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Abstract

With the deep integration of the digital economy into rural areas, e-commerce has emerged as a
critical driver for the transformation and upgrading of key leading agricultural enterprises. This pa-
per employs a comparative case study approach, examining two provincial-level leading enterprises
in China—Guizhou Miao A’die and Jiangxi Meishi—to explore differentiated paths in e-commerce
marketing. The study identifies two distinct models: the “social commerce-driven model” and the
“platform hit product-driven model”. The former focuses on content creation and brand storytelling
to cultivate customer relationships through a live-streaming matrix, while the latter centers on cre-
ating hit products with extreme cost-effectiveness and capturing market share through scaled traf-
fic operations. Despite their different approaches, both models’ success hinges on a robust supply
chain foundation, data-driven operational capabilities, and entrepreneurial innovation. This re-
search provides practical insights for similar enterprises in selecting e-commerce strategies based
on their unique resources and endowments, highlighting digital transformation as an inevitable
path for high-quality development in the agricultural sector.
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Table 1. Miao A’die’s social e-commerce operation data
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Table 2. Meishi industrial bestseller operation data
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