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Abstract

Against the backdrop of the digital economy driving the transformation and upgrading of interna-
tional agricultural trade, cross-border e-commerce has become an important channel for Chinese
agricultural product brands to go global. However, compared with international benchmark brands,
the online marketing competitiveness of Chinese agricultural products still lags significantly. This
paper takes cross-border e-commerce platforms as the research scenario, and based on Porter’s
diamond model, compares the online marketing characteristics of Chinese agricultural product
brands with those of European and American, Japanese and South Korean, and Southeast Asian re-
gions from six dimensions: production factors, demand conditions, related and supporting indus-
tries, corporate strategy and competition, government role, and opportunities. Combining the the-
ory of comparative advantage, it analyzes the competitive advantages and existing shortcomings of
Chinese agricultural product brands, and proposes targeted improvement strategies that can be im-
plemented by combining the visual expression and cultural connotation of traditional Chinese aes-
thetics with international experience. The research shows that although Chinese agricultural prod-
ucts have the advantages of rich variety and distinctive regional characteristics, and contain pro-
found traditional agricultural aesthetics and regional cultural aesthetics, they still face problems
such as low international brand awareness, insufficient localization of marketing, imperfect cross-
border supply chains, lagging alignment with international standards, and failure to transform tra-
ditional aesthetic values into brand visual and cultural competitiveness. By empowering brand vis-
uals and cultural systems with traditional aesthetics, creating differentiated brand systems, opti-
mizing localized digital marketing models, improving cross-border supply chains, and strengthen-
ing international standard collaboration, the online marketing competitiveness of Chinese agricul-
tural product brands can be effectively enhanced, promoting their high-quality development in the
global cross-border e-commerce market.
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