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Abstract :

This study aims to explore the impact of User—Generated Content (UGC) on consumers' purchase

intention of Jingyang Fu tea and the effectiveness of UGC in the online marketing of Jingyang Fu
tea. By constructing a "Stimulus—Organism—Response" (S—-O—R) model and combining information
adoption theory with UGC characteristics, this study analyzes three dimensions of UGC: product
disclosure, creator self-disclosure, and UGC presentation. Based on the research results, this study
proposes strategic suggestions for the online marketing of Jingyang Fu tea to enhance consumers'
perceived value and increase their purchase intention.
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