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Owing to the development and application of modern network technique,

new energy and vitality has been injected into marketing of agricultural production
bases. In this thesis, Fuhe Agricultural Company was chosen as the research object, to
discuss Internet marketing models and development of agricultural production bases
in China, in order to find out a sustainable development path for Internet marketing of
agricultural production bases in China.

Under the guidance of the supply chain management theory, the consumer
behavior theory, the relationship marketing theory and service marketing theory, the
method of case analysis and the method of literature analysis were used in this thesis,
to analyze the current situation of agricultural product network marketing and Internet
marketing models, such as the decentralized logistics transaction and distribution
model, the multi-form agricultural products trading platform, and large data-based
market product development and so on. At present, Internet marketing of agricultural
production bases faces the identical network, high cost, different standards, low trust,
low security and other difficulties. These difficulties are presented, mainly because
the agricultural consumer group has not yet been formed; the Internet marketing is
still in its primary development stage; research on Internet marketing development
strategies is not systematic; network marketing talent is still lacking; and the Internet

business environment is poor. However, with the government’s continuous thrust on



the design of agricultural products’ e-commerce development,
great-leap-forward development of the agricultural product e-commerce scale, and
online-and-offline channel integration and innovation for agricultural products
marketing, “tri-networks+ Internet of things” has become a new fashion in
e-commerce. The localized fresh platform will become a direction for the agricultural
products e-commerce transformation, and China’s agricultural production bases will
usher in the spring of Internet marketing.

Fuhe Agricultural Company, as a microcosm of China’s agricultural
production bases, just started developing and still runs at a loss, so it should combine
with the Internet economy to vigorously develop Internet marketing. According to
characteristics of Internet consumers of Fuhe Agricultural Company and an analysis
of the current industry environment and internal environment, as a modern
agricultural production base with Internet marketing as a new economic growth point,
Fuhe Agricultural Company should combine with its own actual situation, optimize
the selection of the product catalog model, online store model, Internet group-buying
model, B2B marketing model and other Internet marketing model, and take advantage
of “Internet+” to create new agricultural marketing methods, in order to open up the
blue ocean for agricultural product marketing and promote the sustainable
development of agricultural production bases in China including Fuhe Agricultural
Company in the “new normal”.
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