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Abstract
With the continuous advancement of the national rural revitalization strategy and the development
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of media technology, the “Three Rural Issues” short videos have ushered in development opportu-
nities. More and more farmers and agricultural product enterprises use the “Three Rural Issues”
short videos to display rural life and self-marketing, and promote the sales of agricultural products
and the development of rural economy. However, the blowout development of short video market-
ing in the “Three Rural Issues” is facing problems such as serious homogenization of marketing con-
tent, pan-entertainment expression, distortion of rural image expression and lack of professional
operation. Therefore, this paper proposes that the creators of the “Three Rural Issues” short video
need to deepen the local characteristic content, the platform needs to strengthen supervision, the
video content needs to establish an emotional connection with the audience, and build a marketing
and operation talent team, aiming to further promote the healthy and high-quality development of
the “Three Rural Issues” short videos, promote the marketing and communication effect of the
“Three Rural Issues” short video, and provide greater assistance for the implementation of the rural
revitalization strategy.
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