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Abstract

In the context of rural digitalization, the e-commerce sector in rural areas is experiencing new op-
portunities for advancement. While the current agricultural e-commerce models are diverse, live-
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streaming e-commerce and similar models face challenges such as unclear value propositions, in-
sufficient customer segmentation, and weak support from related industries and channels. To ad-
dress these issues, it is necessary to explore innovative business models, enhance the branding of
agricultural e-commerce to boost consumer confidence, deepen customer segmentation and preci-
sion marketing to improve marketing efficiency and effectiveness, expand the full-channel sales and
operational system to increase market coverage and operational efficiency, and strengthen customer
loyalty management systems. Additionally, introducing new composite talents will help build a solid
talent base for development. Through these measures, we can promote high-quality development of
China’s agricultural e-commerce in the context of rural digitalization, boost agricultural production
and farmers’ income, and support the implementation of rural revitalization policies.
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Table 1. Brand first impression evaluation statistics of Company W (n = 280)
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Figure 1. Statistics of brand recognition of W Company
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Table 2. Statistics of general population characteristics
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Figure 2. Consumers use W Company channels
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