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ABSTRACT: With the rise of the "Internet plus" background research, combining this technology with the marketing
of agricultural products has become a new marketing mode under the deep integration of different fields. Based on
the marketing of products under the background of "Internet plus", this paper reviewed the development of
agricultural products marketing under the background of internet plus, including the Internet infrastructure, building
logistics system, brand building and the deep processing of agricultural products, demonstrated the marketing mode
of agricultural products under the background of "Internet plus", and probed into the ways of developing agricultural
products marketing from the perspective of "Internet plus" from various angles, and put forward some opinions on
how to improve the marketing from five aspects. The combination of "Internet plus" background and agricultural
product marketing has very important practical significance for improving the logistics and brand reputation of
agricultural products, strengthening the infrastructure construction of network platform and further improving the
marketing system of agricultural products in China.
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