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Abstract

Based on 466 articles in the WOS core collection (2009~2025), this paper conducts bibliometric and
visual analysis of international research on e-commerce of fresh agricultural products using
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CiteSpace. The research finds that this field has three major characteristics: multi-level system in-
tegration, multi-subject collaboration, and technology-driven evolution. The research path has un-
dergone an evolution from supply chain optimization to the deepening of consumer behavior, and
then to the integration of governance mechanisms and technology. China takes the lead (82.76%),
with a focus on clusters such as e-commerce poverty alleviation, blockchain applications, and con-
sumer behavior. This study has constructed a framework of “system integration - subject collabo-
ration - technology evolution”, providing a new perspective for understanding the fresh food e-com-
merce system and having both policy and practical reference value. In the future, research on global
comparison, technology integration, sustainable development and cross-border e-commerce needs
to be strengthened.
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Figure 1. Different research fields of agricultural products e-commerce (top 10)
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Figure 2. Annual distribution of research publications on agricultural products e-commerce from 2009 to 2025
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Figure 3. Geographical distribution of agricultural products e-commerce
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Figure 4. Co-occurrence network of agricul-
tural product e-commerce countries/regions
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Figure 5. Co-occurrence network of agricultural product e-commerce institutions
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Table 1. High-frequency terms in the field of agricultural products e-commerce

F 1. REmEFHAUBHESNAIE

Rank Keywords Freq Rank Keywords Freq
1 impact 66 27 willingness to pay 10
2 electronic commerce 59 28 online 10
3 agricultural products 44 29 agriculture 10
4 adoption 39 30 sustainable development 9
5 quality 39 31 strategy 9
6 models 38 32 supply chain management 9
7 management 37 33 consumers 8
8 agricultural e-commerce 32 34 big data 8
9 supply chain 31 35 areas 8
10 information 28 36 e-commerce platform 8
11 systems 26 37 determinants 8
12 behavior 24 38 products 8
13 technology 21 39 satisfaction 8
14 customer satisfaction 21 40 innovation 7
15 farmers 18 41 green agricultural products 7
16 purchase intention 17 42 algorithm 7
17 performance 16 43 taobao villages 7
18 internet 15 44 design 6
19 coordination 15 45 poverty alleviation 6

20 price 14 46 word of mouth 6
21 optimization 14 47 perceptions 6
22 trust 12 48 digital economy 6
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23 food 11 49 rural China 6
24 China 11 50 retailers 6
25 policy 11 51 fresh food 6
26 intention 10 52 perceived value 6
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Figure 6. Keywords agricultural products e-commerce co-occurrence network
(knowledge map)
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Figure 7. Keyword clustering in the research of agricultural
product e-commerce
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Keywords Year Strength Begin End 2009 - 2025
supply chain management 2012 3.14 2012 2019 ——
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Figure 9. The top 15 most frequently cited keywords
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