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Abstract;: The paper proposed that branded leisure food
companies should keep up with the pace of business model inno-
vation, reduce production costs, expand product sales channels
and improve logistics efficiency by analyzing the problems of tra-
ditional Branded Leisure Food Supply Chain (BLFSC) under the
E-commerce model. Additionally, it is pointed out that branded
leisure food companies urgently need restructure and improve the
overall circulation efficiency of BLFSC under the background of
innovative business models.
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Figure 1 Traditional branded leisure food supply chain
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Figure 2
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Online and offline omni-channel supply chain

model for branded leisure companies
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Figure 3 Reconstruction path of brandedleisure food

supply chain under the e-commerce platform

model
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Figure 4

Reconstruction path of brandedleisure food

supply chain under self-operated APP model
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Figure 5  Reconstruction path of branded leisure food

supply chain under social e-commerce model
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Figure 6  Reconstruction path of branded leisure food

supply chain under O20 model
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