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Abstract: Through in-depth analysis of customer needs, this paper aims to provide 
effective strategies for agricultural products marketing to improve the market share and sales 
efficiency of agricultural products. Through clear research purpose is to understand 
customer demand, provide basis for agricultural marketing strategy, and adopts the method 
of questionnaire and data analysis, for 267 consumer purchase behavior, preferences, 
expectations and study the quality of agricultural products focus, using Pearson related 
analysis analyzes the consumer perception value, satisfaction, trust and service quality key 
dimensions. Through the comparative experiment, compared with the traditional method, 
the turnover of the customer-centered method has increased by 736,500 yuan, and the 
consumer marketing strategy is more than 9.59 points. To build the best marketing strategy 
of an enterprise for customer needs can effectively improve the core competitiveness of the 
enterprise, in the purpose of providing products that meet customer needs, to achieve their 
own profit, and then promote the sustainable development of the agricultural products 
market. 

Keywords: Marketing Strategy, Customer Demand, Target Market, Channel Management, 
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1. Introduction 
With the development of the economy and the improvement of consumers' living standards, 

consumers' demand for agricultural products is also becoming more and more diversified.The 
competition in the agricultural product market is becoming more and more fierce, and traditional 
marketing strategies can no longer meet the needs of the market.Therefore, the marketing strategy of 
agricultural products based on customer demand analysis has become a hot topic in research.However, 
there are still some research gaps in the current research on agricultural product marketing 
strategies.First of all, most of the existing research focuses on the macro-analysis of the entire 
agricultural product market, and lacks specific research and in-depth understanding of customer 
needs.Secondly, the research on the demand characteristics and differentiated needs of different types 
of customers is not sufficient.Finally, how to formulate targeted marketing strategies based on customer 
needs, and how to apply these strategies to actual marketing, still needs to be further discussed.To this 
end, this article will build the best marketing strategy for enterprises based on customer needs to solve 
existing problems.By taking Enterprise A as an example, the best marketing strategy to meet customer 
needs is studied.By solving these research problems, it is hoped that it can provide practical strategic 
guidance for the marketing of agricultural products, help companies better meet customer needs and 
increase market share.At the same time, it also provides useful reference and reference for subsequent 
agricultural product marketing research. 

2. Literature review 
In today’s fiercely competitive business environment, understanding and meeting customer needs 

has become the key to business success. As a core part of enterprise operation, marketing strategy 
should be formulated based on customer needs to meet their needs (Shoushtari et al., 2023; Danylyshyn 
et al., 2021) 

Alzoubi et al. (2022) discussed the introduction of a marketing strategy based on the application of 
Beacon technology in enterprises. The technology has had a positive impact on the marketing strategy, 
which in turn affects customer satisfaction and loyalty. Proximity marketing is the best strategy to 
replace open innovation, but the overall effect of this research in the field of agricultural products is not 
good, and it should not be applied to China's national conditions .Based on digital marketing technology, 
Saura (2021) uses scientific data performance indicators in marketing strategies to improve the 
problems of data scientific management in digital marketing, and provides help to enterprises, 
marketers, and non-technical researchers in the use of digital marketing strategies, but the marketing 
strategy has poor reproducibility and seriously ignores customer needs. There are hidden dangers to the 
development of enterprises, and the customer turnover rate is high. Li et al. (2022) used differential 
game theory to construct an emission reduction model for cooperation between government, 
manufacturing enterprises, and retail enterprises under different power structures. He developed 
differentiated subsidy schemes to achieve Pareto optimality in supply chain and environmental 
performance. Fareniuk (2022) applies a marketing portfolio model based on data science and 
technology to FMCG companies and uses regression analysis to model the market share of packaging, 
but obtaining high-quality, complete and timely data may be a challenge. At the same time, market 
share modeling may pay too much attention to the single factor of packaging, ignoring other important 
factors such as product quality, price, brand image, distribution channels and promotional 
activities.These factors may also have a significant impact on market share . Sakas et al. (2022) believed 
that in order to establish a competitive advantage, appropriate digital marketing strategies should be 
adopted. He developed a predictive simulation model based on network analysis and big data 
technology to demonstrate the interrelationships between the studied indicators and various 
optimization strategies.Hidayah et al.(2022)  adopted a combination of descriptive and qualitative 
methods to implement online marketing strategies through social media. He found through experiments 
that the online marketing strategy carried out in COVID-19 (Corona Virus Disease 2019) is considered 
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very effective and efficient. Overall, research on marketing strategies for enterprises has achieved 
certain results, but there is relatively little research on marketing strategies related to customer needs. It 
cannot better meet customer needs, therefore, this article conducted research on enterprise marketing 
strategies based on customer needs. 

Customer demand is a customer-centric business strategy, with the main goal of better meeting 
customer needs, improving customer satisfaction and trust, and promoting enterprise development. 
Adjusting marketing strategies based on customer needs can enhance a company’s core 
competitiveness （Li et al., 2018;Khan et al., 2022）. Timoshenko & John (2022) proposed a machine 
learning method to promote qualitative analysis by selecting content for effective review, and using 
convolutional neural networks to filter out non-informative content to generate content that meets 
customer needs and improves the efficiency of customer demand identification. This will help to better 
understand customer needs and is conducive to the formulation of product pricing and promotion 
marketing strategies. According to the distribution of customer demand, Zhao et al.(2021) uses an 
improved clustering algorithm to determine the number of pre-warehouse construction in the area, and 
adopts a multi-centered method with the goal of minimum cost to achieve the location of the 
pre-warehouse of fresh agricultural products. By siting the pre-warehouse of agricultural products, the 
overall storage cost can be reduced, and it can also help to better understand the audience of one's own 
products and help companies adjust their marketing strategies. Van et al. (2020) Truong aimed to 
develop an easy to understand data mining prediction method. He hoped to provide a highly accurate 
and robust demand forecasting model for remanufactured products, as well as to elucidate the nonlinear 
effects of online market factors as a means of predicting customer demand. His proposed method can 
accurately predict product demand and help companies adjust their marketing strategies. Nirmalasari et 
al. (2022) used qualitative descriptive methods based on the theoretical foundation of applied digital 
marketing strategies. Application based digital marketing methods can be integrated into enterprises. 
The best digital marketing strategy can be selected to analyze internal and external factors, effectively 
improving brand trust and loyalty. Yuldashev (2022) analyzed the actual situation of digitization and 
remote services, and put forward practical opinions and suggestions on the mechanism for commercial 
banks to develop services based on marketing strategies to increase their customer base, which can help 
the formulated marketing strategies better meet customer needs and improve customer satisfaction, 
thereby driving their own development and improving competitiveness .Gonzalez (2019) believed that 
customer needs refer to the degree to which customers are satisfied with the products and services 
provided by the enterprise, and thus designs a service quality system with customer needs as the first 
input . By analyzing customer preferences in different scenarios, Suo et al. (2021) focused on exploring 
the mechanism of selecting supply chain members in the integration of unmanned retail terminal 
resources, and proposes targeted mining and classification methods for key factors. In summary, by 
studying customer needs, it has been found that they can effectively assist in the construction of 
marketing strategies for enterprises. 

In today’s fiercely competitive market environment, enterprises are gradually realizing that meeting 
customer needs is the main factor in achieving profit growth and success. The level of customer 
satisfaction directly affects a company’s performance, market share, and brand image. In order to cope 
with changes in the business environment and meet the growing needs of customers, it is particularly 
important to develop good business strategies. For enterprises, studying the best marketing strategies 
based on customer needs is of great significance. By studying it, companies can have a clear 
understanding of how to meet customer needs and develop effective marketing strategies to enhance 
their competitive advantage. 

The purpose of this research is to bridge the above research gaps, through in-depth analysis of 
customer needs, formulate agricultural product marketing strategies based on customer needs, and 
improve the competitiveness of agricultural product market. Specifically, this research will focus on 
solving the following problems： 
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1. In-depth understanding of customer needs: Through questionnaires and data analysis, we can 
deeply explore the characteristics and differentiated needs of different types of customers for 
agricultural products. 

2. Formulate targeted marketing strategies: according to the characteristics of customer needs, 
formulate personalized marketing strategies to meet the expectations of different types of customers. 

3. Strategy implementation and effect evaluation: Apply the formulated marketing strategy to 
actual marketing, and evaluate and adjust the implementation effect. 

3. Research methods 

3.1. Customer Demand Survey for Company A’s Products 
Understanding customer needs is the foundation for meeting customer needs. In order to gain a 

deeper understanding of customer needs, it is necessary to conduct market research and analyze 
customer behavior and preferences, as well as the products or services they want(Sokchan et al., 
2018;Luo et al., 2023）. Through this approach, enterprises can better understand customer needs and 
develop marketing strategies that are more responsive to customer needs. Therefore, this article takes 
Company A as the research object and introduces it to understand the customer’s demand for rice 
products. 

Company A Agricultural Products Co., Ltd. was established in 2011 with a registered capital of 
over 8 million yuan. The company is headquartered in B city and mainly engages in rice processing, 
production, and sales. Its rice storage capacity can reach 17000 tons. The company builds a team that 
integrates planting, production, management, operation, and after-sales service through training and 
recruitment to improve the quality of agricultural products and products. Since its launch, Company A 
has received strong support from the local government and farmers. Nowadays, the development of 
business is receiving more attention from all parties. They would uphold the goal of excellence and trust, 
work together harmoniously, give back to society, and embark on the path of cooperative economic 
development. In addition, the company has established good relationships with farmers to help them 
improve their farming methods and promote urban economic development. 

The market is progressively seeing a rise in demand for agricultural products as people's focus on 
nutrition and health has grown.This survey aims to give Enterprise A with a comprehensive 
understanding of the demand in its agricultural product market as well as focused market strategies and 
recommendations for product development to boost sales of Enterprise A's agricultural products.In the 
fierce competition of agricultural products, the ability of sales and marketing teams is even more tested. 
They need to analyze and mine customer data, classify existing and potential customers, clarify 
customer goals and market segmentation, in order to discover potential business and discover new 
customers (Hamzah et al., 2022; Zhang et al., 2020）. In order to better understand the customer needs 
and satisfaction of agricultural products, Company A conducted a survey of its own customers from 
March 2022 to October 2022. This article sets some questions. These issues mainly involve how 
customers understand the products of Company A, the methods of obtaining information about 
Company A, customer preferences and interests, and the content that customers are most concerned 
about the products. These questions are usually used in two ways. The first is the company’s public 
platform, mainly for official account users, and the second is offline research. This article adopts 
anonymous methods by conducting interviews with offline customers or telephone interviews. A total 
of 280 customers participated in the survey and collected relevant information data in this article.  

In order to gain an in-depth understanding of customer needs for agricultural products, a 
questionnaire containing the following aspects was designed.Quality of agricultural products: Ask 
customers about the freshness, taste, safety and other requirements of agricultural products. 
Agricultural product prices: Understand customers' sensitivity to agricultural product prices and their 
consideration of price factors when making purchase decisions.Purchase channels and convenience: 
Understand customers' channel selection preferences and convenience needs when purchasing 
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agricultural products.After-sales service and customer relationship management: Understand customer 
expectations for after-sales service and the needs of enterprises to establish and maintain customer 
relationships.In the questionnaire, the Likert Scale was used to measure the customer's evaluation of 
different factors for quantitative analysis.At the same time, in order to ensure the reliability of the 
questionnaire, pre-testing was carried out, and the questionnaire was appropriately modified and 
adjusted based on the feedback results.In terms of representation, this survey aims to reflect the needs 
and opinions of the majority of consumers. The sample sources are extensive and representative. 

During the investigation process, the following management measures were taken： 
1. Strictly control the distribution and recycling channels of questionnaires to ensure the 

authenticity and reliability of data sources. 
2. Number management of questionnaires to ensure that each questionnaire can be traced back to 

the specific respondent. 
3. Filter and organize the collected data, exclude invalid and abnormal data, and ensure the 

accuracy of the data. 
4. Conduct statistical analysis of survey results, including descriptive statistics and inferential 

statistics, in order to gain a deeper understanding of customer needs. 
Among them, the public platform is an open platform with low participation restrictions. A total of 

150 customers participated and 144 customer data were collected. A total of 130 questionnaires were 
distributed offline, and 123 customer data were collected. This article collected a total of 267 useful 
customer data, with a sample recovery rate of 95.36%. It collects useful information for demand 
analysis from survey questionnaires designed for customer needs, which can help Company A analyze 
its marketing strategy. The basic information of the respondents is shown in Table 1. 

Table 1: Basic information of respondents 

Basic information Attribute Number of people Proportion(%) 

Gender 
 

Male 121 45.32 

Female 146 54.68 

Age 

Under 20 years old 30 11.24 

21-30 years old 65 24.34 

31-40 years old 95 35.58 

41-50 years old 24 8.99 

Over 51 years old 53 19.85 

Education 

Below junior high school 98 36.7 

High school or secondary school 86 32.21 

Undergraduate or junior college 53 19.85 

Graduate student and above 30 11.24 

Single purchase 
consumption amount 

Below 50 yuan 120 44.94 

51-100 yuan 80 29.96 

101-150 yuan 30 11.24 

Above 151 yuan 37 13.86 

Monthly income Below 3000 yuan 91 34.08 
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level 3001 yuan-5000 yuan 76 28.46 

5001 yuan-8000 yuan 66 24.73 

Above 8001 yuan 34 12.73 

As shown in Table 1, there are more women than men who purchase products from Company A, 
mainly concentrated between the ages of 21 and 40, accounting for more than half of the total. For these 
customers, the single purchase consumption amount is mainly below 50 yuan, accounting for 44.94%. 
The survey's primary contents are as follows:  

1. Consumption trends for agricultural products: Recognize the patterns in consumer demand for 
agricultural products, including the prospective markets and consumer inclinations for green, organic, 
and pollution-free products.  

2. Needs for packaging agricultural products: Recognize what consumers want from packaging 
agricultural products in terms of design, information identification, environmental protection, and 
other criteria. This can help you create more competitive package designs.  

3. Price sensitivity of agricultural products: To identify appropriate pricing strategies, find out 
how sensitive customers are to price fluctuations of agricultural products and how they react to them. 

4. Sales channel analysis: This involves looking at the many channels through which agricultural 
products are sold, such as supermarkets, farmers' markets, e-commerce sites, etc., in order to 
understand the sales environment and the purchasing patterns of consumers in these channels and to 
offer information on which to formulate sales strategies. 

Customers' perceived value influences not only their propensity to purchase, but also their loyalty 
and level of satisfaction in the long run. It also establishes whether the service provider's value 
proposition can be realized, which in turn determines the service provider's ability to survive and 
grow. In order to accomplish individualized and diverse manufacturing at a reduced cost, it is 
imperative to address the specific needs of each customer and maintain the flexibility of sales 
techniques. This article examines pricing, promotion, communication, and other marketing models to 
gain a more accurate and thorough understanding of the factors influencing Enterprise A consumers' 
willingness to purchase. It also offers a scientific foundation for developing marketing strategies for 
key customers. Additionally, provide research hypotheses  

A1: The worth of agricultural goods or services influences consumers' propensity to buy. 
A2: Consumers' trust in a company or its product influences consumers' propensity to buy.  
A3: Customers' satisfaction with a company or its product influences consumers' propensity to 

buy. 
In order to verify the effectiveness of the customer loyalty section in the questionnaire, this article 

uses statistical product and service solutions (SPSS) to extract useful content from the questionnaire 
using key points. This article uses the maximum variance method to rotate the axis (Lai et al., 2020; 
Rudyk et al., 2020）and obtains a total of four factors. They represent four dimensions of customer 
demand and loyalty, namely customer demand value, service quality, customer satisfaction, and 
customer trust. This article uses SPSS 25.0 software for Pearson correlation analysis. The Pearson 
correlation coefficient can be used to measure the relationship between variables (Nie et al., 2022; Chen, 
2019）. The specific results are shown in Table 2. 

Table 2: Correlation analysis of customer needs 

Factor Customer demand 
value 

Quality of 
service 

Customer 
satisfaction 

Customer 
trust 

Customer demand value 1 0.593** 0.449** 0.386** 

Quality of service 0.596** 1 0.608** 0.586** 
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Customer satisfaction 0.447** 0.593** 1 0.102 

Customer trust 0.362** 0.578** 0.404** 1 

** indicates significant correlation at the 1% level. 
As shown in Table 2, the level of service quality would directly affect the payment structure of A 

company’s agricultural products, thereby affecting changes in customer costs. Most of the influencing 
factors in Table 2 are significantly correlated at the 1% level. Customer demand value is the measure of 
the utility of a product or service by consumers after deducting the cost of receiving the product or 
service after realizing its benefits. The higher the service quality, the higher the perceived quality while 
maintaining the same price.It can be found that the three hypotheses A1, A2 and A3 are true. 

To determine the weight of customer needs, it is assumed that the entire sample is k, and the 
weights of the four factors are represented by M1, M2M3, M4. Aij represents the importance rating of 
the jth customer on the ith factor, and the calculation formula is as follows: 

𝑀𝑀𝑖𝑖 =
∑ 𝐴𝐴𝑖𝑖𝑖𝑖
𝑘𝑘
𝑗𝑗=1

∑ ∑ 𝐴𝐴𝑖𝑖𝑖𝑖𝑘𝑘
𝑗𝑗=1

4
𝑖𝑖=1

   (𝑖𝑖 = 1,2,⋯ ,4) 0 < 𝑀𝑀𝑖𝑖 < 1(1) 

The specific approach of the multi index weighted evaluation method is to set each single factor as 
Fi(i = 1,2,⋯ , x), Fi’s weight on satisfaction H as m, and ∑ Mi = 1x

i . The rating level for Fi is Bij, 
j = (i = 1,2,⋯ , y). The calculation formula for H is as follows: 

𝐻𝐻 =
𝑖𝑖=∑ ∑ 𝑎𝑎𝑖𝑖𝑖𝑖𝑏𝑏𝑖𝑖𝑖𝑖𝑚𝑚𝑖𝑖𝑖𝑖

𝑦𝑦
𝑗𝑗=1

𝑥𝑥
𝑖𝑖=1

∑ ∑ 𝑎𝑎𝑖𝑖𝑖𝑖𝑏𝑏𝑖𝑖𝑖𝑖𝑚𝑚𝑖𝑖𝑖𝑖
𝑦𝑦
𝑗𝑗=1

𝑥𝑥
𝑖𝑖=1 |𝜔𝜔𝑖𝑖𝑖𝑖=1

∗ 100%(2) 

 
Determining the dimension of consumer demand and developing marketing strategies are aided by 

the four aspects of customer demand value, service quality, customer satisfaction, and customer 
trust.The expectations and requirements of customers for goods and services are the primary indicators 
of the value of consumer demand.Businesses can identify the fundamental demands of consumers for 
goods or services by analyzing the value of those needs. This understanding aids in the clarification of 
product positioning when businesses develop marketing strategies to satisfy those needs.Businesses can 
divide the market into various target groups based on the importance of the needs of their customers 
when defining their market goals. Then, they can create market strategies that are tailored to the specific 
needs of each group.The customer's overall assessment of the good or service is known as the quality of 
service. Through comprehending the client's assessment of the level of service, the company can 
identify areas for improvement and focus its efforts on those areas.Businesses have the ability to modify 
their pricing methods in response to service quality.The level of client happiness with goods or services 
is known as customer satisfaction, and it serves as a crucial foundation for businesses when developing 
their marketing plans.Based on client satisfaction, businesses can develop appropriate promotional 
strategies for their promotional operations.Customer trust is the measure of the level of confidence that 
customers have in the business and serves as the cornerstone for the development of enduring 
connections between the business and its clients.Businesses must think about how to develop and 
strengthen consumer trust while developing their marketing strategies.Businesses that give clear, 
consistent product information can gain the trust of their customers. 

In conclusion, identifying the dimension of consumer demand and developing marketing strategies 
have been significantly influenced by the four aspects of customer demand value, service quality, 
customer satisfaction, and customer trust.Companies may create targeted marketing strategies, improve 
market share and customer loyalty, and better understand consumer wants and market trends by 
thoroughly studying and analyzing these elements.In order to keep a constant competitive advantage in 
the market, businesses must also constantly modify and enhance their marketing tactics in response to 
shifts in the consumer and market. 
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3.2. Company A ’s Marketing Strategy on Customer Needs 

3.2.1 Identifying the Target Market 
When searching for the best marketing strategy to meet customer needs, this article first needs to 

determine the target market (Lai et al., 2020; Rudyk et al., 2020）. This includes segmenting the market 
and selecting segmented markets that are suitable for the characteristics and advantages of the 
enterprise based on the target market. Understanding the size of the target market and customer needs 
can help companies develop better marketing strategies. The Porter’s Five Forces model is often used to 
analyze the basic competitive situation of an industry, which can help companies formulate competitive 
strategies (Ghasemi et al., 2022; Mohammed & Basri., 2018）. 

Based on the analysis of customer needs, Company A should choose the target market that best 
meets the characteristics of its products and services.When choosing a target market, consider the 
market size and growth potential, choose a market with a larger market size and growth potential, and a 
customer group that is highly matched with the company's products and services.At the same time, 
analyze the competitive situation of the target market and select markets where the competition is 
relatively small or the company has a competitive advantage. 

At present, agricultural product Company A mainly engages in traditional green rice breeding, 
production, and marketing work, and its current competitors are roughly divided into the following two 
categories: the first category is agricultural leading enterprises with abundant resources in the local and 
surrounding areas. This type of enterprise is very similar to the production and operation of Company A, 
with severe product homogenization. The biggest difference between the second type of competitive 
enterprises and Company A is the structure of sales and production. The sales model of this type of 
enterprise is not only wholesale product model, but also agricultural supermarket docking model and 
e-commerce sales model. This not only enables enterprises to have the ability to deeply process 
products, but also to achieve low to mid-range sales of agricultural products. Generally speaking, the 
second type of enterprise is more mature and has business management and risk prevention capabilities. 
The main competitors of Company A in the market are shown in Table 3. 

Table 3: Statistical table of major competitors in Company A’s market 

Name of products Company Unit price (yuan/kg) Packaging specifications 

Selenium-enriched rice X enterprise 37.2 5 kg (bag), gift box 

Scented rice Trade efficient company 10.6 5 kg (bag), gift box 

Green organic rice Y food sales department 30.7 5 kg (bag), gift box 

Tribute rice Cooperation 15.1 5 kg (bag), gift box 

Old redmi Self-employed 
entrepreneur/businessman 7.6 5 kg (bag), gift box 

In order to achieve market leadership, Company A must define its target market by taking into 
account its competitors.The rivals of Enterprise A were examined, as indicated in Table 3, in order to 
learn about their market share, product attributes, pricing schemes, sales channels, and other 
details.Company A can comprehend the competitive environment of the market, as well as its place and 
potential within it, by doing competitor analysis.When doing a competition analysis, Company A must 
focus particularly on the shortcomings of rivals.These flaws could be inadequate product features, poor 
service quality, exorbitant costs, or a negative brand reputation.In order to create a more focused target 
market strategy, Company A might locate possibilities for differentiated competition by identifying the 
shortcomings of its competitors.. 

Company A has two options for identifying its target market: using competitor analysis and 
weakness identification, it can select one of the following approaches.  

1. Steer clear of competitors' strong points: If a competitor has a large advantage in a certain area, 
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Company A may decide to steer clear of that area and concentrate on market segments that are either 
underrepresented in or relatively strong relative to competitors.This can increase the likelihood of 
success and lessen the strain of direct competition with rivals. 

2. Go straight up against rivals: Company A may decide to go straight up against rivals if it thinks it 
is just as strong—or even more so—than them in a certain industry.In order to do this, Company A must 
devise a more competitive strategy with regard to its offerings in terms of goods, costs, and services, as 
well as focus on setting itself apart from rivals and creating a distinctive brand identity. 

3.2.2 Pricing Strategy for Agricultural Products of Company A 
Good pricing is one of the main components of the best marketing strategy to meet customer needs 

(Deshpande, 2018; Feurer et al., 2019）. Enterprises should develop appropriate pricing strategies based 
on product, business needs, pricing, and competition. Price strategy should not only meet the price 
needs of customers, but also achieve the company’s profit goals. Market prices are also an important 
factor affecting consumer product choices (Kapoor et al., 2022; Ricardianto et al., 2023）. For organic 
agriculture, the high or low market prices would inevitably have a certain impact on sales volume. 
However, it should be noted that low market prices do not necessarily mean that goods are easily sold. 
For some affluent consumers, they are more concerned about the value of the products they purchase. 
When the price of green agricultural products is too high or exceeds their value too much, some 
consumers simply cannot accept it. When the market price is set too low, consumers are prone to doubt 
the quality of the product. Therefore, the development of green organic agricultural products must first 
carefully consider various costs, and then consider competitors and market influence to determine the 
true price of the product. 

Based on the customer’s personal shopping experience, understanding of the product and market, 
they would make certain price expectations for the product (Alyouzbaky et al., 2022; Yoon & Soonhee, 
2021）. When a company’s product is priced higher than expected, customers would not want to 
purchase the product. When the price of a company’s product is lower than the expected price, 
customers would believe that the product is worth it and is of good quality at a reasonable price. They 
are more inclined to purchase and recommend the product to those around them. This method of 
evaluating value is based on the perspective of customer needs, where perception determines the 
corresponding value. This article selected 20 customers and conducted a survey on the prices of 
different specifications of rice products from Company A. The psychological expected prices of 
customers were compared with the actual prices, as shown in Table 4. 

Table 4: Customer psychological expectations for enterprise product pricing 

Variety Category Customer psychological expected 
price Actual selling price (yuan) 

Rice (50 kg) Family luxury 
outfit 

280-300 yuan for 15 people, 
310-380 yuan for 5 people 309 

Rice (20 kg) Family wear 110-150 yuan for 12 people, 
80-120 yuan for 8 people 118 

Rice (5 kg) Lite 20-30 yuan for 14 people, 25-35 
yuan for 6 people 29.9 

Rice (1 kg) Share pack 4-6 yuan for 5 people, 5-8 yuan 
for 15 people 5.99 

Rice (500g) Gift box 2-3 yuan for 10 people, 2.5-4 
yuan for 10 people 3.2 

The pricing process of green agricultural products in Agricultural Company A is a phased pricing 
system. It is not simply using a certain standard price to set product prices, but also integrating various 
markets, customer needs, and other aspects to use reasonable pricing strategies to price products. Firstly, 
from the perspective of production costs, green agricultural products have high requirements in many 
aspects compared to general products. These requirements would cause an increase in the cost of 
organic agricultural products, leading to an increase in the pricing of green organic agricultural products. 
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In addition, after the production of products, enterprises must allocate all the cost expenses related to 
green packaging, green circulation management, etc., to the total production cost of the enterprise. 

3.2.3 Promotion and Promotion Activities 
Promotion activities aim to promote products and attract customers (Yasa et al., 2020; Sari et al., 

2018）. Enterprises can enhance product awareness and customer awareness through various advertising, 
promotional activities, and social media. Meanwhile, using a combination of online and offline 
advertising as a promotional method can increase customer purchasing desire, increase sales revenue, 
and better meet customer needs through product services. At the same time, it can play the role of new 
media, focus on the integration of raw material rough processing and drying of rice products, introduce 
new advertising models, and introduce Tiktok in the promotion and production. It takes this as an 
opportunity to record and broadcast the material selection and rough processing process, expand the 
product perspective, and record and report the processing process of the selected product (Purwanti et 
al., 2023; Purnama, et al., 2023）. This can showcase the main raw materials and process flow of the 
enterprise, which is beneficial for the enterprise to further deepen and strengthen the agricultural 
product industry. 

This paper uses WeChat official account, microblog and other network tools to build a bridge 
between enterprises and customers, and continues to promote important product information, new 
products, preferential activities and other soft messages to customers (Wuisan et al., 2023; Christalin et 
al., 2022）This article utilizes online communication tools to provide personalized guidance to 
customers in real-time, achieving zero time difference and zero distance. It can actively guide 
customers to have product purchasing ideas or actually purchase the product in stores or websites. 
Company A has also established one-on-one communication with customers. This not only displays 
products and publishes promotional plans through online stores, but also communicates with customers 
online. On the platform, customers can request products and their actual situation, and then customer 
service personnel can recommend products based on customer needs and conduct full process tracking 
and communication, carry out customized business, and do their best to meet customer needs. 

4. Results and Discussion 

4.1. Experimental results of the marketing strategy of customer needs 
In the marketing plan for the entire client demand, sample selection is crucial. By analyzing the 

samples, the general features of Enterprise A's product promotion are deduced. Consequently, it is 
necessary to adhere to the representative, practicable, scientific, and other aspects of the sample 
selection concept.There are numerous subsidiaries beneath Enterprise A, which is comparatively 
substantial. Conducting a full-coverage survey is challenging and time-consuming. In accordance with 
the sample selection principle, this article collects data by doing research on Enterprise A's head office 
and field trips in order to get unbiased and accurate sample data. 

This article conducts research on customer demand (CD) to adjust the marketing strategy of 
Company A’s rice products, and conducts a new survey on the customers in Table 1. It mainly conducts 
surveys on customer satisfaction, and Company A has provided customers with better quality services 
through changes in product pricing, channel management, and promotions. This article mainly selects 
50 customers and scores A company’s marketing strategy adjustments based on customer needs. The 
score is 1-10 points, and the higher the score, the higher the customer satisfaction. The obtained results 
can be compared with those before marketing strategy adjustment (i.e. before the experiment), as well 
as marketing strategy scoring results based on customer perception (CP), user satisfaction (US), and 
customer value (CV). The specific comparison results are shown in Figure 1. 
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Fig. 1: Customer ratings of marketing strategies under different methods 

In Figure 1, the x-axis represents the customer number, and the y-axis represents the scoring value. 
As shown in Figure 1, this article adjusts the marketing strategy of Company A based on customer 
needs, and finds that the marketing strategy of Company A based on customer needs is more in line with 
customer needs. Customer satisfaction is the highest, and the overall score is higher than marketing 
strategies constructed based on other methods. Among them, the marketing strategy customer ratings 
studied in this article are above 9.59 points, while the marketing strategy customer ratings based on pre 
experiment, CP, US, and CV construction are below 8.81 points, 9.11 points, 9.11 points, and 9.21 
points. Meanwhile, this article selected 50 customers for scoring. The average customer rating for A 
company’s marketing strategy based on customer needs is 9.8 points, which is 1.3 points, 1.1 points, 1 
point, and 0.9 points higher than the pre experiment and the average marketing strategy based on CP, 
US, and CV, respectively. After using customer needs to adjust marketing strategies, Company A’s 
customer satisfaction improves very quickly, and the difference in customer ratings is also the largest. 

Based on customer needs, Company A adjusts its marketing strategy to find the best marketing 
strategy that suits customers, greatly enhancing its core competitiveness. To better promote the 
integration of marketing and services, enterprises cannot do without their market strategy. Market 
strategy is closely related to the ultimate success of enterprises and is an important goal for achieving 
their success. This article summarized the completion status of the overall marketing strategy goals of 
Company A for each month from January to December 2022, with numbers numbered from January to 
December. This article randomly selected three competitors of Company A, and presented their 
marketing strategies based on CP, US, and CV construction. A survey can be conducted on the 
completion status of the 2022 corporate strategic goals of these three companies, and the results can be 
compared with Company A. The specific comparison results are shown in Figure 2. 

 

 
Fig. 2: Comparison of the achievement of corporate strategic goals by marketing strategies constructed using 

different methods 

In Figure 2, the x-axis represents the months from January to December 2022, and the y-axis 
represents the completion status of the company’s strategic goals. A company constructs a marketing 
strategy based on customer needs, which helps it better achieve its strategic goals for the entire year of 
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2022. Compared with marketing strategies constructed using other methods, A company’s marketing 
strategy helps achieve its strategic goals more effectively. The completion of strategic goals for 
Company A from January to December is gradually increasing, with relatively small fluctuations, and is 
more stable compared to its competitors. The completion rate of Company A’s strategic goals was the 
lowest in January, with only 73.64%, but it is still higher than that of competitors who have constructed 
marketing strategies based on other methods. The completion rate of A company’s strategic goals was 
the highest in December, with 96.79%, which is 11.42%, 15.1%, and 10.02% higher than that of 
competitors who build marketing strategies based on CP, US, and CV, respectively. 

The main purpose of adjusting marketing strategies for enterprises is still to make profits and 
provide customers with better quality services to enhance their competitiveness. Enterprise A adjusts its 
marketing strategy based on customer needs and designs the best marketing strategy for different 
customer groups. It not only provides high-quality service and products to customers, but also increases 
its own revenue. Company A mainly produces rice. This article selects four packaging specifications of 
rice products, including 500g, 1kg, 5kg, and 10kg, and records the revenue of these four specifications 
of rice from January to October 2022 (after the experiment). The obtained revenue can be compared 
with the revenue from January to October 2021 before adjusting marketing strategies based on customer 
needs (before the experiment). The specific comparison results are shown in Figure 3. 

 
Fig. 3: Comparison of different product specifications before and after experimental adjustment of Enterprise 

A’s marketing strategy 

Figure 3A: 500 grams 

Figure 3B: 1 kilogram 

Figure 3C: 5 kilograms 

Figure 3D: 10 kilograms 

In Figure 3, the x-axis represents the month, and the y-axis represents the turnover. As shown in 
Figure 3, after adjusting its marketing strategy based on customer needs, Company A’s monthly 
revenue for rice products of different specifications was higher than before the experiment. As shown in 
Figure 3A, for a rice product with a specification of 500 grams, the total revenue after the experiment is 
230900 yuan. The turnover before the experiment is 156800 yuan, but after the experiment, it is 74100 
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yuan higher than before. As shown in Figure 3B, for the rice product with a specification of 1 kilogram, 
the revenue in January after the experiment is the lowest, only 26900 yuan, but it is still 9100 yuan 
higher than before the experiment. As shown in Figure 3C, for the rice product with a specification of 5 
kilograms, the highest turnover is in July before the experiment, with 117600 yuan, but it is still 14600 
yuan lower than after the experiment. As shown in Figure 3D, for a 10 kilogram rice product, the total 
revenue after the experiment is 2.9246 million yuan. The turnover before the experiment is 2.1881 
million yuan, and after the experiment, it is 736500 yuan higher than before. 

Through the above experimental analysis, Company A can better understand customer needs and 
behavior patterns.This understanding can help companies predict market trends more accurately and 
develop products and services that are more in line with customer expectations.The marketing strategy 
based on customer needs enables companies to more accurately locate and meet the target market, so as 
to stand out in the competitive market environment.By providing products and services that meet 
customer needs, companies can build brand loyalty and increase market share.At the same time, it helps 
companies to provide products and services that are more in line with customer expectations, thereby 
enhancing customer satisfaction and loyalty.Satisfied customers are more likely to become loyal 
customers, bringing continuous business growth to the company. 

4.2. Discussion 
Customer demand shows a diversified, individualized development trend in the agriculture 

products market of today. This is further supported by an examination of 267 legitimate customer 
records. In contrast to the conventional marketing approach, the contemporary marketing strategy for 
agricultural products places greater focus on comprehending and meeting the demands of the client. 
When compared to earlier research, it is discovered that early agricultural product marketing tactics 
focused less on the actual demands of customers and more on the attributes of the product itself, such as 
taste and freshness. But as consumer behavior continues to change and research becomes more 
comprehensive, more academics and businesses are realizing that satisfying consumer requirements is 
essential to enhancing the market competitiveness of agricultural products.  

    This study examines the needs of customers in the buying process with regard to convenience, 
after-sales service, environmental protection, and sustainability, in addition to the quality, price, brand, 
and other characteristics of agricultural products. This improves our comprehension of the demands of 
our customers and serves as a foundation for creating marketing plans that are more precise. This study 
posits that the agricultural goods marketing strategy, which caters to client wants, is the optimal 
approach for future development in terms of marketing strategy. This necessitates that businesses not 
only have a thorough understanding of the demands of their clients, but also create customized 
marketing plans based on their unique requirements. For instance, pricing and quality client groups may 
benefit from price promotion strategies, and product quality can be better publicized and promoted. 
Furthermore, the importance of customer experience and service is growing in addition to the product 
itself. To guarantee customer satisfaction throughout the entire process, businesses should monitor how 
customers feel about their experiences across the entire buying process, from pre-sales counseling to 
after-sales support to ongoing relationship management. 

As a result of empirical research, this article concludes that agricultural product marketing tactics 
based on customer demand analysis are effective. Subsequent research endeavors may delve deeper into 
the application of this tactic in additional agricultural product domains, and persistently refine and 
enhance marketing approaches in response to evolving market conditions. At the same time, businesses 
should always work to gain a deeper understanding of the needs and expectations of their customers in 
order to gain a consistent advantage in the fiercely competitive market. 

With the development of the market economy and the diversification of consumer needs, in-depth 
research on customer value perception and needs has become an important basis for marketing strategy 
formulation.Especially in the agricultural product market, due to the particularity of the product itself, it 
is particularly important to grasp the needs of consumers.1.In-depth understanding of consumer 
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needs.Through the investigation and analysis of consumers' value perception and needs, we can gain a 
deeper understanding of consumers' purchasing motivations, preferences and expectations.This helps 
companies to clarify the target market and pinpoint product positioning, so as to formulate a more 
accurate marketing strategy.2.Optimize product portfolio and pricing strategy.Based on the 
understanding of consumer needs, companies can optimize their product portfolio and provide products 
that are more in line with market needs.At the same time, by analyzing the price sensitivity of 
consumers, companies can formulate more competitive pricing strategies.3.Improve market 
competitiveness With the intensification of competition in the agricultural product market, marketing 
strategies based on the analysis of customer value perception and demand help enterprises improve 
market competitiveness.Through the analysis of the advantages and disadvantages of competitors, 
companies can identify their own shortcomings and improve them, while giving full play to their own 
advantages and building distinctive brands. 

5. Conclusions 
By using the theory of customer demand to study the product strategy, price strategy and promotion 

strategy of enterprise agricultural products, focus on improving the core competitiveness of different 
levels of agricultural products, so as to make the business develop faster. At the same time, by speeding 
up the promotion of new agricultural products, carrying out promotional activities, consolidating sales 
channels and other ways to improve the business performance of the enterprise, reduce customer costs, 
to meet the psychological perception of customer price, so as to improve the marketing turnover of the 
enterprise. In a fast-growing market, agile customer-centered marketing is a necessary condition for 
gaining a competitive advantage.This study provides empirical evidence for how the analysis of 
consumer demand from production costs to psychological pricing expectations can provide target 
segmentation options for the pricing, channel and promotion combination design of agricultural 
enterprises.The comprehensive strategy has significantly increased revenue and customer satisfaction. 

Despite the importance of agricultural marketing strategies based on customer needs analysis, some 
limitations of the current study remain. The following are several main limitations: 1. Limitations of 
sample size: The current study is mainly based on limited sample data, and may not fully reflect the 
customer needs of the entire agricultural product market. Future studies could expand the sample size to 
improve the study representativeness and accuracy.2. Limitation of data acquisition: When collecting 
customer data, there may be problems such as incomplete data acquisition and low data quality. This 
may affect the accuracy and reliability of the study. Future studies could employ more advanced data 
collection methods and techniques to improve the quality and reliability of the data. 
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