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Abstract

With the rapid development of Internet technology, agricultural products e-commerce has gradu-
ally shifted from the computer terminal to the mobile phone terminal. Through the use of social
mode, the advantages of the community are brought into play to realize the purpose of getting
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agricultural products out of the village and into the city, expanding sales channels, improving far-
mers’ income and promoting the sustainable development of rural e-commerce. At present, social
e-commerce is in the exploration stage of development. By reading a lot of literatures and refer-
ring to the actual situation of domestic social e-commerce platforms, it is found that there are
problems such as lack of quality assurance, asymmetric information of supply and demand, im-
perfect logistics system and unsound branding in the process of helping agricultural products to
go upstream. By analyzing the operation mode of social e-commerce and combining the characte-
ristics of agricultural products, we propose to promote the process of standardization of agricul-
tural products, enhance the trust of users in the platform, improve the logistics infrastructure and
create a competitive brand of agricultural products in the process of agricultural products going
upstream, so as to provide a solid and effective theoretical basis and practical basis for the field of
social e-commerce of agricultural products.
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