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Abstract

In the context of the booming digital economy, the field of agricultural product marketing in Yantai,
Shandong Province is experiencing unprecedented changes. Focusing on Yantai, Shandong, this
study explores the innovative paths and strategies of agricultural product marketing models in the
context of the digital economy. The study first analyses the current development situation of agri-
cultural product marketing in Yantai, Shandong, and identifies the main problems that exist at pre-
sent: the degree of integration of agricultural product production, supply and marketing is insuffi-
cient, and the role of marketing has not been brought into full play; the degree of deep processing
of agricultural products needs to be further expanded, and the brand awareness of farmers is
weak; and there is a shortage of digital talents, which restricts the digitalization of the marketing
of agricultural products. To address these problems, the following countermeasures are proposed.
Strengthen the integration of all aspects of the agricultural industry; make full use of the advantages
of digital technology to broaden the marketing channels of agricultural products; increase the cul-
tivation of excellent digital talents to enhance the farmers’ ability to apply digital technology; en-
hance the brand awareness of farmers and focus on the construction of agricultural product brands.
It is expected to promote the further development of agricultural product marketing in Yantai, Shan-
dong Province, so that the agricultural products can better meet the market demand, highlight the
unique advantages of Yantai’s agricultural products, achieve the growth of agricultural product
marketing and the enhancement of the value of agricultural products, and contribute to the in-depth
implementation of the strategy of rural revitalization.
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Figure 1. The increase and decrease in consumer prices of residents in Yantai City in 2022 compared to last year
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Figure 2. The top five provinces with the highest number of “new farmers” emerging
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Figure 3. Prediction of talent shortage in rural e-commerce in China
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