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Abstract

The construction of digital villages is an important strategic direction for rural revitalization in the
new era and a key opportunity to promote the high-quality development of rural e-commerce. With
the improvement of information infrastructure and continuous policy support, the scale of rural e-
commerce has been expanding. However, there are still shortcomings in brand promotion, which
restrict the long-term development of the industry. Against the background of the digital rural strat-
egy, this paper sorts out the current basic status of brand promotion in rural e-commerce, analyzes
its deficiencies in terms of brand awareness, communication channels, quality standards, and talent
teams, and puts forward targeted countermeasures and suggestions. The study finds that the brand
promotion of rural e-commerce is gradually presenting a pattern driven by policies, empowered by
technology, and linked by multiple parties, but the overall development level is unbalanced and the
brand influence is limited. Therefore, this paper proposes that it is necessary to strengthen brand
awareness and precise positioning, and promote the construction of regional public brands; expand
digital communication channels to improve promotion efficiency; improve standards and quality
systems to enhance consumer trust; and strengthen talent training and innovation-driven efforts to
build a sustainable brand operation mechanism. Through these measures, rural e-commerce can
be effectively promoted to shift from simple product sales to brand management, and promote the
value improvement and market expansion of agricultural products. The research conclusions have
important reference value for improving the development path of e-commerce under the back-
ground of the digital rural strategy, promoting rural industrial revitalization, and increasing farm-
ers’ income.
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