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Abstract

As an important part of the digital transformation of agricultural products, the brand building of
Ancient Grains on e-commerce platforms is facing unprecedented development opportunities and
challenges. With the obvious acceleration of consumption upgrading trend and the deepening of
healthy eating concepts, the sales scale of Ancient Grains products on e-commerce platforms contin-
ues to expand, but the uneven level of brand building is still prominent. Through in-depth analysis of
the theoretical basis and development environment of brand building for Ancient Grains on e-com-
merce platforms, this study systematically identifies key issues such as vague brand positioning,
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incomplete quality control system, single communication channels, and low consumer trust and
proposes optimization strategies such as implementing precise positioning, improving quality man-
agement, building a diversified communication matrix, and enhancing consumer experience to pro-
vide theoretical guidance and practical reference for promoting the healthy development of Ancient
Grains brands on e-commerce platforms.
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