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Abstract

In the context of the comprehensive advancement of the rural revitalization strategy, the brand
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development of rural characteristic agricultural products has become a key path to promoting rural
economic growth and industrial upgrading. E-commerce, as an important bridge connecting agri-
cultural product production and consumption, with its advantages of wide information dissemina-
tion, low transaction costs, and diverse marketing methods, provides new opportunities for the
brand development of rural characteristic agricultural products. Although the brand development
of rural characteristic agricultural products has achieved certain results, it still faces many chal-
lenges. Such as weak brand awareness, insufficient e-commerce operation capabilities, uneven
product quality, incomplete logistics and distribution systems, and low consumer trust. In response
to these problems, this article proposes a series of development strategies. Through the implemen-
tation of these strategies, the brand competitiveness of rural characteristic agricultural products
can be effectively enhanced, market influence can be strengthened, and rural economic develop-
ment can be promoted towards a new journey of high-quality development.
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