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Abstract

Based on the analysis of the electronic commerce development present situation and necessary of
Shanxi Province, the rural e-commerce marketing model and problems were discussed. The
strategy of promoting the development of Shanxi Province rural e-commerce marketing model
was advanced, to enhance the Shanxi Province rural agricultural marketing efficiency.
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Figure 1. E-commerce sales volume (unit: ten thousand yuan) in Shanxi
Province in 2015
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