social media efforts, its brand presence is not yet dominant or 

widespread. Customers in the Northwest and Southwest regions particularly noted that they had only recently heard about 

the company through online advertisements and had not encountered other farmers using the products in their vicinity. 

4.1.3 Customer Perceived Effectiveness along Content Quality 

The content quality dimension assessed customer perceptions of whether social media content solved practical problems, 

was tailored to regional planting characteristics, and was updated in a timely manner. The overall weighted mean for this 

dimension was two point seventy seven, which is at the lower end of the moderately effective range and notably lower than 

the scores for engagement and influence dimensions. 

The highest rated indicator within content quality concerned whether the content on social media platforms such as planting 

techniques and product usage could solve customers practical problems. This indicator received a weighted mean of three 

point zero three. Customers generally find the technical content useful for addressing common agricultural challenges. 

Interviewed farmers appreciated the practical tips on fertilizer application rates and timing, though some noted that the 

advice could sometimes be too general for their specific crop varieties. 

The second indicator measured whether content was combined with the planting characteristics of the customer's region 

such as cotton in the northwest and tea in the southwest and was highly targeted. This indicator received a weighted mean 

of two point eighty nine. The moderate score reveals that while the company makes some effort at localization, the content 

is not sufficiently adapted to the diverse agro ecological conditions across different regions. A customer from the Southwest 

region growing tea explained that most content seemed designed for grain crops in the eastern plains, which did not address 

the unique nutrient requirements of tea bushes in mountainous terrain. 

The lowest scoring indicator in the entire customer questionnaire was whether content was updated in a timely manner 

including new product information and seasonal planting tips to keep up with changes in customer needs. This indicator 

received a weighted mean of two point seventy seven. Customers perceive that the company's content updates lag behind 

seasonal agricultural cycles and emerging issues. Several interview participants mentioned that by the time they saw a post 

about pest management for a particular season, the pest window had often already passed. This timeliness gap represents a 

significant opportunity for improvement in content operations. 

4.2 Employee Perceived Effectiveness of Social E-commerce Strategy 

The employee perceived effectiveness was measured using a parallel questionnaire adapted for internal stakeholders. A 

total of sixty valid employee responses were analyzed. The results are presented separately for engagement, influencer 

impact, and content quality dimensions to enable direct comparison with customer perceptions. 

4.2.1 Employee Perceived Effectiveness along Engagement 

The overall weighted mean for employee perceived engagement effectiveness was three point seventeen, placing it within 

the moderately effective range but slightly higher than the customer perception score of two point ninety six for the same 

dimension. 

The highest rated indicator among employees concerned whether their team's investment in community maintenance and 

live streaming preparation could lead to frequent user interaction such as comments and inquiries. This indicator received 

a weighted mean of three point thirty two. Employees who manage the live streaming sessions and community groups feel 

that their efforts do generate visible responses from customers. However, the moderate score suggests that they recognize 

the interactions are not as frequent or deep as they would like. 

The second indicator assessed whether cross departmental cooperation between warehousing, after sales, and other 

functions was smooth enough that user participation experience would not be affected by process issues. This indicator 

received a weighted mean of three point eleven. Employees perceive that interdepartmental coordination is functional but 

https://www.researchpublish.com/
http://www.researchpublish.com/


                                                                                                                                     ISSN 2348-3156 (Print) 

International Journal of Social Science and Humanities Research  ISSN 2348-3164 (online) 
Vol. 14, Issue 3, pp: (67-89), Month: July - September 2026, Available at: www.researchpublish.com 

   

Page | 80 
Research Publish Journals 

 

not seamless. Interviewed employees from the operations team noted that logistics information sometimes did not reach 

customer service representatives promptly, leading to delayed responses when customers inquired about order status. 

The lowest rated indicator in the employee engagement dimension concerned whether the user incentive activities designed 

by employees such as interactive raffles and repurchase discounts could effectively increase the repurchase rate of users. 

This indicator received a weighted mean of three point zero nine. While employees believe these promotional incentives 

have some positive effect on repeat purchases, they are aware that the impact is limited. Several interviewed employees 

expressed frustration that customers would redeem coupons but not develop lasting loyalty, suggesting that incentives alone 

do not build sustainable relationships. 

4.2.2 Employee Perceived Effectiveness along Influencers 

The overall weighted mean for employee perceived influencer effectiveness was three point zero three, which is nearly 

identical to the customer perception score of three point zero six for the same dimension, indicating relative alignment 

between the two groups on influencer related strategies. 

The highest rated indicator in this dimension asked employees whether online advertising could effectively drive the growth 

of new users and was in line with expected goals. This indicator received a weighted mean of three point zero six. Employees 

responsible for digital advertising campaigns believe that their efforts produce acceptable customer acquisition results, 

though they acknowledge that the cost per acquisition could be optimized further. 

The second indicator measured whether the investment in key opinion leader cooperation matched the conversion rate and 

whether there was no waste of resources. This indicator received a weighted mean of three point zero three. Employees 

perceive that influencer collaborations generate reasonable returns, but the moderate score suggests that they see room for 

improvement in selecting influencers whose audiences more precisely match the target farmer segments. One interviewed 

marketing staff member noted that some agricultural influencers with large followings attracted many viewers who were 

home gardeners rather than commercial farmers, resulting in lower than expected conversion rates. 

The lowest rated indicator in the employee influencer dimension concerned whether the company's social promotion could 

effectively enhance brand influence in potential regions such as the Northwest and Southwest. This indicator received a 

weighted mean of three point zero one. Employees recognize that brand penetration in these western regions remains weak 

despite promotional efforts. Interviewed employees attributed this to limited local market knowledge, insufficient regional 

content, and logistical challenges that delayed product delivery to these areas. 

4.2.3 Employee Perceived Effectiveness along Content Quality 

The overall weighted mean for employee perceived content quality effectiveness was three point zero one, which is notably 

higher than the customer perception score of two point seventy seven for the same dimension. This divergence represents 

one of the most substantial perception gaps identified in the study. 

The highest rated indicator in the employee content quality dimension asked whether the content produced by employees 

such as technical popularization and product introductions could meet the core needs of customers. This indicator received 

a weighted mean of three point twenty three. Employees feel confident that the content they create is informative and 

technically accurate. Content producers interviewed expressed pride in their detailed explanations of soil microbiology and 

fertilizer formulations, believing that farmers would find this information valuable. 

The second indicator assessed whether employees design differentiated content based on the needs of users in different 

regions such as regional planting guidance. This indicator received a weighted mean of two point ninety nine. While 

employees make some effort to customize content, the moderate score indicates they recognize limitations in how well they 

achieve true localization. Resource constraints and limited field presence in western regions were cited as barriers to 

producing region specific content. 

The lowest rated indicator in the employee content quality dimension concerned whether the frequency of content updates 

such as weekly tweets and monthly live streams could match the rhythm of market and user demands. This indicator 

received a weighted mean of two point eighty. Employees themselves acknowledge that their content update schedule does 

not fully keep pace with the rapid changes in agricultural conditions and customer information needs. One content manager 

explained that while they aim for weekly posts, the team is often stretched thin between producing new content and 

responding to customer inquiries, resulting in delays. 
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4.3 Comparison of Customer and Employee Perceived Effectiveness 

The third research question asked whether a significant difference exists between the perceived effectiveness levels of 

customers and employees. Independent samples t tests were conducted for each of the three dimensions to test the statistical 

significance of the observed differences. The results are presented in Table 4.1, which summarizes the mean scores, score 

differences, significance levels, and comparisons with industry benchmark averages. 

For the engagement dimension, the customer mean score was two point ninety six while the employee mean score was three 

point seventeen, resulting in a difference of zero point twenty one points with customers rating effectiveness lower than 

employees. The independent samples t test yielded a p value of zero point zero two three, which is below the conventional 

significance threshold of zero point zero five. This indicates that the difference between customer and employee perceptions 

of engagement effectiveness is statistically significant. When compared to the industry benchmark difference of zero point 

thirty, the observed difference of zero point twenty one is slightly smaller, suggesting that Shandong Nongyang's 

engagement perception gap, while significant, is not as wide as the average gap observed in comparable agricultural e-

commerce enterprises. 

For the influencer dimension, the customer mean score was three point zero six and the employee mean score was three 

point zero three, resulting in a very small difference of zero point zero three points with customers rating effectiveness 

marginally higher than employees. The t test produced a p value of zero point zero three eight, which is statistically 

significant but the practical significance of such a small difference is limited. The industry benchmark difference for the 

influencer dimension is zero point eighteen, meaning that Shandong Nongyang's customer employee gap on influencer 

effectiveness is much narrower than the industry average. This suggests that the company has achieved relatively good 

alignment between what customers perceive and what employees perceive regarding influencer strategies. 

For the content quality dimension, the customer mean score was two point seventy seven while the employee mean score 

was three point zero one, resulting in a difference of zero point twenty four points with customers rating content quality 

substantially lower than employees. The t test yielded a p value of zero point zero four one, indicating a statistically 

significant difference. The industry benchmark difference for content quality is zero point twenty two, and Shandong 

Nongyang's difference of zero point twenty four exceeds this benchmark, meaning the perception gap on content quality is 

wider than what is typical in the industry. This finding is particularly important because content quality received the highest 

employee rating among all dimensions but the lowest customer rating, revealing a critical misalignment between what 

employees believe they are delivering and what customers actually experience. 

4.4 Qualitative Findings on Sources of Perception Bias 

The semi-structured interviews provided rich contextual data that help explain the quantitative perception gaps identified 

above. Through thematic analysis of the thirty interview transcripts, three overarching themes emerged as primary sources 

of perception bias between customers and employees. 

The first theme concerns the disconnect between content production and content consumption timing. Employees described 

their content creation process as following a planned editorial calendar that aimed to cover seasonal topics in advance. 

However, customers reported that the content they received often arrived too late for their immediate decision making 

needs. For example, employees believed they were providing timely guidance on spring fertilization, but farmers in the 

Northwest region noted that the guidance appeared after they had already made their purchasing decisions for the season. 

This temporal misalignment created a situation where employees perceived high content quality based on their production 

efforts, while customers perceived low content quality based on the utility they derived from delayed information. 

The second theme relates to the gap between technical accuracy and practical applicability. Employees, particularly those 

with agricultural science backgrounds, took pride in the technical precision of their content. They explained complex soil 

chemistry and microbiological processes in detail, believing this demonstrated expertise and built trust. However, customers 

expressed that while they appreciated the technical information, they needed simpler, more actionable guidance tailored to 

their specific crops, soil types, and local climate conditions. A customer from the tea growing region of Southwest China 

stated that knowing the exact nitrogen phosphorus potassium ratio was less useful than knowing how to adjust application 

rates for the rainy season. This gap between technical accuracy valued by employees and practical applicability valued by 

customers contributed to the perception bias on content quality. 
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The third theme concerns differential perceptions of resource adequacy across regions. Employees based at headquarters in 

Shandong perceived that the company had invested substantially in social e-commerce resources, including hiring additional 

content creators and paying for influencer collaborations. However, customers in the Northwest and Southwest regions 

perceived that the company had neglected their markets, as evidenced by slow delivery times, generic content that did not 

address local crops, and few local influencer partnerships. An employee from the logistics team acknowledged that the 

company's distribution network was heavily concentrated in the East and North China regions, with western regions served 

by third party carriers that offered slower and less reliable service. This geographical disparity in resource allocation created 

systematically different perceptions between employees who saw overall resource increases and customers in underserved 

regions who experienced service deficiencies. 

4.5 Summary of Empirical Results 

The empirical results demonstrate that the social e-commerce strategy of Shandong Nongyang Biotechnology Co., Ltd. is 

perceived as moderately effective overall by both customers and employees, with overall scores ranging from two point 

seventy seven to three point seventeen on a five point scale. Content quality emerged as the dimension with the largest 

perception gap, with customers rating it significantly lower than employees did. Engagement showed a moderate gap with 

customers rating it lower than employees, while influencer impact showed the smallest and least practically significant gap. 

The qualitative findings identified three sources of perception bias: timing misalignment between content production and 

consumption, divergence between technical accuracy and practical applicability, and geographical disparities in resource 

allocation that advantaged eastern regions while neglecting western markets. These results provide the empirical foundation 

for the conclusions and recommendations presented in Chapter Five. 

V.   DISCUSSION AND CONCLUSION 

This final chapter provides a comprehensive discussion of the empirical findings presented in Chapter Four, interprets these 

findings in light of the theoretical framework developed in Chapter Two, draws conclusions that address the three research 

questions, and offers actionable recommendations for Shandong Nongyang Biotechnology Co., Ltd. as well as for the 

broader agricultural materials industry. The chapter also discusses the theoretical and practical contributions of the study, 

acknowledges its limitations, and suggests directions for future research. 

5.1 Discussion of Key Findings 

The empirical results of this study yield several important findings that warrant detailed discussion. First, the overall 

effectiveness of the social e-commerce strategy of Shandong Nongyang Biotechnology Co., Ltd. was rated as moderately 

effective by both customers and employees, with composite scores ranging between two point seventy seven and three point 

seventeen on a five point scale. This places the company's strategic performance at a level that can be described as functional 

but not exceptional. The overall fuzzy comprehensive evaluation score calculated through the Analytic Hierarchy Process 

and fuzzy was eighty two point ninety five points out of one hundred, which corresponds to a Grade B rating. According to 

the strategic effectiveness evaluation rating scale established in this study, a Grade B rating indicates that financial and 

customer dimensions meet basic standards but occasional bottlenecks exist in operational processes. This finding suggests 

that while the company has successfully established a foundational social e-commerce presence, it has not yet achieved the 

level of operational excellence or customer loyalty required for sustained competitive advantage. 

Second, content quality emerged as both the strongest dimension in absolute terms and the dimension with the largest 

perception gap between customers and employees. The content quality dimension received the highest customer rating 

among the three dimensions for certain indicators, particularly regarding whether content could solve practical problems. 

However, the overall customer rating for content quality was two point seventy seven, which is at the lower end of the 

moderately effective range. More importantly, the difference between customer perception of content quality at two point 

seventy seven and employee perception at three point zero one was statistically significant and exceeded the industry 

benchmark gap. This finding reveals a classic perception bias where employees believe they are delivering high quality 

content that meets customer needs, while customers perceive that content as insufficiently timely, insufficiently localized, 

and not fully aligned with their practical decision making requirements. The qualitative interviews attributed this gap to 

temporal misalignment between content production schedules and agricultural decision cycles, as well as divergence 

between the technical accuracy valued by employees and the practical applicability valued by farmers. 
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Third, the engagement dimension revealed that customers are less willing to repurchase than employees believe. The 

customer rating for repurchase benefits was the lowest among all engagement indicators at two point eighty eight, while 

employees rated the effectiveness of user incentive activities at three point zero nine. This difference indicates that monetary 

incentives such as coupons and raffles are not effectively driving repeat purchases. The findings suggest that customers in 

agricultural input markets make repurchase decisions based primarily on product performance, reliability, and technical 

support rather than on short term price reductions. This is consistent with the high involvement nature of agricultural 

purchasing decisions, where incorrect product selection can lead to crop loss and significant financial harm. The implication 

is that the company has been investing in transactional loyalty mechanisms that are misaligned with customer value drivers. 

Fourth, the influencer dimension showed the smallest perception gap between customers and employees, with customer 

ratings at three point zero six and employee ratings at three point zero three, a difference of only zero point zero three points. 

While this difference was statistically significant due to the sample size, it is practically negligible. This finding suggests 

that both customers and employees largely agree on the current effectiveness of influencer strategies, which is moderate. 

Customers find that influencer content helps them understand product value, but the impact on purchase decisions is not yet 

strong. Employees recognize that key opinion leader investments are generating acceptable but not exceptional returns. The 

regional brand influence indicator received the lowest score within this dimension, reflecting the company's limited 

penetration in the Northwest and Southwest markets. This finding highlights a specific geographic weakness that requires 

strategic attention. 

Fifth, the perception bias analysis revealed that customers consistently rated effectiveness lower than employees on two of 

the three dimensions, with content quality showing the largest gap followed by engagement. Only on the influencer 

dimension did customers rate effectiveness slightly higher than employees. This pattern suggests that employees may have 

an inflated view of how well their efforts are meeting customer needs, particularly in content production and engagement 

activities. This overestimation is problematic because it can lead to strategic complacency, where management believes the 

strategy is performing adequately while customers are already disengaging or failing to repurchase. The finding that the 

content quality gap exceeds the industry benchmark is particularly concerning, as content is the primary mechanism through 

which agricultural expertise and product value are communicated in social commerce. 

5.2 Theoretical Implications 

The findings of this study make several contributions to the theoretical literature on social e-commerce strategy 

effectiveness. First, the study extends the application of social exchange theory to professional agricultural contexts by 

demonstrating how perception bias emerges from asymmetric cost benefit evaluations between customers and employees. 

In the social exchange relationship of social commerce, customers contribute attention, engagement, and purchase behavior 

in exchange for product value, technical guidance, and responsive service. Employees contribute time, expertise, and effort 

in exchange for compensation and organizational recognition. When the perceived benefits of the exchange diverge 

systematically between the two parties, perception bias occurs. This study shows that employees overestimate the value of 

their content contributions relative to customer assessments, indicating a breakdown in the reciprocal exchange relationship 

that undermines trust and repurchase intention. 

Second, the study enriches the resource based view by identifying which types of strategic resources are most critical for 

social commerce success in agricultural biotechnology enterprises. The findings suggest that intangible resources such as 

agricultural technical expertise and region specific content creation capabilities are more valuable than tangible resources 

such as promotional budgets. The company's technological resources including the WeChat mini-program platform were 

adequately deployed, but its intangible resources of localized agronomic knowledge and farmer trust were insufficiently 

developed, particularly in western regions. This finding supports the resource based view proposition that valuable, rare, 

and difficult to imitate resources drive competitive advantage. Technical content that is accurate but generic is easier for 

competitors to replicate than region specific content tailored to local crop varieties, soil conditions, and climate patterns. 

Third, the study demonstrates the value of applying the Balanced Scorecard framework to social commerce evaluation in 

professional categories. The four dimensions of financial performance, customer satisfaction, internal processes, and 

learning and growth provided a comprehensive assessment that revealed the strategic misalignment between short term 

financial investments such as influencer payments and long term capability development such as regional content 

production. The company had achieved moderate financial results with e-commerce revenue growing from three percent to 

eight percent, but its internal processes in content management and cross departmental coordination remained fragmented, 
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and its learning and growth in regional market knowledge was inadequate. This multi-dimensional diagnosis would not 

have been possible with a single-perspective evaluation focused only on sales outcomes. 

Fourth, the study introduces a dual perspective evaluation framework that explicitly compares customer and employee 

perceptions. Most existing social commerce research examines either the customer perspective or the enterprise perspective, 

but rarely both simultaneously. This study demonstrates that employee perceptions cannot be used as a proxy for customer 

perceptions, as the two systematically diverge. The finding that employees rated content quality higher than customers while 

rating engagement lower suggests that employees have an uneven understanding of customer priorities. This has important 

implications for strategy implementation, as decisions made based on employee perceptions alone may misallocate 

resources away from areas where customers perceive the greatest deficiencies. 

5.3 Practical Implications for Shandong Nongyang Biotechnology Co., Ltd. 

Based on the empirical findings and theoretical interpretation, several practical recommendations are offered to Shandong 

Nongyang Biotechnology Co., Ltd. These recommendations are organized according to the three dimensions of 

engagement, influencer impact, and content quality, with cross-cutting recommendations on resource allocation and 

organizational coordination. 

First, to improve customer engagement and repurchase rates, the company should redesign its loyalty mechanisms to 

emphasize relational benefits rather than transactional incentives. The current practice of offering coupons and raffle entries 

has proven only modestly effective, with a customer rating of two point eighty eight. Instead, the company should develop 

a tiered membership program that provides increasing levels of technical support, personalized agronomic advice, and 

priority access to new products based on customer purchase history and engagement. For example, repeat customers could 

receive quarterly one on one consultations with agronomists, customized planting recommendations based on their specific 

crops and soil tests, and early access to seasonal promotions. These relational benefits align more closely with what farmers 

value namely expertise, reliability, and partnership than purely price based incentives. Additionally, the company should 

improve its response speed and interactive feedback mechanisms by implementing a dedicated customer service team for 

social commerce channels, with clear service level agreements specifying maximum response times of under two hours 

during peak agricultural seasons. 

Second, to enhance influencer effectiveness, the company should shift from quantity focused key opinion leader 

collaborations to quality focused partnerships with micro influencers who have deep credibility within specific farming 

communities. The current influencer strategy achieved a moderate rating of three point zero six from customers, indicating 

that while customers find influencer content informative, it does not strongly influence their purchase decisions. The 

company should prioritize agricultural experts who are themselves practicing farmers or agronomists with demonstrated 

expertise in specific crops and regions. For the Northwest cotton growing region, the company should partner with cotton 

farming influencers who understand the unique water and soil challenges of that area. For the Southwest tea growing region, 

partnerships with tea cultivation experts would be more valuable than general agricultural influencers. These micro 

influencers typically have smaller but more engaged and more trustful audiences, leading to higher conversion rates and 

stronger brand advocacy. The company should also move from one-off sponsored posts to long term ambassador 

relationships where influencers provide ongoing feedback on product development and create authentic, longitudinal 

content showing product results over an entire growing season. 

Third, to address the most critical perception gap concerning content quality, the company must fundamentally restructure 

its content production and distribution processes. The finding that customers rated content timeliness at only two point 

seventy seven while employees rated content quality at three point zero one reveals a serious misalignment that requires 

urgent attention. The company should implement a seasonal content calendar that is reverse engineered from agricultural 

decision windows rather than from internal production convenience. For each major crop and region, the company should 

map out the key decision points in the growing cycle including pre planting planning, variety selection, soil preparation, 

fertilization timing, pest management windows, and harvest logistics. Content should be scheduled to arrive at least two 

weeks before each decision point to allow farmers time to incorporate the information into their planning. This requires 

shifting from a reactive content model where posts are created when time permits to a proactive model where content is 

planned, produced, and queued months in advance. 
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Additionally, the company must invest in regional content localization. The current practice of producing generic content 

and then applying minor edits for different regions is insufficient, as evidenced by the customer rating of two point eighty 

nine for regional targeting. The company should establish regional content teams or partnerships in the Northwest, 

Southwest, and other underserved markets. These teams would be responsible for understanding local crop varieties, soil 

conditions, climate patterns, and farming practices, and for producing content that addresses the specific needs of farmers 

in those regions. For the Northwest cotton region, content should focus on water efficient fertilization techniques, saline 

soil management, and mechanical harvesting compatibility. For the Southwest tea region, content should address the unique 

nutrient requirements of tea bushes, the impact of elevation and mist on fertilizer uptake, and organic certification standards. 

This localization effort will require additional investment in hiring or contracting regional agricultural experts, but the return 

on investment in terms of customer satisfaction and repurchase rates is likely to be substantial given the current deficiencies 

in these markets. 

Fourth, to address cross departmental coordination issues identified in the employee survey, where smooth cooperation 

between warehousing and after sales received only three point eleven out of five, the company should implement integrated 

information systems that connect customer service, logistics, and content teams. Currently, when a customer asks about 

order status, customer service representatives cannot easily access real time logistics information, leading to delayed or 

inaccurate responses. The company should adopt a unified customer relationship management system that integrates order 

data, shipping tracking, inventory levels, and customer communication history. This system should be accessible to all 

relevant departments and should automatically trigger notifications when potential issues arise, such as delayed shipments 

or out of stock items. Cross functional performance metrics should also be established, where bonuses and recognition are 

tied not only to individual department goals but also to joint outcomes such as customer satisfaction scores and repurchase 

rates. 

Fifth, the company must rebalance its regional resource allocation to address the severe under representation of the 

Northwest and Southwest markets. Currently, customers in these regions account for only seven percent and eight percent 

of the customer base respectively, far below the industry average of fifteen percent. Employees stationed in these regions 

are also disproportionately few, with only five percent of employees in the Northwest and four percent in the Southwest. 

This resource disparity is self reinforcing, as limited local presence leads to poor market understanding, which leads to 

ineffective content and slow logistics, which further depresses customer acquisition and retention. The company should 

establish regional hubs in key provinces such as Shaanxi or Gansu for the Northwest and Sichuan or Yunnan for the 

Southwest, staffed with local sales, content, and logistics personnel. These hubs should have autonomy to develop region 

specific strategies, including local influencer partnerships, regionally tailored content, and relationships with local 

distributors or cooperatives. The logistics network should be upgraded to include regional warehouses that can deliver 

products within three days to most locations in these regions, compared to the current average of eight days. 

5.4 Recommendations for the Agricultural Materials Industry 

Beyond the specific recommendations for Shandong Nongyang Biotechnology Co., Ltd., this study offers broader 

implications for the agricultural materials industry, which includes producers of fertilizers, pesticides, seeds, and 

agricultural equipment who are considering or already implementing social e-commerce strategies. 

First, agricultural input enterprises should recognize that social e-commerce success in professional categories requires 

different capabilities than success in consumer goods. While fast-moving consumer goods companies can succeed with high 

frequency content, entertaining live streams, and broad influencer reach, agricultural input companies need technical depth, 

regional specificity, and long term relationship building. The key performance indicators for agricultural social commerce 

should include not only sales metrics and engagement rates but also technical content accuracy, customer problem resolution 

time, and regional market penetration rates. Enterprises should invest in building internal agricultural expertise rather than 

relying solely on external influencers, and should prioritize content quality over content quantity. 

Second, agricultural input enterprises should conduct regular dual perspective evaluations that systematically compare 

customer perceptions with employee perceptions. The findings of this study demonstrate that perception bias is not only 

present but statistically significant, and that employees tend to overestimate the effectiveness of their efforts relative to 

customer assessments. Enterprises should establish quarterly or bi annual surveys that measure both customer and employee 

perceptions across engagement, influencer impact, and content quality dimensions, and should calculate perception gap 
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scores as key performance indicators. Where gaps exceed industry benchmarks, root cause analysis should be conducted 

through interviews or focus groups to identify the specific sources of misalignment. 

Third, agricultural input enterprises should adopt a regionally differentiated approach to social e-commerce rather than a 

one size fits all national strategy. China's agricultural landscape is characterized by enormous diversity in crops, climate, 

soil types, farm sizes, and farming practices. A social commerce strategy that works for grain farmers in the North China 

plain may fail completely for tea growers in the Southwest or cotton farmers in the Northwest. Enterprises should map their 

target markets by agricultural region rather than by administrative province, and should develop region specific content, 

influencer partnerships, product formulations, and logistics solutions. This may require decentralizing decision making 

authority to regional teams who understand local conditions, rather than maintaining all strategic control at headquarters. 

Fourth, agricultural input enterprises should recognize that repurchase behavior in this category is driven primarily by 

product performance and technical support rather than by price promotions. The finding that repurchase benefits rated the 

lowest among engagement indicators suggests that coupons and discounts are weak tools for building loyalty. Instead, 

enterprises should invest in post purchase support mechanisms such as follow up consultations, soil testing services, crop 

monitoring guidance, and satisfaction guarantees. These service based loyalty drivers create switching costs for customers, 

as they would lose access to valuable technical support if they switched to a competitor, while price discounts can be easily 

matched by competitors and do not build lasting relationships. 

5.5 Conclusions 

Based on the empirical findings and discussion, the following conclusions are drawn in response to the three research 

questions that guided this study. 

Regarding the first research question on the perceived effectiveness level of customers, the study concludes that customers 

perceive the social e-commerce strategy of Shandong Nongyang Biotechnology Co., Ltd. as moderately effective overall. 

Customers rate engagement effectiveness at two point ninety six, influencer effectiveness at three point zero six, and content 

quality at two point seventy seven on a five point scale. Content quality is the dimension with the lowest customer rating, 

primarily due to deficiencies in timeliness and regional targeting. Customers find that while the content provides useful 

technical information, it often arrives too late for their decision making needs and is not sufficiently tailored to their specific 

crop and regional conditions. Repurchase incentives are the least effective engagement mechanism, suggesting that 

customers are not motivated primarily by price discounts. 

Regarding the second research question on the perceived effectiveness level of employees, the study concludes that 

employees rate the social e-commerce strategy as moderately effective overall, but with a different pattern than customers. 

Employees rate engagement effectiveness at three point seventeen, influencer effectiveness at three point zero three, and 

content quality at three point zero one. Employees are most confident in their content production capabilities, believing that 

their technical content meets customer needs effectively. However, employees recognize weaknesses in cross departmental 

coordination and in the effectiveness of repurchase incentives. Employees also acknowledge that content update frequency 

does not fully match market demands and that regional brand influence in western markets remains weak. 

Regarding the third research question on whether a significant difference exists between customer and employee perceived 

effectiveness, the study concludes that statistically significant differences exist for all three dimensions, but the magnitude 

and practical significance vary. The largest and most practically significant difference is for content quality, where 

customers rate effectiveness at two point seventy seven and employees at three point zero one, a gap of zero point twenty 

four points that exceeds the industry benchmark difference of zero point twenty two. This indicates that employees 

substantially overestimate how well their content meets customer needs. A smaller but still significant difference exists for 

engagement, with customers rating effectiveness lower than employees. The smallest difference is for influencer 

effectiveness, where customer and employee ratings are nearly identical. The perception bias is primarily driven by temporal 

misalignment between content production and consumption, divergence between technical accuracy and practical 

applicability, and geographical disparities in resource allocation that create systematically different experiences for 

customers in different regions. 

Overall, the study concludes that the social e-commerce strategy of Shandong Nongyang Biotechnology Co., Ltd. is 

moderately effective but suffers from significant perception gaps between what employees believe they are delivering and 

what customers actually experience. The strategy has successfully established a foundational social commerce presence and 
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has achieved some growth in e-commerce revenue from three percent to eight percent. However, the failure to meet the 

fifteen percent revenue target, combined with low repurchase rates and weak regional penetration in western markets, 

indicates that the current strategy is not sustainable without significant optimization. The core problem is not a lack of effort 

or investment but a misalignment between strategic resource allocation and customer value drivers, particularly in content 

timeliness, regional localization, and relationship based loyalty mechanisms. 

5.6 Limitations of the Study 

This study has several limitations that should be acknowledged. First, the research is a single case study of one enterprise, 

Shandong Nongyang Biotechnology Co., Ltd. While the in depth analysis provides rich insights into the specific challenges 

facing this company, the generalizability of the findings to other agricultural input enterprises may be limited. Different 

enterprises may have different product portfolios, distribution channels, customer segments, and organizational capabilities 

that affect their social ecommerce strategy effectiveness. Future research should extend this dual perspective evaluation 

framework to multiple cases across different agricultural sub sectors including pesticides, seeds, agricultural equipment, 

and livestock inputs. 

Second, the study was conducted over a specific time period from January 2023 to December 2024. Social ecommerce 

platforms, algorithms, and customer behaviors evolve rapidly, and the findings may become less relevant as the 

technological and competitive landscape changes. Longitudinal research tracking the same enterprise over multiple years 

would provide insights into how perception gaps evolve as strategies mature and as organizations learn from experience. 

Third, the study relied on self reported perceptions from customers and employees, which may be subject to response biases 

such as social desirability bias where respondents provide answers they believe are expected rather than their true opinions. 

While anonymity was assured and procedural remedies were implemented, some degree of bias is inherent in survey based 

research. Future research could complement self report measures with behavioral data such as actual repurchase rates, click 

through rates, and time spent on content, to provide more objective indicators of effectiveness. 

Fourth, the customer sample, while representative of the active customer base, may not fully capture the perspectives of 

potential customers who considered but did not purchase from the company's social commerce channels, or of former 

customers who have stopped repurchasing. Understanding why potential customers choose competitors and why existing 

customers churn would provide valuable insights for strategy improvement. Future research should include non customer 

and former customer samples to identify barriers to acquisition and drivers of attrition. 

Fifth, the study did not experimentally manipulate any variables, so causal claims cannot be made. While the findings 

identify correlations and perception gaps, they do not prove that specific interventions would close those gaps. Future 

research should employ experimental or quasi experimental designs, such as A B testing of different content strategies or 

randomized controlled trials of loyalty program designs, to establish causal relationships between strategy elements and 

effectiveness outcomes. 

5.7 Directions for Future Research 

Building on the findings and limitations of this study, several directions for future research are proposed. First, future 

research should develop and validate a standardized dual perspective evaluation instrument for agricultural social commerce 

effectiveness that can be used across different enterprises and sub sectors. Such an instrument would enable benchmarking 

studies that compare perception gaps across the industry, identify best practices, and track changes over time. The 

instrument should include the three dimensions of engagement, influencer impact, and content quality, with sub dimensions 

specific to agricultural contexts such as technical accuracy, regional relevance, and timeliness. 

Second, future research should investigate the organizational antecedents of perception bias in social commerce strategy 

implementation. What characteristics of organizational culture, leadership style, cross functional integration, and employee 

training predict smaller or larger perception gaps? Do centralized or decentralized decision making structures produce 

different patterns of customer employee alignment? Understanding these antecedents would help enterprises design their 

organizations to minimize perception bias and improve strategic effectiveness. 

Third, future research should examine the dynamics of perception bias over time. Do perception gaps narrow as social 

commerce strategies mature and as organizations gain experience, or do they persist and even widen due to entrenched 

assumptions and routines? Longitudinal studies tracking customer and employee perceptions at multiple time points would 

reveal whether gaps are temporary implementation problems or systemic features of the organization environment 

relationship. 
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Fourth, future research should explore the role of digital platform features in moderating perception bias. Do platforms that 

provide rich feedback mechanisms such as detailed analytics on content consumption, sentiment analysis of customer 

comments, and direct customer employee messaging features reduce perception gaps compared to platforms with limited 

feedback? Platform design choices may have significant effects on how well employees understand customer needs and 

how quickly they can adapt their strategies in response. 

Fifth, future research should investigate the economic consequences of perception bias. Do enterprises with larger customer 

employee perception gaps experience lower financial performance, higher customer churn, or lower employee satisfaction? 

Quantifying the costs of perception bias would provide a compelling business case for investing in dual perspective 

evaluation and gap closing interventions. 

Sixth, future research should extend the dual perspective framework to include additional stakeholders such as supply chain 

partners, distributors, and retailers who participate in or are affected by social commerce strategies. Agricultural input 

supply chains often involve multiple intermediaries between manufacturers and farmers, each of whom may have distinct 

perceptions of strategy effectiveness. Understanding how perceptions align or diverge across the entire value chain would 

enable more comprehensive strategy optimization. 

5.8 Final Remarks 

This study set out to evaluate the implementation effect and perception bias of the social e-commerce strategy of Shandong 

Nongyang Biotechnology Co., Ltd. through a dual customer employee perspective. The findings demonstrate that while the 

strategy has achieved moderate success in establishing a social commerce presence and increasing e-commerce revenue, 

significant perception gaps exist between what employees believe they are delivering and what customers actually 

experience. The largest gap concerns content quality, where employees overestimate the timeliness and regional relevance 

of their content relative to customer assessments. The engagement gap reveals that repurchase incentives based on price 

discounts are insufficient for building loyalty in high involvement agricultural purchasing contexts. The influencer gap is 

small, indicating that customers and employees largely agree on the moderate effectiveness of current key opinion leader 

strategies. 

The theoretical contributions of this study include extending social exchange theory to explain perception bias in 

professional category social commerce, enriching the resource based view by identifying region specific technical content 

as a critical intangible resource, and demonstrating the value of the Balanced Scorecard for multi dimensional evaluation in 

agricultural contexts. The practical contributions include specific actionable recommendations for the case company to 

improve content timeliness through seasonal reverse calendaring, enhance regional targeting through local content teams, 

redesign repurchase incentives to emphasize relational benefits over transactional discounts, and rebalance resource 

allocation to underserved western markets. 

For the broader agricultural materials industry, this study offers a replicable evaluation framework and a cautionary lesson 

that employee perceptions cannot be assumed to reflect customer realities. Enterprises embarking on or already executing 

social e-commerce strategies should regularly measure both customer and employee perceptions, should calculate 

perception gap scores as key performance indicators, and should investigate the root causes of gaps that exceed industry 

benchmarks. The ultimate goal of social e-commerce is not simply to drive transactions but to build relationships of trust 

and mutual value between enterprises and the farming communities they serve. Achieving this goal requires not only 

technical competence in content production and platform management but also the organizational humility to recognize 

when internal perceptions diverge from external realities and the strategic discipline to act on that recognition. 
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