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Abstract

The rural revitalization strategy holds a significant position in China’s comprehensive socialist
nation-building plan. This study, using the example of the intangible cultural heritage of Yangwei
Bamboo Shoots in Jinxi Village, Ningbo City, investigates the challenges and issues facing current
agricultural product marketing. Information related to the Yangwei Bamboo Shoot industry in Jinxi
Village was obtained through market survey questionnaires and field investigations. Statistical me-
thods such as cross analysis, comparative analysis, group analysis, and index analysis were employed
to analyze and summarize market data. Addressing the local agricultural product marketing issues
of information blockage, single industrial structure, and limited sales channels, specific measures
to optimize marketing strategies are proposed, focusing on product, price, promotion, and distribu-
tion channels. Marketing the intangible cultural heritage Yangwei Bamboo Shoots requires empha-
sis on product quality and characteristics to achieve differentiation and competitive advantages. In
the process of agricultural product marketing, product refinement can be achieved through IP-based
branding, product portfolio development, and product lifecycle management systems. Product pric-
es can be optimized through differential pricing and bundled sales, utilizing diverse channels such
as brand websites and metaverse platforms to sell products. Finally, enhancing product exposure
through options like drainage and free tasting is suggested. This paper aims to provide research in-
sights for agricultural product marketing and agricultural economic development.
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Figure 1. Brand image “Sun Zhang Shao” of original Jinxi
Village intangible cultural heritage Yangwei Bamboo Shoots
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Figure 2. Brand product packaging and brand peripherals of original Jinxi
Village Yangwei Bamboo Shoots
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Figure 3. Online breeding Ul interface of original Jinxi Village intangible
cultural heritage Yangwei Bamboo Shoots
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Figure 4. Intangible cultural heritage Yangwei Bamboo Shoots base in Jinxi
Village, built with original creations in Decentraland
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Figure 5. Brand metaverse digital collection NFT of original
intangible cultural heritage Yangwei Bamboo Shoots
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Figure 6. Original metaverse game Ul interface of the intangible cultural her-
itage Yangwei Bamboo Shoots base
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