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Abstract

The 20t National Congress of the Communist Party of China proposed the strategy of comprehensively
promoting rural revitalization, adhering to the priority development of agriculture and rural areas.
Rural development remains the most arduous and arduous task in promoting socialist modernization
construction. Building livable, business-friendly, and beautiful rural areas to provide comfortable and
convenient shopping environments for rural residents is also an important task in development. With
the development of towns in Lushan County, the number of supermarkets in the surrounding areas
continues to increase. In this context, Chunli Wholesale Supermarket should consider suitable promo-
tion strategies to have its own unique advantages in the fierce competition. This article is based on
promotion theory and marketing theory as the research foundation, with Chunli Wholesale Supermar-
ket in Lushan County as the research object. Using literature research and questionnaire survey
methods, the development status of Chunli Wholesale Supermarket is investigated on the spot. Re-
search suggests that there are several problems in the promotion process of Chunli Wholesale Su-
permarket: The advertising efforts are not strong enough, the content is traditional and the sales
promotion methods are single, the types are not rich enough, and the professional literacy of pro-
motional personnel is uneven. This article provides corresponding suggestions for the problems
existing in supermarkets, such as increasing advertising efforts, enriching advertising content, in-
creasing various types of sales promotion methods, and cultivating a team of high-quality promotional
personnel. I hope to provide a theoretical basis and reference for the promotion strategy of Chunli
Wholesale Supermarket.
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Table 1. Chunli Wholesale Supermarket customer information statistics
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Figure 1. Knowledge of Chunli Wholesale Supermarket
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Figure 2. Chunli approved the supermarket’s attitude towards lucky draw promotion

2. FFI R BHMEIHHRIEHNTSE

ars [ o 17%
ot [ 1; g4y,

0.00%  5.00% 10.00% 15.00% 20.00% 25.00% 30.00% 35.00% 40.00% 45.00%

Figure 3. Chunli Wholesale Supermarket customers on the overall supermarket service evaluation
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