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Abstract

In 2024, the No. 1 central government document proposed the “roadmap” for promoting all-round
rural revitalization. Industry is the foundation of development, but also the main way and long-term
way to comprehensively promote rural revitalization. The development of the traditional food indus-
try cannot be ignored. This paper takes Shandong high-density jujube as a case to study the challenges
and problems of traditional food marketing. Through case study, questionnaire method and field re-
search, for traditional food marketing existing unstable quality control, pricing method confusion,
indirect channel distribution confusion, single promotion mode and other problems, some strategy
suggestions for the optimization of traditional food marketing are put forward: strengthen quality
control, product improvement and other means to polish products; adopt penetration pricing and
skimming pricing to optimize product price; standardize the sales channels through legal means; im-
prove product exposure through TikTok, BiliBili and other platforms, as well as carry out activities
such as offline sampling and experiencing product production to promote sales volume.
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Figure 1. High-density jujube
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Table 1. Gross domestic product of pastry enterprises
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Table 2. Statistical table of the number of fans (unit: people)
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Figure 2. Portable installation
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Figure 3. Middle- and low-grade gift box installation
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Figure 4. High-grade gift box installation
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Table 3. Price of high-density Y brand portable jujube
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Table 4. Price of middle- and low-grade gift box installation of high-density Y brand jujube
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Table 5. Price of high-grade gift box installation of high-density Y brand jujube (1)
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Table 6. Price of high-grade gift box installation of high-density Y brand jujube (2)
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Figure 5. Distribution diagram of Y
brand food offline specialty stores
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Table 7. Price of portable products in the Z online flagship store of jujube
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Table 8. Price of middle- and low-grade gift box installation of jujube in X snack franchise store
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Table 9. Statistics of favorite APP for different age groups
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