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Abstract

With the rapid development of information technology, agricultural network marketing has be-
come the key to promote the transformation and upgrading of agriculture. This paper takes the “Tu
Niu” brand flagship shop of agricultural products as an example, and analyses the current situation
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and problems of agricultural products online marketing. In order to cope with these challenges, this
paper puts forward a series of innovative optimisation strategies. These strategies include the use
of big data analysis to accurately place advertisements, provide differentiated customised services,
enrich the form of product sales and strengthen the brand’s online influence. The implementation
of these strategies not only helps the flagship shop of the “Tu Niu” brand of agricultural products to
stand out in the fierce market competition and achieve sustainable development, but also provides
a useful reference for the online marketing of other agricultural products, which is of great signifi-
cance in promoting the innovation and development of agricultural products online marketing.
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