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Abstract 
In the report of the 19th National Congress of the Communist Party of China, Comrade Xi 
Jinping proposed the policy of rural revitalization. The issue of agricultural and rural 
farmers is a fundamental issue related to the national economy and the people’s 
livelihood. In the context of the implementation of this major strategy, on March 24, 2020, 
the Standing Committee of the State Council pointed out that it is necessary to support 
the development of rural e-commerce, promote the sale of agricultural products, and 
help farmers get rid of poverty and become rich. It is precisely because of the 
popularization and development of the Internet that e-commerce helps farmers to sell 
agricultural products across the country in various ways, breaking the limitations of the 
traditional offline sales model and promoting the continuous development of 
agricultural production. Based on the perspective of ' Internet + ', this paper studies the 
innovative mode of e-commerce to help agriculture, taking Huangshan tea as an example, 
through the study of e-commerce to help agriculture in Huangshan tea sales model, 
analyzes the marketing strategy and data differences of tea products marketing by e-
commerce platforms, finds out the problems and shortcomings, puts forward relevant 
opinions, and explores new e-commerce to help agriculture mode, promotes the further 
development of local rural e-commerce to drive agriculture, and promotes the further 
implementation of rural revitalization strategy. 
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1. Introduction 

1.1. Research Background 
With the promotion of the national rural revitalization strategy, various e-commerce platforms 
have set off an upsurge of e-commerce to help agriculture. Many e-commerce platforms sell 
agricultural products through live delivery, which makes the sales of agricultural products rise 
sharply. Huangshan, as a famous tea town at home and abroad, is rich in tea resources, and its 
tea quality is among the top in China and even the world. In recent years, Huangshan has 
gradually developed to the online sales model of e-commerce. Online sales have further 
expanded the scale of Huangshan tea market, improved the popularity of local tea, improved 
the income level of local people to a certain extent, and achieved good results. However, there 
are some shortcomings in some aspects: the supply chain system of tea products is not perfect, 
the service system is not perfect, and there is a shortage of e-commerce talents. 

1.2. Research Objective 
By collecting the relevant data of Huangshan tea products sold by various e-commerce 
platforms, and comparing and analyzing the relevant data, the sales strategies of each platform 
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are understood, and the good experience and shortcomings are summarized. Timely follow-up 
and improvement of relevant problems are carried out. By improving and innovating the mode 
of "e-commerce to help tea", the supply chain of tea products is improved, and the talents of 
Huangshan to help farmers and electricians are increased to promote the development of local 
tea production and improve farmers ' income. Finally, through the experience summary of 
Huangshan tea e-commerce, it is promoted to other local industries and products, from point 
to line, from line to surface, and promoted layer by layer to further develop e-commerce to help 
farmers and benefit the people. 

1.3. Research Significance 
The in-depth development of Internet technology is affecting people’s work and life in an all-
round way. No matter men, women, old people or young people, almost everybody deals with 
the Internet at all times, which has become an indispensable part of people’s life. All walks of 
life are gradually carrying out their industrial activities on the Internet by taking advantage of 
the comprehensive popularization of the Internet and the characteristics that its huge network 
is not limited by time and space. Among them, the e-commerce platform is developing and 
expanding at an alarming rate by using the Internet. The sales of various products on the e-
commerce platform have increased significantly. Agricultural products have broken the 
traditional sales model through the e-commerce platform. Great breakthroughs have been 
made in terms of popularity and sales. Therefore, the in-depth development of e-commerce 
platform for agriculture has profound research significance for promoting agricultural 
development, promoting agricultural product sales and improving farmers ' income. 

2. Analysis of Huangshan Tea Industry 

2.1. Excellent Natural Conditions and Rich Tea Resources 
Huangshan is located in the southernmost part of Anhui Province, and is located in the 
mountainous area of southern Anhui Province. The four seasons are distinct. The superior 
natural environment has brought abundant tea resources to Huangshan. It is a key and famous 
tea producing area in China, with large yield and numerous types of tea. Among them, Maofeng, 
Taiping Houkui and Qimen black tea Tunxi green tea are the doorsteps of Huangshan tea. The 
rich tea resources and tea civilization provide an important basis for the development of 
Huangshan tea. 

2.2. Single Model and Scarce Talent 
Although the quality of Huangshan tea is good, its shape and specifications are poor. Most of 
the tea manufacturers or individuals are made by hand, and there is no unified standard. Due 
to the small scale of traditional production, it is difficult to form large-scale mass production, 
and it is mainly sold in traditional physical stores. The comprehensive online sales have not 
been realized. The development mode of the tea industry is relatively simple, and it is difficult 
to form a continuous competitive advantage. Secondly, due to the leading tea industry in 
Huangshan is still in the traditional mode of production of tea, the lack of overall planning and 
layout, so it is difficult to enter the big market, in recent years, although keep up with the trend 
of the development of e-commerce, in the major e-commerce platform sales of tea, but due to 
the lack of professional knowledge of tea, leading to Huangshan tea sales has not made greater 
breakthrough, tea promotion of e-commerce talent scarcity. 

2.3. Low Seed Rate and Lack of Uniform Standardization 
In general, Huangshan tea has a low proportion of improved varieties, low scientific and 
technological content of products, simple packaging products, lack of unified standards and 
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norms, and neglect of trademark production. The packaging quality standard system of various 
brands needs to be improved, and it is difficult to form brand advantages. 

3. Data Analysis of E-commerce Platforms from the Perspective of 
"Internet +" 

3.1. Overview of Research Methods 
The relevant data (sales volume, customer satisfaction, etc.) and marketing modes and 
strategies of Huangshan tea sales on three e-commerce platforms in recent years are searched, 
and the data are analyzed briefly. The marketing modes of each e-commerce platform are 
compared, and the evaluation and satisfaction of customers selling tea on different platforms 
are studied. This paper analyzes the relevant data through the following two data processing 
methods: 
3.1.1. Analysis of Contingency Tables 
When we study whether there is a connection between the two attribute variables, we need to 
use the contingency table, and contingency analysis is a statistical method to determine the 
trend and correlation between samples. When conducting contingency table analysis, we 
should first test the independence and correlation between variables, establish the original 
hypothesis and alternative hypothesis, and judge the correlation between variables through 
relevant indicators. This paper obtains the relationship between different e-commerce 
platforms and customer evaluation through contingency table analysis. 
3.1.2. Word Cloud 
The word cloud is a form of data visualization, which gives visual prominence to keywords with 
high frequency in the text. In this paper, the relevant data of customers’ views and suggestions 
on various e-commerce platforms are shown through the word cloud, which highlights the key 
points simply and clearly, promotes the improvement of relevant aspects of various e-
commerce platforms, and promotes the further sales of products. 

3.2. Analysis of Relevant Data Results 
According to the data we collected, Huangshan tea sales of three e-commerce platforms (D,T,P) 
are more than other e-commerce platforms. Therefore, we analyze customers' views and 
opinions on the sale of tea products on these three representative e-commerce platforms from 
the following aspects, and draw conclusions. 
The table below provides reference data on the causes and evaluation of the selection of 
Huangshan tea from three e-commerce platforms by customer groups: 
 

Table 1. Customer Selection and Evaluation of Three E-commerce Platforms 
                          head

Evaluation D T P 

high brand awareness 100000000 150000000 8000000 
quality assurance 60000000 80000000 30000000 

exquisite packaging 
suitable for delivery 105000000 110000000 90000000 

good service    fast logistics 90000000 100000000 85000000 
variety of commodities 130000000 135000000 127000000 

cheap 90000000 85000000 135000000 
recommended by people around 102000000 100000000 70000000 

shopping habits 56000000 140000000 50000000 
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Through the above data, it can be seen that most of the T e-commerce platforms have high 
recognition. Compared with the other two e-commerce platforms, they have obvious 
advantages in brand awareness, product types and shopping habits. Secondly, as a new e-
commerce platform, D platform has developed rapidly in recent years. It is favored by 
customers with price advantages and exquisite product packaging. The quality of P platform 
needs to be improved. Although it is also a price strategy, the final results show a large gap with 
the first two e-commerce platforms. 
Through the list analysis, we can get the following table: 
 

Table 2. Relevance between evaluations 
correlation 

  
high brand 
awareness 

quality 
assurance 

exquisite 
packaging 

suitable for 
delivery 

good service    
fast logistics 

variety of 
commoditie

s 
cheap 

recommende
d by people 

around 

shoppin
g habits 

high brand 
awareness 

Pearson 
correlation 
coefficient 

1 0.999 0.994 0.936 0.952 
-

0.965 
0.917 0.806 

Significance  0.034 0.071 0.229 0.199 0.168 0.261 0.403 
N 3 3 3 3 3 3 3 3 

quality 
assurance 

Pearson 
correlation 
coefficient 

0.999 1 0.986 0.954 0.967 -0.95 0.894 0.837 

Significance 0.034  0.106 0.194 0.164 0.202 0.296 0.369 
N 3 3 3 3 3 3 3 3 

exquisite 
packaging 

suitable for 
delivery 

Pearson 
correlation 
coefficient 

0.994 0.986 1 0.891 0.911 
-

0.989 
0.956 0.735 

Significance 0.071 0.106  0.3 0.27 0.097 0.19 0.474 
N 3 3 3 3 3 3 3 3 

good service    
fast logistics 

Pearson 
correlation 
coefficient 

0.936 0.954 0.891 1 0.999 
-

0.812 
0.718 0.963 

Significance 0.229 0.194 0.3  0.03 0.396 0.49 0.174 
N 3 3 3 3 3 3 3 3 

variety of 
commodities 

Pearson 
correlation 
coefficient 

0.952 0.967 0.911 0.999 1 
-

0.839 
0.75 0.949 

Significance 0.199 0.164 0.27 0.03  0.367 0.46 0.204 
N 3 3 3 3 3 3 3 3 

cheap 

Pearson 
correlation 
coefficient 

-0.965 -0.95 -0.989 -0.812 -0.839 1 -0.989 -0.624 

Significance 0.168 0.202 0.097 0.396 0.367  0.093 0.571 
N 3 3 3 3 3 3 3 3 

recommende
d by people 

around 

Pearson 
correlation 
coefficient 

0.917 0.894 0.956 0.718 0.75 
-

0.989 
1 0.503 

Significance 0.261 0.296 0.19 0.49 0.46 0.093  0.664 
N 3 3 3 3 3 3 3 3 

shopping 
habits 

Pearson 
correlation 
coefficient 

0.806 0.837 0.735 0.963 0.949 
-

0.624 
0.503 1 

Significance 0.403 0.369 0.474 0.174 0.204 0.571 0.664  
N 3 3 3 3 3 3 3 3 

 
From the above table, it can be seen that customers choose e-commerce platform for shopping 
and platform product brand awareness, product quality, packaging has a very close relationship, 
followed by the type of goods and platform service quality, the influence of people around is 
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also a very important factor. Compared with the above mentioned factors, the price factor is 
not the primary choice for customers. 
We show several aspects of customers’ attention to shopping on e-commerce platforms in the 
form of word cloud, so as to clearly see the degree of customers’ attention to the problems 
existing in shopping. The results are as follows: 
 

 
Figure 1. Word cloud 

 
According to the above word cloud, customers attach great importance to the quality and 
packaging of tea products, among which brand awareness, service and commodity types are 
also indispensable. Each e-commerce platform needs to make corresponding strategies and 
improvement plans according to different needs of customers. 

4. Research on Huangshan 's Innovation Model of E-commerce Helping 
Agriculture 

Through the above data and pictures, we can draw the conclusion that when customers 
purchase tea, they are more inclined to the quality and service quality of tea products. Platform 
T pays attention to the creation of product brands and strict checks on product quality. 
Therefore, compared with the other two e-commerce platforms, it occupies a certain advantage, 
but it is expensive in terms of price and cannot meet the needs of some customers. Platform D 
uses the star effect to vigorously promote, and the platform uses a wide range of customers. It 
can grow and develop in a short period of time, which is a unique marketing model. P platform 
just blindly pursue price advantage, in order to attract customers, but it ignores the product 
quality and brand building. According to the advantages and disadvantages of the three 
platforms, we will put forward suggestions for improvement and innovation of the marketing 
mode of e-commerce platforms from the following aspects. 

4.1. Total Quality Control, Build Brand Awareness 
Quality is the foundation of the product. Quality will affect consumer trust. In the 315 party of 
2022, the "earth pit" pickle was exposed. The workers stepped on the pickle barefoot, and the 
cigarette head was still in the pickle at will. Consumers have a great response to this, and they 
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unanimously resist the food companies cooperating with "earth pit" pickle companies. To avoid 
such incidents, enterprises should conduct on-the-spot investigation and monitor quality. For 
tea suppliers with cooperative relationship, enterprises should visit their tea gardens and 
warehouses to investigate their product quality, and strengthen the control of their 
transportation. For suppliers with poor quality, enterprises should strictly prohibit cooperation 
with them, maintain corporate reputation, build excellent brand image and expand brand 
awareness. 

4.2. Improve Service Quality and Cultivate Professional E-commerce Talents 
With the development of society, our life is getting better and better. Consumers’ demand for 
goods is not only limited to the quality of products, but also increases the demand for services. 
Sales of agricultural products are not just selling products, but also selling services. In reality, 
supermarkets are full of goods, consumers will prefer delightful packaging goods or good 
service shop assistants recommended products. Sometimes consumers clearly do not need this 
commodity, or they will choose to buy it. For tea, we can beautify its packaging, or add some 
new things to the packaging box. For example, put a tea seed in the lid. After consumers drink 
tea, tea seeds can be planted in boxes to meet consumer psychology. On the other hand to 
improve the quality of service is to have professional e-commerce talents, understand the tea 
related knowledge, can solve the problem of consumers. 

4.3. In-depth Promotion and Publicity to form a Unique Competitive Advantage 
As the saying goes, wine is afraid of the deep alley. Product publicity is an important part of 
product marketing. There are millions of tea types on the market. Consumers don't necessarily 
choose your products. Excellent advertising means will make consumers think of your brand 
when they have the idea of buying tea. In addition to advertising, online red effect can also be 
used to help bring goods. 

4.4. Promoting Multi-directional Development and Expanding Market Share 
The development of tea should take a diversified combination, not just a single form of 
development. The combination mode of original tea and new tea drink is adopted to 
continuously improve the quality of original tea and innovate the varieties of new tea drink. 

5. Conclusion 

Huangshan tea farmers seize the opportunity of the development of e-commerce model to help 
agriculture, enter the e-commerce platform, its products for a wider group, broaden the sales 
channels of tea products, so as to quickly enhance Huangshan tea in the market visibility, 
expand its market share. Under the influence of e-commerce platform marketing mode 
innovation, Huangshan tea farmers in building brand awareness at the same time on the quality 
of tea products more stringent control, while cultivating professional talents about tea, improve 
customer experience in watching tea introduction, will meet the requirements of most people 
on tea products, improve market share, so that farmers’ income will be further improved, 
farmers’ life will be greatly improved, farmers’ happiness will be gradually enhanced. 

6. Meaning 

E-commerce platforms actively respond to the national rural revitalization strategy, selling 
agricultural products through live delivery, making sales of agricultural products rise sharply. 
It is through this opportunity that Huangshan tea farmers promote Huangshan tea to more 
people and promote the development of local economy. Through the comparison of several 
sales modes of e-commerce platform, the advantages and disadvantages are avoided, and the 
experience is summarized. The improvement and innovation of the marketing mode of e-
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commerce platform are put forward, so that the marketing is no longer only focused on price 
problems, but also concerned about product quality problems, expand market share, cultivate 
professional talents, and promote the further development of e-commerce to help farmers. 
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