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Abstract

Objective: To study and analyze the development of APP for agriculture, rural areas and farmers,
and give corresponding suggestions for improvement. Methods: Literature research method and
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questionnaire survey method, using CNKI and other literature websites to collect a large number
of relevant research, understand the development level of rural e-commerce APP, and then use the
questionnaire survey method to analyze the consumer demand for these e-commerce APP, so as to
collect the marketing management problems as the starting point. Results: the current agriculture,
rural areas and farmers electricity APP marketing management sales channels are limited, logis-
tics distribution system, agricultural awareness, agricultural products sales model single and
agricultural electricity infrastructure problems, to these problems put forward the corresponding
improvement Suggestions, mainly include: expand sales channels, improve the capacity of agri-
cultural products, strengthen marketing, develop diversified products and services, establish a
perfect service network. Conclusion: The marketing management of APP for agriculture, rural
areas and farmers is related to the sales level of agricultural products. We should actively solve
the problems at different stages, grasp the development opportunity, and lead the new direction
of agricultural products marketing.
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Table 1. Questionnaire survey method
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Figure 1. Strengthen marketing
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Figure 2. Develop diversified products and services
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Figure 3. Talent training program
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