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Abstract

Under the deep integration of the digital economy and the rural revitalization strategy, this paper
takes the nationally protected geographical indication (GI) agricultural product, the Southern An-
hui Yellow Rabbit, as its research subject. It focuses on the “triple disembeddedness” dilemma hin-
dering its industrialization and explores the pathways and potential of the 020 model for empow-
ering industrial upgrading. Utilizing methods including questionnaire surveys (1024 valid samples),
in-depth interviews, and PEST model analysis, the study reveals the following findings: The primary
consumer base consists of middle-aged and young, highly educated individuals with medium to high
incomes. While they exhibit strong recognition of the social value of poverty alleviation agricultural
products (ensuring food safety and increasing farmers’ income), their overall level of understand-
ing is generally insufficient (83.4% of respondents were in an “unaware” state). The product’s dif-
ferentiated advantages primarily center on affordability (72.75%), optimized quality (51.46%),
and social responsibility (40.82%). Crucially, its pro-farmer attributes significantly enhance pur-
chase intention (72.85%). The research simultaneously identifies four major bottlenecks within the
industry: A singular product structure and lagging brand building constrain market synergy; Dis-
persed marketing channels and ambiguous positioning weaken competitiveness; Insufficient cold-
chain logistics and technological innovation limit sustainable development; and lack of social
awareness and policy support hinders resource integration. Based on these findings, the study pro-
poses an integrated “four-dimensional” countermeasure system: Deepen product innovation and
brand culture cultivation; Optimize market positioning and integrate 020 channels; Strengthen
R&D in cold-chain technology and investment in digital infrastructure; Establish long-term mecha-
nisms for policy support and social participation. This research provides theoretical support for
overcoming the challenges of agricultural product e-commerce and advancing the “Digital Com-
merce Empowering Agriculture” initiative. It aims to facilitate the Southern Anhui Yellow Rabbit
industry in achieving triple integration of industries and fulfilling its leading role in rural revitali-
zation.
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Table 1. Consumer profiling descriptive analysis
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Table 2. Consumer cognition level stratification on agricultural support products
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Table 3. Statistical analysis of consumer perceptions regarding the differential competitive edge of agricultural assistance
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Table 4. Distribution of changes in consumer purchase intention
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Table 5. Distribution of consumer cognition levels regarding social influence
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