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Abstract. This study presents an integrated promotion system based on cloud 

computing to enhance the brand value of Xinhui Dried Tangerine Peel Village. 

By combining online e-commerce platforms and social media with offline stores 

and events, the system aims to improve brand communication and marketing 

efficiency. The system integrates three key subsystems: online promotion, offline 

promotion, and data monitoring and analysis, enabling precise, data-driven 

marketing strategies. The research evaluates the system’s effectiveness through 

key metrics such as sales growth, user conversion, and brand awareness. The 

findings suggest that the system can significantly boost brand recognition and 

sales, especially among younger consumers. Future improvements may include 

AI-driven personalized marketing and global expansion to support the promotion 

of regional agricultural brands. 
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1 Introduction 

The integration of cloud computing into brand marketing has become increasingly 
important, especially for traditional industries with strong regional and cultural identi-
ties. While digital technologies have improved agricultural production and supply 
chains, their application in the holistic promotion of geographical indication[7] products 
remains limited. 

This study addresses that gap by proposing a cloud-based online-offline promotion 
system for Xinhui Dried Tangerine Peel Village, aiming to support data-driven, per-
sonalized, and culturally grounded marketing. By unifying digital and physical chan-
nels through cloud infrastructure, the system seeks to enhance brand consistency,
optimize promotional strategies, and strengthen cultural communication. 

The structure of the paper is as follows: Section 2 reviews related research; Section 3 
outlines research content and methods; Section 4 discusses key technologies and the-
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ories; Section 5 presents the system design; and Section 6 concludes with insights and 
future directions. 

2 Research Background 

Xinhui Dried Tangerine Peel Village, a leader in the Xinhui tangerine peel industry[1], 
is deeply rooted in regional culture and brand value. Despite its rich history and
high-quality product, the brand faces challenges in coordinating online and offline 
marketing efforts due to a lack of effective data integration. [8]Cloud computing offers a 
solution by enabling the seamless integration of online and offline data, allowing for 
more precise and personalized brand promotion. This research aims to design an inte-
grated system based on cloud computing to enhance brand marketing efficiency and 
effectiveness. 

3 Research Status at Home and Abroad 

Domestic research on the brand promotion of geographical indication agricultural
products has made significant progress[13], with many studies focusing on sales models 
like e-commerce platforms and offline experience stores. These studies emphasize 
expanding markets through online channels and enhancing brand communication via 
e-commerce and social media, while also highlighting the role of offline stores and 
agricultural exhibitions in promotion. [6] 

In cloud computing applications, research has concentrated on improving agricul-
tural production, management, and marketing efficiency, such as in data monitoring 
and product traceability. However, studies combining cloud computing with integrated 
online-offline promotion for geographical indication products are limited, particularly 
in exploring how data collaboration can enhance brand culture and value dissemina-
tion. [3] 

Internationally, there are successful cases of integrated online and offline promotion 
in agriculture, such as a wine brand that combines an online platform with offline 
winery experiences. Cloud computing has also been applied widely in areas like pre-
cision agriculture and supply chain optimization. These cases provide valuable in-
sights, but due to differences in market environments and brand cultures, they cannot 
be directly applied to Xinhui Dried Tangerine Peel. [9]Therefore, this research will draw 
on international experiences to explore an online-offline promotion strategy tailored to 
the unique characteristics of Xinhui Dried Tangerine Peel Village. 

4 Research Content and Methods 

This research aims to design an integrated promotion system framework for Xinhui 
Dried Tangerine Peel Village using cloud computing platforms, offering theoretical 
guidance for the brand's future promotion. The methods include a literature review of 
cloud computing, online-offline integration, and brand culture theories, providing
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foundational support, and a system design phase to develop an architecture and mod-
ules that meet the needs of coordinated online and offline promotion. 

5 Relevant Technologies and Theoretical Foundations 

5.1 Cloud Computing Technology[11] 

The service models of cloud computing (IaaS, PaaS, SaaS) and deployment models 
(public cloud, private cloud, hybrid cloud) provide flexible technical solutions for
brand promotion. The IaaS model offers on-demand access to server and storage re-
sources, which can meet the computing needs during peak promotional periods. The 
PaaS model provides data processing and application development platforms, sup-
porting the integration and analysis of online and offline data. Hybrid cloud deploy-
ment balances data security with resource elasticity. 

For the Xinhui Chenpi brand, the core value of cloud computing is reflected in three 
aspects: First, data integration. Cloud computing[12] enables real-time collection of
sales data from e-commerce platforms, interaction data from social platforms, and 
participation data from offline events, helping to build a complete user profile. This 
supports the customization of cultural content and adjustments to sales strategies.
Second, cost optimization. By renting resources on demand, the need for significant 
hardware investment is eliminated, lowering the costs associated with information
technology infrastructure. Third, efficiency improvement. Distributed processing
capabilities allow for the rapid analysis of large volumes of data, shortening the cycle 
from "data collection to strategy adjustment," ensuring real-time optimization of
promotional effectiveness. 

5.2 Online-Offline Integrated Promotion Theory 

The O2O (Online-to-Offline) model connects online and offline channels, allowing 
consumers to access product information, place orders online, and either experience 
products in-store or make purchases online. For Xinhui Dried Tangerine Peel Village, 
this model integrates e-commerce with offline stores, experience centers, and events to 
boost brand recognition. Offline activities can drive engagement with online platforms, 
supporting higher sales. [4] 

Omnichannel marketing focuses on coordinating multiple channels to deliver a
consistent brand experience. By aligning e-commerce, social media, and offline stores, 
companies can synchronize messaging and optimize resource use. For example, online 
promotions can be mirrored in-store, while offline events can be live-streamed. This 
approach enhances brand recognition and value, which will be incorporated into the 
system framework design to maximize brand promotion. 
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5.3 Brand Promotion Theory of Dried Tangerine Peel 

The Brand Positioning and Market Segmentation Theory emphasizes targeting the right 
market segments based on consumer demands and a brand’s strengths. Xinhui Dried 
Tangerine Peel Village has a diverse consumer base[2]: middle-aged and older indi-
viduals value the health benefits and traditional culture, highly-educated consumers 
focus on quality and cultural heritage, while higher-income groups are drawn to the 
product’s scarcity and collectible nature. The system will use these insights to create 
tailored promotional strategies for each group. 

Consumer Behavior Theory[5] examines the psychological and behavioral factors 
influencing purchasing decisions. Younger consumers prefer the convenience of online 
channels, while older consumers trust offline stores for their ability to experience the 
product. This theory will be applied in system design to optimize promotional content 
and methods based on the preferences of different consumer groups. 

6 System Design 

6.1 Overall System Architecture 

The overall architecture of the system adopts a layered design, divided into three layers: 
infrastructure layer, platform layer, and application layer. See Table 1. 

Table 1. System Architecture Layers 

Layer Description Service
Model 

Infrastructure 
Layer 

Relies on cloud computing technology to provide server, storage,
network, and other infrastructure support. Ensures the system has a
stable and efficient operating environment during both online and
offline promotion processes. [10] 

IaaS 

 
 
 

Platform 
Layer 

Based on the PaaS service model, this layer provides platform
support for data processing, application development, and other
services, including databases, middleware, etc. It enables data
integration, sharing, and offers data services to upper applications. 

PaaS 

 
 
 

Application 
Layer 

Consists of online promotion subsystems, offline promotion sub-
systems, and data monitoring and analysis subsystems, directly
serving users and operators. It provides specific promotion func-
tions and data analysis results. Subsystems interact and collaborate
through the platform layer to optimize the promotion strategy. 

SaaS 
 

 

6.2 Subsystem Design (in Table 2) 

Table 2. Subsystem Design 

Subsystem Key Features Purpose 
Online Pro-
motion Sub-

E-commerce Integration: Connect with 
Tmall, JD for detailed product pages. 

Enhance digital presence, 
boost consumer engagement.
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Subsystem Key Features Purpose 
system 

 
Social Media Management: Regular content

on Douyin, Xiaohongshu for real-time 
interaction. 

Increase brand visibility, 
especially among younger 

demographics. 

 

 Cultural Storytelling: Present history, pro-
duction, and health benefits of the product. 

Build consumer trust and 
strengthen brand recognition. 

Offline Pro-
motion Sub-

system 

Offline Store Management: Support inven-
tory, product tracking, and POS integration.

Create a seamless in-store 
experience, optimize layouts 
based on consumer behavior.  

 
Event Planning and Execution: Facilitate 
offline events (e.g., tastings, exhibitions) 

with online promotion. 

Drive participation and 
purchases, enhance offline 

engagement. 

 

Integration with Online Channels: Encour-
age event attendees to engage with online 
platforms through virtual promotions and 

live-streamed events. 

Bridge online and offline 
experiences, increase online 

engagement. 

Data Moni-
toring and 
Analysis 

Subsystem 

Consumer Behavior Tracking: Analyze user
interactions to optimize future campaigns. 

Optimize campaigns based 
on user behavior and product 

preferences. 

 

 
Sentiment Analysis: Monitor social media 
and reviews to gauge consumer sentiment. 

[13] 

Improve brand positioning 
by understanding consumer 

feelings and opinions. 

 
Sales and Campaign Analytics: Track the 
performance of sales campaigns, measure 

ROI, and customer acquisition. 

Refine marketing strategies 
and ensure the effectiveness 

of campaigns. 

6.3 Cloud Platform Integration 

The system integrates with cloud computing platforms to enable real-time data storage, 
processing, and sharing. Cloud-based storage ensures secure, accessible data across 
devices, while security protocols protect consumer data and ensure privacy compli-
ance. The system’s scalability allows it to handle high traffic during peak periods, 
maintaining performance. Cloud integration also facilitates smooth coordination be-
tween e-commerce platforms, social media, POS systems, and customer databases, 
ensuring consistent brand messaging across all channels.[14] 

7 Conclusion 

This study proposes a cloud-based integrated promotion system for the Xinhui Chenpi 
brand, combining online and offline subsystems to enhance brand culture and mar-
keting effectiveness. While the framework addresses branding challenges, practical 
validation is needed. Limitations include potential discrepancies with real market
conditions, consumer behavior influences, and challenges in data security and user 
adoption. Future improvements may involve AI-driven personalized marketing, global 
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expansion, and collaborations with agricultural enterprises to refine the system and 
promote regional brands, generating economic benefits. 
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