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Abstract

With the vigorous development of the digital economy, agricultural product e-commerce has be-
come an important way to promote rural revitalization and broaden the circulation channels of ag-
ricultural products. Xianju Bayberries, as a geographical indication product of China, are renowned
nationwide for their unique taste and quality. However, in the process of e-commerce sales, they
still face challenges such as low product standardization, lack of professional talents, and high lo-
gistics and distribution costs. Based on this, this paper proposes sales optimization strategies for
Xianju Bayberries under the e-commerce model, optimizing from the perspectives of the govern-
ment, platforms, and farmers. The aim is to provide theoretical guidance and practical suggestions
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for the optimization of sales strategies for bayberries and other agricultural products, promote the
deep integration of the bayberry industry and e-commerce, and facilitate the healthy development
of the bayberry industrial chain.
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