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Abstract

With the rise of the Internet era, an endless stream of new media tools plays an important role in
people’s online consumption process, and the development potential of new media marketing of
agricultural products has been further released, which also provides a driving force for the innova-
tion of agricultural marketing. Compared with traditional marketing, new media marketing of agri-
cultural products has the characteristics of ultra-space and time, multimedia, interactivity, high ef-
ficiency and economy, which helps to change the marketing mode of agricultural products, broaden
sales channels and enhance brand awareness. Based on this, this paper puts forward precise market
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positioning, optimised marketing content, effective branding, broadening marketing channels and
other marketing strategies for the integrated development of “new media + agricultural products”,
in order to help achieve a higher quality and higher level of marketing of agricultural products.
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