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With the rapid development of China, the marketing mode of agricultural fruit is also keeping pace with the times. The old sales
model of agricultural fruit is also affected, which has a huge impact on marketing models, channels, and sales amount. And the
sales methods of agricultural fruit have also undergone great changes, from offline transactions to online platform transactions.
Comparing the profit, popularity, proportion of agricultural fruits, and turnover of agricultural fruits in e-commerce with the
traditional marketing model, the smart marketing model in the data age increases the turnover by 50% and the profit by 15%. And
in the network environment that extends in all directions, the probability of people knowing about agricultural fruits will be
greater. It can better build the agricultural product marketing system in the information age and make it conform to the
characteristics of contemporary marketing. Through the marketing mode in the information age, the judging project was set up,
using estimated calculations to draw conclusions. In the era of rapid network information, e-commerce of agricultural fruits can

help agriculture to advance rapidly and slowly go to the world.

1. Introduction

With the gradual introduction of the Internet into thousands
of households, the Internet also brings great convenience to
people. For agricultural fruit, people’s traditional sales
methods are mainly offline. Through shops or streets, they
communicate face-to-face and sell. In the current era of
information explosion, this offline mode of sales has been
greatly affected. People are also increasingly liking the simple
way of buying and gradually transacting on the web. The
e-commerce of agricultural fruit is mainly to ensure the
validity of information in the sales channels and the
transportation of agricultural fruit, as well as the manage-
ment of information and funds, in the processing, pro-
duction, and transportation of agricultural fruit through
computer and network technology. Through these methods
to meet the sales of agricultural fruits, at present, China’s

development in this area is not perfect, it is in its infancy, and
the institutional rules within the system are not perfect.
This online model of sales is also known as e-commerce,
as shown in Figure 1. It is an activity that uses network
information as a medium to exchange commodities and
make profits. Simply put, it on the Internet. Buyers and
sellers do not need to meet directly, but through online
communication to reach a transaction. Because the tech-
nology of serving agricultural fruit has also been greatly
improved, the freshness of agricultural fruit has also been
guaranteed. And through online communication and sales,
the circulation of agricultural fruit and other products has
been accelerated. Product-currency-product conversion
time is greatly shortened, saving people time. It also speeds
up the circulation of market goods and expands the market.
Because of the universality of informatization, as long as it is
released, someone will see it. E-commerce of agricultural
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FiGURre 1: E-commerce.

fruits can help agriculture to advance rapidly and slowly go
to the world.

In this paper, through the comparison between tradi-
tional agricultural marketing and e-commerce agricultural
product marketing based on big data, it is found that in the
Internet era based on information explosion, the agricultural
fruit sales model is more accepted by the times. And this
model is more conducive to building its own characteristic
agricultural product brand. Farmers can also maximize
profits to meet the needs of farmers, reduce the complicated
steps of farmers, and provide convenience for farmers.

2. Related Work

People’s daily access to information has been enriched, and
the commercial application of agricultural fruit has also
increased. Its marketing model for agricultural fruit has also
gradually become clear. The importance of the marketing
model has also emerged, and it has gradually been applied to
various sales channels. In terms of people going out to play,
the Internet connects and communicates with people, and
meets people’s different needs through qualified aspects.
Navigation, food, play guidance, etc., have also become a
new game sales model. Through the Internet to explore
people’s location, behavior, geographic movement map, and
other information and the information of these game
groups, Zhang was based on people's game needs to judge
the player's trajectory map. It provides support for travel
decisions. It can carry out precise marketing for tourist
groups and make tourists travel more intelligently [1]. In
terms of the use of e-commerce, overall, the adoption of B2B
e-commerce in advanced economies has been successful.
However, this success has not been reflected in developing
countries, suggesting that the IT adoption model in ad-
vanced economies may not be appropriate. So Vatana-
sakdakul S developed a strategic fit. He came to investigate
the successful adoption of cross-organizational information
technology in developing countries. He implemented it
through the task-technology fit (TTF) model by integrating
cross-organizational theory and ethnocultural theory. The

model suggests that, in a cross-organizational context, the
technology supporting the mission may not have the ex-
pected impact on the performance of developing economies
without considering the premises of use, national culture,
the nature of commercial relationships, and technological
infrastructure [2]. The customer’s experience of using the
product has a significant impact on the product merchant’s
presale activities. In this regard, chunxiang chose the pricing
of products through beer manufacturers and online beer
merchants, as well as their various sales channels among
them. He got 4 different reaction voices. By proposing a
model for these 4 different situations, the profit in the en-
terprise can be visually displayed through the model, and the
steps of the merchant in the marketing can be simplified. It
can increase the profit of the brewer and the merchants in
the middle. Profits are maximized when the presale price is 2
times the predetermined price [3].

When the information age gradually penetrates into
people’s lives, e-commerce also begins to use the marketing
model. In this regard, Barg proposed that the marketing
model is a first-order linear inhomogeneous ordinary dif-
ferential equation (ODE). He used the initial response of the
sale as the initial condition, and the solution to the initial
value problem is easy and straightforward for an ODE
course. This model is a great example of many related topics.
It helps students gain the ability to interpret and commu-
nicate mathematical results. In addition to describing
projects in this work, he discusses the Vidale-Wolfe model,
and he showed how it can lead one to use Green’s theorem in
practical situations [4]. Kim and Peterson analysis examined
the role of online trust in business-to-consumer e-com-
merce. He analyzed 16 sets of data from the study. The
results suggest that online trust is subtly related to selected
antecedents (e.g., perceived privacy, perceived service
quality) and consequences (e.g., loyalty, repeat purchase
intent). Analysis shows that the relationship between online
trust and its respective antecedents and consequences is
more idiosyncratic, complex and nuanced than previously
thought [5]. He cited the example of the top universities in
the modern Russian state of Rostov. Przhedetskaya and
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Borzenko demonstrated the necessity of distance education
marketing and formulated a marketing model for modern
universities to promote distance education. He used
methods of economic statistics and regression and corre-
lation analysis. He selected Rostov State University’s order
for internet access for 2017 based on data from the Russian
Federation’s single information system in the field of pro-
curement. He determined the main income of Rostov State
University in 2017 and its position in the regional ranking of
Rostov State University activity effectiveness [6]. Biagi and
Falk provided new empirical evidence on the impact of ICT/
e-commerce activities on labor demand. A key feature of the
empirical analysis is the use of several advanced ICT ac-
tivities. The main finding of the study is that increases in
ICT/e-commerce activity did not lead to job losses over time.
This applies to manufacturing and services, as well as SMEs
and large corporations. He found that these enterprises that
do not support the use of ICT may lead to the replacement of
the overall workforce [7]. The abovementioned illustrates
the role of e-commerce in corporate trust, the applicability of
this model in developed economies, and the impact of
e-commerce on jobs. However, it does not mention the
application between agricultural fruit. The article builds a
marketing model for agricultural fruit through big data and
applies it in e-commerce.

3. Agricultural Product Marketing Models
and Constraints

3.1. Marketing Mode of Agricultural Fruit. The current sales
channels of agricultural fruit are still relatively extensive, and
they can be sold through various channels, which can be sold
through restaurants, self-operated stores, live broadcasts,
circle of friends, etc., as shown in Figure 2. Because of the
exchange of network information, it has also expanded
multiple channels for the sale of agricultural fruit. It can be
sold through specialized sales stores. It can not only reduce
the intermediate price difference, but also reduce the in-
termediate circulation time, and ensure the freshness of
agricultural fruits. And it also improves the communication
between agricultural fruit and stores. It can also be used as a
sales channel through agricultural fruit and major restau-
rants. Agricultural fruits are a necessity for restaurants, and
businesses can also sell agricultural fruit through other
products [8]. There are also some agricultural product
merchants who open their own stores to sell agricultural
fruit online and offline [9]. At present, the live broadcast
industry is prevalent, and it is sold by means of live
broadcast, which is also a manifestation of driving economic
development. At present, the video traffic is huge, farmers
can promote their products through mobile video and
posting them online. Or through the form of micro-busi-
ness, it displays agricultural fruit and lets friends know
various information about agricultural fruit such as sowing,
protection, picking, cleaning, and transportation. It is best to
form an independent brand. It is conducive to subsequent
sales and is used to increase the number of users. It can also
be shared through the platform, which is not a sale but a
sharing. This is also a marketing tool for farmers. And this

Internet sales
Sales store

platform
E -
restaura.nt Marketing channels 5| Micro business
cooperation form
If- ted
Self-operate Live delivery
store

FI1GURE 2: Agricultural product sales channels.

effect is also very good, this is mainly related to interpersonal
relationships. Or it puts agricultural fruit on the Internet
platform, or other specialized sales platforms. On the one
hand, the Internet platform guarantees the quality of
products. On the other hand, it can also increase the order
quantity, so that buyers can see the first-line process of the
product at any time, from the process of production,
transportation and sales. There are also sales through the
community, people, who like a certain product are put into a
group, integrated, and a special label is set up [10]. It puts all
these people on the same label, and only shows these people
when posting it. These are all sold through the Internet,
which can help farmers maximize their profits. The mar-
keting model is the general term for the management system.
There are two types of marketing models in the current
society. One is a marketing model that refines and integrates
enterprise management. The other is through the customer,
which analyzes the core value of the customer, and integrates
all aspects of the marketing model. To judge whether the
marketing model is successful or not, it mainly depends on
the amount of marketing performance. Seventy percent of
the success of an enterprise is determined by the marketing
strategy, and the remaining thirty percent is determined by
the combination of marketing. The marketing strategy of the
enterprise plays an important role in the operation of the
enterprise [11].

3.2. Characteristics of Marketing Models in the Era of Big Data.
Under the influence of big data, e-commerce has also be-
come more distinctive. It can increase stickiness among
customers. The transaction can also be simpler, and the
various activities of the program customers through the
form of documents. It allows customers to understand at a
glance. It can be marketed through various platforms, and
e-commerce activities under the marketing mode. It can
make users have more trust in the product and more in line
with user needs. Online sales activities need to penetrate the
activity plan into the hearts of customers and meet the needs
of customers in the form of mail [12, 13]. Through customers
placing orders online, it also promotes products to a certain
extent. This is also crucial for enterprises, whose reputation
largely determines their survival rate. There are four main
differences between the characteristics of e-commerce under
big data and traditional marketing, one is the way of dis-
semination, the other is to get rid of time and space, the third
is promoting the interaction in two ways, and the fourth is to
reduce the running amount, as shown in Figure 3.
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FIGURE 3: Characteristics of marketing in the information age.

(1) The way of transmission: In the Internet age of in-

formation explosion, the marketing model is no
longer a one-to-one sales method, but multi-direc-
tional to multi-directional, not single, which has a
great impact on traditional sales methods [14]. In the
traditional marketing model, it is mainly about the
activities of the merchants on the products, and it is a
rigid regulation. It serves customers wholeheartedly,
and the attitude of the seller has a lot to do with
whether the customer buys or not. However, the
Internet marketing model under big data informa-
tion is multi-directional, showing exponential
growth. It also creates greater value. The main dif-
ference between the two is the way of communi-
cation and the speed, and mode of dissemination of
information. The speed of information dissemina-
tion is also fast, and customers will also commu-
nicate through information sharing, so as to achieve
multi-directional dissemination [15].

(2) Out of time and space. The traditional marketing

model is limited by location, time, and space, but the
information-based Internet sales model has gotten
rid of this limitation. And products are more in line
with customer needs, and companies can have more
time to do marketing activities. It promotes its
products and expands its popularity.

(3) Two-way promotion and interaction. In the era of

big data information, marketing has changed from a
unilateral one-to-one model to a one-to-many
model, and it has transformed into a two-way
communication between sellers and customers,
which accelerates the flow of the market economy. It
operates through online social networking, and in
the process of communication, consumers will have
more room for decision-making time. For sellers,
this also facilitates their understanding of customers
and can more accurately understand the purpose of
marketing.

(4) Reduce the running amount. In this information age,

transactions between people are carried out through
electronic devices. Under the e-commerce model,
the offline rent of sellers in shopping malls and stores
is reduced. Through e-commerce, sellers mail agri-
cultural fruit directly, eliminating intermediate steps
and reducing operating costs. It also makes the sales
steps simpler [16]. Through the network, agricultural

fruit enterprises can also obtain more information
about customers, which is beneficial to the follow-up
enterprise activities.

3.3. Marketing Strategies of Marketing Models in the Era of Big
Data. With the advancement of the information age, tra-
ditional marketing strategies have been unable to meet the
sales requirements of operators. Then it is also necessary to
change the traditional marketing model and seek a mar-
keting strategy suitable for contemporary informatization.
As shown in Figure 4, there are four main aspects of
informatization marketing strategy. First, it needs to un-
derstand the rules and characteristics of e-commerce, and
second, it uses existing channels and innovates marketing
methods. Third, it integrates through e-commerce and
traditional sales models. Fourth, its public relations strategy
needs to improve information technology.

(1) Rules and characteristics of e-commerce. E-com-
merce has now become the focus of online trans-
actions. If they do not understand the rules and
characteristics of e-commerce, they cannot expand
the development of e-commerce. The profit effect it
brings to the enterprise will also be minimal.

(2) Use existing channels to innovate marketing
methods. Big data informatization also brings a
variety of marketing methods. Through events, key
news, fame, community, or the other way around, it
mainly requires companies to know how to use these
marketing methods and deal with agricultural
products lovers with different hobbies [17].

(3) Integration through e-commerce and traditional
sales models. Compared with the old sales methods,
the effect of information communication is obvious.
The advantages of information dissemination lie in
being efficient, and convenient and reducing oper-
ation and maintenance costs. In a certain respect, it is
not to abandon the traditional marketing model, but
to combine the two for mutual benefit and com-
plementarity. The combination of the two to achieve
the best communication value has a good effect on
the marketing model of both.

(4) Improve the public relations strategy of informati-
zation. If enterprises face the public opinion brought
by informatization, the losses will be huge. Therefore,
the dissemination information of in e-commerce
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FIGURE 4: Informatization marketing strategy.

marketing needs to be comprehensive and penetrate
into the information dissemination point. Effective
public relations can prevent the dangers brought by
informatization, and it has reached friendly coop-
eration with various information channels.

3.4. Construction of E-Commerce Marketing Model for Ag-
ricultural Fruit in the Era of Big Data. No matter what
product, it needs to understand the market before selling it. It
investigates the local sales, sales, market share, profit, and
popularity of agricultural fruit [18]. Under the condition of
understanding the market volume and user demand, the time
points when consumers’ consumption of agricultural fruit is
high and their usual consumption are counted, and these data
are analyzed. In the case of big data analysis, it is possible to
understand a lot of consumer information, consumption
habits, and consumption directions. This is necessary for
farmers. For enterprises, market research can help them
formulate market strategies, and then make different ad-
justments according to different market needs. By helping
farmers to produce the right amount of agricultural fruit, it
avoids wasteful situations, where supply exceeds demand.
This has practical significance for realizing the scientific and
methodical production of farmers. By helping farmers im-
prove production quality, it provides professional technical
guidance and breeding and implements standardized man-
agement of agricultural fruit to ensure the quality of agri-
cultural fruit. It ensures that the quality of agricultural fruit is
intact during channel transportation [19]. When selling
through the e-commerce platform, farmers pick according to
the order quantity under the e-commerce platform to avoid
product waste [20]. Compared with the traditional model, it
can greatly reduce the sales time and increase the sales effi-
ciency, and the binding force in space is also reduced.
Customers can directly sell online with farmers, which also
simplifies the sales steps. Now farmers will place their
products on major platforms for marketing. For example, we
are familiar with Taobao, Jingdong, etc., as well as the current
Meituan, WeChat applet, etc. These are all online platforms,
which greatly simplifies the sales process. Through the single-
volume information on the platform, it can analyze cus-
tomers, places, preferences, monthly purchases, etc., which
cannot be achieved by traditional marketing [21]. Moreover, it
makes judgments on the market according to the single-

volume information and analyzes the market demand. By
making reasonable adjustments to the prices sold by farmers,
it ensures farmers’ income and benefits consumers. Agri-
cultural fruit can also combine online and offline common
channels. The data obtained through the complete marketing
method will also be more accurate, so as to realize the tri-
partite interaction between enterprises, farmers and con-
sumers, which also strengthened the stability of the sales
model and greatly improved the sales. Marketing methods in
the Internet age not only reduce the operating amount but
also ensure the quality of agricultural fruit to a certain extent
[22]. At present, consumers have strict requirements on the
quality of products, which also shows the need for supporting
products to ensure that the products are of good quality when
they are delivered to customers. The planting, production,
packaging and transportation of products all need to make a
comprehensive treatment plan. By ensuring the quality of its
products, it builds its own brand of agricultural fruit and also
ensures a place in the case of market pressures. In recent years,
with the exposure of some food problems, people pay more
and more attention to food safety. It needs to require the
quality and price of agricultural fruit to meet safety testing. It
gradually formed the farmers’ own brand advantage [23].
Although the purchase directions of agricultural products
enthusiasts have also become diversified, agricultural fruits
are products that people consume daily. If foreign agricultural
products are put into the market, it will also have some impact
on the current agricultural product industry, which makes the
company in a profitable state. By adding new marketing
methods, it increases the proportion of enterprises in the
market, so as to achieve the best revenue benefits. The ap-
plication of the brand to the product is very important, it can
convey the special information of the product. Through the
comparison of quality, price, product quality, and various
links, we can create our own brand advantages. Therefore, it is
necessary to establish its own supporting facilities for agri-
cultural fruit to ensure the successful establishment of the
brand. It also has the transportation industry, which also
needs to be improved. It needs to do a series of measures from
the picking, cleaning, refrigeration, and processing of agri-
cultural fruit. It is then distributed to ensure product quality
[24].

Among the evaluation indicators of economic devel-
opment, the development of agricultural fruit is also easily
affected to a certain extent. In the construction of the model,



the main goals are the technology, sales, market share, profit,
and popularity of the company in operation [25]. It takes
Internet technology, e-commerce technology, informatiza-
tion degree, and logistics technology as variables. The in-
vestment cost of agricultural fruit itself is also a factor that
affects the model. Therefore, the calculation method of es-
timation is adopted in this paper to analyze it. Through the
evaluation after information processing, it analyzes and
judges the sales of agricultural fruit of big data. According to
the model structure described above, this paper verifies the
authenticity of the data and variables. Through the fuzzy
evaluation method, it performs an integrated calculation of
the summarized data. First of all, a set U needs to be formed
for the variables in the model, as follows:

U=U,Up,U,...,U, (1)

n is the influencing factor. The customer’s evaluation of
agricultural fruit is collected to form an evaluation set as
follows:

I:]1>]2>~~']C~ (2)

C is the evaluation level, and the weight of possible
influencing factors is W, as follows:

W=(W,W,,...W,). (3)

Among them, the range of W is (0.1), and there are the
following situations:
1

ZW: L. (4)

r=1

Then, a matrix can be established to analyze the eval-
uation level, such as:

R= (rn)p+c' (5)

pis the level influence factor, r;; represents the jth level in

the i item, and the establishment matrix is as follows:

7‘1_1 }"1‘
R=4... ... .., (6)

Tl A e

It is differentiated by C kinds of evaluation grades, from
very unsatisfactory (40) to quite satisfactory (100), and the
measurement calculation is carried out, as shown in Table 1.

From the table, we can see that China’s agricultural
e-commerce level is still at a medium level, and China’s
agricultural fruit has great potential for development in
e-commerce. Considering other factors, Internet technol-
ogy, and e-commerce technology will have an impact on the
effect of the marketing model.

3.5. Significance of E-Commerce Marketing Model of Agri-
cultural Fruit. In the current era of big data, the economic
benefits of the network marketing model are huge. And
agricultural fruit, as our daily essential products has a huge
market share [26]. E-commerce under big data currently has
many specialized technical personnel for operation and
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maintenance. It also shows that under the current structure
of information explosion, the role of agricultural fruits in
economic circulation is undoubtedly huge. Because of the
advantages of agricultural fruit, they will definitely be able to
obtain economic benefits. E-commerce breaks the com-
munication barriers between different countries so that there
are no geographical restrictions between trading countries,
and it also provides friendly trading opportunities between
countries [27]. The agricultural fruits are sold to various
countries through the Internet. In China, the supply and
demand plan can be adjusted according to the market de-
mand, and an independent brand can be formed abroad.
During the transportation of agricultural fruit abroad, strict
control of product quality can not only promote regional
exchanges and trade but also form a friendly trading market
and achieve win-win cooperation. Because the production of
agricultural fruit requires a specific environment, the pro-
portion of foreign traded agricultural fruit in the foreign
economic market is relatively low. At present, the agricul-
tural fruit in China’s foreign trade is mainly aquatic products
and fruits and vegetables [28]. The quality requirements for
these products are strict, and the technical requirements are
high in terms of preservation and transportation. China’s
agricultural fruit sales model is still developing, and it needs
to be sold both online and offline. The information age has
also led to the opening of all economic and trade markets,
which is both an opportunity and a challenge for the Chinese
market. Nowadays, people also prefer to conduct transac-
tions on the Internet. As long as China’s agricultural product
industry has a sound marketing model, it can better occupy
the market share. Of course, these need to learn from the
marketing methods of other countries. By fully under-
standing the market, it can create greater marketing space
for Chinese agricultural fruit.

4. Comparison of Traditional Marketing and
Marketing Models Based on Big Data for
Agricultural Fruit

This paper investigates the self-operated merchants of ag-
ricultural fruit in recent years. Through the traditional ag-
ricultural product marketing model and the marketing
model based on big data, this paper compares the local
popularity in terms of turnover, market share, and business
profit. The constants in this paper are the number of surveys,
sites, and population circulation. Building from the above
model ensures that these constants are weighted the same. It
guarantees the accuracy of the investigation.

In terms of turnover, due to the limitations of traditional
marketing and the pursuit of simplicity in people’s shopping
methods, there are also differences in turnover between the
two. In this paper, the daily turnover is compared with the
monthly average turnover, and the same number of self-
operated agricultural fruit stores are investigated, and the
results are shown in Figure 5.

From the comparison chart of the two, it can be seen that
the daily turnover of agricultural fruit e-commerce based on
big data is about 1223 yuan, and the daily turnover of
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TABLE 1: Factor estimation table.

Score 40 50 60 70 80 90 100 Mean rating
Overview 0.087 0.090 0.101 0.235 0.213 0.117 0.08 71.021
Internet technology 0.048 0.091 0.182 0.271 0.231 0.125 0.072 71.941
E-commerce technology 0.071 0.092 0.158 0.228 0.226 0.142 0.082 72.024
Degree of informatization 0.068 0.090 0.172 0.241 0.225 0.142 0.075 68.221
Logistics technology 0.0912 0.0952 0.195 0.26 0.211 0.132 0.068 69.321
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F1Gure 5: Turnover comparison.
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FIGURE 6: Market share of agricultural fruit marketing.

traditional stores is about 808 yuan. In the era of information
explosion based on big data is about 50% higher than that of
traditional agricultural fruit, which is also relatively high. It
also shows that the information circulation under big data is
more extensive. The agricultural fruit sales model in the era
of information explosion is more in line with the process of
the times. People are also gradually adapting to the mar-
keting model under big data information.

According to the survey in recent years, there are ob-
vious differences in the market share of traditional mar-
keting and agricultural product marketing based on big data
in different regions, as shown in Figure 6. With the progress
of the times, the situation of the surveyed area is also related
to the level of local development. The more developed the
place, the less the proportion of traditional marketing will
be.
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The data from the survey shows that in the same region,
the proportion of the old sales model of agricultural fruits in
the market is showing a downward trend. Compared with
e-commerce marketing in the era of big data information, it
is showing an upward trend year by year. It also shows that
the proportion of the old sales model of agricultural fruits is
gradually declining, and it has gradually become unsuitable
for contemporary people. The e-commerce agricultural
product marketing model in the information age is gradually
replacing the traditional agricultural product marketing

model. In underdeveloped cities, the situation in these two
situations is basically unchanged. There is no comparison in
the text, this is also affected by the region, which is an
objective fact.

In traditional agricultural product marketing, many
middlemen will earn the price difference, resulting in lower
profits for farmers. And now the information-based agri-
cultural product marketing model reduces the unnecessary
steps in the middle. It only needs to use the logistics method
to make agricultural fruit delivered to customers. In addition
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to the transportation and storage costs of agricultural fruit, it
still has huge profits. The profit comparison chart of the two
is shown in Figure 7.

By comparing the monthly profit, quarterly profit, and
annual profit of the same number of stores, it can be found
that the profit of the agricultural fruit marketing model in
the era of the information explosion is 15% higher than that
of the old sales model. It also shows that the agricultural
product marketing model based on big data can directly
improve farmers’ profits, which brings intuitive benefits to
farmers.

Because of the data age, traffic has also become very
important, in the traditional marketing model of agricultural
fruit. It may only be famous locally, but e-commerce is
multi-directional, and as long as the agricultural product
information is released, it will be published on major
shopping apps or other channels. The people who need it will
see the information. After a period of time, people will also
have a certain impression of this agricultural product brand,
and the popularity of agricultural fruit will also increase. As
shown in Figure 8, the evaluation of agricultural fruit in
people’s minds is divided into 7 levels. Ratings and ratings
are proportional to popularity.

According to the evaluation data of the survey, it can be
seen from the evaluation scores of traditional marketing that
the popularity of traditional marketing has increased, and
the popularity has increased relatively slowly. Although the
e-commerce agricultural product marketing model has a low
starting point in the era of big data, its popularity has in-
creased rapidly in the next few years. It also shows that the
traffic brought by the information age will also increase the
popularity faster. It also forms a sharp contrast to the traffic
in the traditional mode.

5. Conclusion

This paper mainly compares the marketing model of agri-
cultural fruit e-commerce with the old sales model in the era
of the information explosion. It is compared in four aspects:
turnover, market share of agricultural fruit, profit, and
popularity. Through the method of investigation, this paper
uses the fuzzy evaluation method to establish an evaluation
model. Finally, the agricultural fruit sales model under the
Internet is 50% higher than the traditional agricultural fruit
sales model, and the market share of agricultural fruits is also
rising, but the market share of the traditional agricultural
fruit sales model is declining, and the overall profit has also
increased by about 15%. It has also created a special agri-
cultural product brand, and its popularity is also rising. In
this way, the agricultural product market will also be more
marketable. At present, the sales system of agricultural fruits
in e-commerce is not complete. There are still great chal-
lenges. Agricultural fruits also need to grasp the welfare of
the current information age. By advancing faster and better,
it creates a more complete operating system and breaks
through the limitations of agricultural fruit themselves. It
jointly seeks greater profits for farmers and promotes the
pace of the Internet age. In the era of e-commerce, agri-
cultural fruits also need to gradually adapt to the progress of

the times. It relies on technology to go better and farther. It
promotes the steady development of agricultural fruit under
e-commerce more quickly.
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