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Abstract

Restricted by a low regional economy and poor logistics, fruit and vegetable agricultural products
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such as lemons from Anyue, red-hearted kiwifruit from Cangxi, oranges from Danleng, and konjac
from Anzhou in Sichuan Province, although grown in superior environments with excellent quality
and abundant yields, face issues in the era of diversified consumption and buyer-driven e-commerce
markets. Due to information asymmetry and severe supply-demand imbalance, regional price distor-
tions and local production surpluses occur. High-quality agricultural products are seriously difficult
to sell, becoming one of the main reasons restricting farmers’ income growth. Based on this, by estab-
lishing a new digital supply and marketing model of “brand alliances + contract farming”, utilizing lo-
gistics and transportation of “cold chain + digital supply and marketing cloud platform + urban distri-
bution”, fruit and vegetable sales channels are opened, effectively achieving quality preservation, in-
creased sales of agricultural products, and stable support for farmers.
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Figure 1. A new brand marketing model
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Figure 2. Organizational structure of the digital supply and marketing cooperative system
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Figure 3. Online marketing process
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Figure 4. Offline logistics transportation
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