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Abstract

Based on a thorough study of the marketing theory analyzes the agricultural plant protection UAV
market and reveals the main characteristics and future trend of the market development. By using
4P marketing theory to analyze the marketing problems of plant protection UAV, and the comparison
between D]l and its competitors in the field of agricultural plant protection UAV, the advantages and
disadvantages in its marketing are discussed in detail. Under the guidance of the market situation
analysis, this paper conducts in-depth research and optimization of DJI's marketing strategy. The
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research in this paper plays an important role in promoting the development of agricultural plant
protection UAV in D]I. Despite some limitations in the analysis process, these are integral to in-
depth research.
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Figure 1. Market size and growth rate of China’s plant protection UAV from 2018 to 2022
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Figure 2. Competition pattern of China’s plant protection UAV in 2022
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Figure 3. Summary of the customers’ evaluation of the purchase price [3]
E 3. BPXRBN I CR3]
(=) FERE M
FEORTC AL A B B TRl 2 BRI T AL G AU B & A 5 2R TE, T B &S IRIERITA L, X

DOI: 10.12677/wer.2024.133046 406 HARLFIRR


https://doi.org/10.12677/wer.2024.133046

PEU BT B i AR, M DU S SR 2 OV AR R PR A .l e D P A T T BUORELVE
Z AL T ERBUL G 2 TR IRIE, SR B SR A, RgdoEKRE & 1F
KA, WL SIS O AR, B TR S I PO AR, 2k R IRIE R TR B e
Gy RIS o XA — [ SRIE L PR PR T DI AE RIS AN 3778 s AAIA T L O BE T LRk, SRIEE B
SRR — AN AR, A R RE R B S IR SRR ST RAF IR R, 3R BLb B IR ST H
AR B DR b AR B8 P BN . BAh, SRIE G RSk = GFT B2 DI K PR TC AMLIRIE S K — A [
FESEG AR T R, bR EAWHRZOF A RIEAM T, Dy KWl fa, & bk
TIRIER RS At DI R AN UIEFIR N — PR & EME T RIEXA IS, SSafmATE
U M AL T B R

M 4 T EEAEAGHR, N DI AR PRIEANUVEE AN R, B DO — 0 20 7 A il BRI TE
KB T, XA B E 9%, BRI AR NS A R IR RE . i, ATRER N
BERIER, S =PRI AN IS 55 B8, AT BLRAT LS i a2 2 7 x4 A O i A
iR BEAER, TTLAEIN DI 2] dh A R AR 2 T IRAE M0 R, 0 T8 HLAH A IRIE3]

EPRBEAYRED R
HAth 0% & FHEFE 0%

2R R —
Fr Mm%

"L TRERER " TEAREE "LTXU-FEm "ZLBEdTEe -Hft

Figure 4. Distribution of UAV channels purchased by customers [3]
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Figure 5. Distribution of customer satisfaction with DJ products [3]
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