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Abstract

With the continuous advancement of the rural revitalization strategy, the development of rural e-
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commerce in Gansu Province has made great achievements. “Digital business to rejuvenate agricul-
ture” is an important project to accelerate the adaptation to the digital economy form and promote
the digital transformation of rural industries in the new era, which is of great significance for pro-
moting the development of rural areas, solving the “three rural” problems, and realizing the sug-
gestions for rural revitalization. However, the development of rural e-commerce in Gansu Province
is still at a relatively low level, facing challenges such as a shortage of rural e-commerce talents, lack
of competitiveness in agricultural products, limited e-commerce sales models, and poor profitabil-
ity of rural e-commerce ventures. Based on these issues, optimization suggestions are proposed in
terms of cultivating “new talents”, injecting “new vitality”, creating “new paths”, and improving “new
models”.
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Figure 1. The trend of the number of broadband access households and mobile phone
users in Gansu Province from 2019 to 2022
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Figure 2. The trend of logistics express business in Gansu Province from 2019 to 2023
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Figure 3. Analysis of rural e-commerce sales model
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