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Abstract

In 2023, President Xi Jinping gave important instructions on the work of the three rural areas, and
the General Secretary emphasized that in order to promote Chinese-style modernization, it is
necessary to unremittingly strengthen the foundation of agriculture and promote the comprehen-
sive revitalization of the countryside. At present, due to the improvement of agricultural produc-
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tion science and technology, the market of agricultural products is no longer in a situation of in-
sufficient supply, but in a situation of overcapacity. Currently, the traditional marketing environ-
ment of agricultural products is relatively single, the intermediate links in the marketing chain are
too long, the cost is constantly increasing, and will eventually be transformed into a more expen-
sive selling price. Therefore, it is very important to form a network marketing model of agricul-
tural products through the Internet and solve the problems encountered in the traditional mar-
keting model for better selling agricultural products and increasing sales volume. Based on this
background, this paper will use the questionnaire survey method to analyze the macro-environment
and micro-environment of agricultural marketing, and at the same time put forward a number of
countermeasures for the improvement of network agricultural marketing. It is hoped that this
paper will be able to improve the sales rate of agricultural products and make suggestions for the
future development of network agricultural products marketing mode.
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Table 1. Consumers’ characteristics information

F 1 HBEEHIEER

FEACREAE JE M Hre Eb 451
5 155 46.69

el
& 177 53.31
25 5 LR 76 22.89
RS 26 5 FE 40 % 233 70.18
41 B % 60 % 23 6.93
BUR EHE TEE 27 8.13
JiANI4 VBT B AN 287 86.45
FAE 18 5.42
6000 7o LT 196 59.04
FREH WA 6000 JGZ 12,000 7T 119 35.84
12,000 LA E 17 5.12
1500 Jo & AR 245 73.80

FEEA T H 19k
1500 % LAk 87 26.20
—FARKTET 4% 222 66.87
FIEN TR 72 T AT

—JR/NTET 3K 110 33.13

DOI: 10.12677/ecl.2024.133620 5055 TR 4TS


https://doi.org/10.12677/ecl.2024.133620

95

%*

4.1.2. HBREMIRmAE

TEAR T i & b, 100% AFBIESE T 4= fe T HE A e, FEH TRl E A EF TR,
FLIR 5.129% 01 et oK AR e T R IR b, FR 11.74% 009 B R AR PR AR A VAR B FE U AL
Y. EBURFME T EFRIR OB S EIHE L, A 99.1%K5H 94 ISl LR 7= i, IR
eI EUE B AR
413 HERATBRTRERE

70
60
50
40
30
10
. [ ]
N 2 1%
£ : «
& & o & &g
R /O’K\V \>§5’ OR;/ "@'
k4 S ®
W @’

Figure 1. Online agricultural products sales channels that consumers know
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Figure 2. Traditional agricultural products sales channels that consumers know
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Figure 3. Consumer purchase of agricultural products anticipated services
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Figure 4. Consumer satisfaction with online purchases of agricultural products
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Table 2. Cross-tabulation analysis of online purchase problems and online purchase satisfaction
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Table 3. Cross-tabulation analysis of online purchase expected service and online purchase satisfaction
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Table 4. Cross-analysis of purchase considerations and online sales channels
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Table 5. Cross-analysis of online purchasing advantages and online sales channels
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