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Abstract

Green agricultural product marketing is a concrete manifestation of implementing the national
green development strategy, an important means of promoting sustainable agricultural develop-
ment and building an agricultural powerhouse, and an effective guarantee for promoting rural re-
vitalization. In recent years, the market size of green agricultural products in China has been
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continuously expanding, and consumer demand is growing. However, problems such as weak green
awareness, traditional marketing methods, and low consumer trust are still prominent. Promoting
innovative development of green agricultural product marketing has become a requirement of the
times. With the deep integration of the digital economy and the real economy, the rapid develop-
ment of social media has brought new opportunities and challenges to the marketing of green agri-
cultural products. This article deeply analyzes the current situation and development opportunities
of green agricultural product marketing, and systematically explores the implementation strategies
of green agricultural product marketing in the context of social media. This article believes that the
development of green agricultural product marketing should fully utilize the advantages of social
media platforms, and work together from the dimensions of building a green content marketing
system, innovating KOL cooperation models, constructing UGC content ecology, creating a multi
platform content matrix, and strengthening interactive marketing mechanisms to achieve digital
transformation and high-quality development of green agricultural product marketing.
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