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Abstract

All walks of life are actively changing in the new media era to achieve innovative development. In
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this context, the change and development of agricultural products e-commerce is particularly ob-
vious. Compared with the traditional sales of agricultural products, the e-commerce of agricultural
products is more convenient and fast, and its online mode is convenient for consumers to express
their consumption needs more directly. E-commerce entities timely adjust the sales of products
according to the needs of consumer groups, so as to better meet the needs of consumers and obtain
certain benefits. However, in the current development process of agricultural product e-commerce,
there are still many problems in quality control, logistics and transportation. Based on the devel-
opment problems it faces, this paper puts forward suggestions such as strengthening brand build-
ing and improving logistics system, so as to play a certain role in promoting the further develop-
ment of agricultural product e-commerce.
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