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Abstract: In recent years, the Central Committee of the Communist Party of China has regarded improving the living environment in
rural areas and building beautiful and livable villages as important tasks in implementing the rural revitalization strategy. The tobacco
industry actively obeys the overall strategy of rural revitalization, conscientiously implements the requirements of the Party Central
Committee's comprehensive deepening of reform, actively responds to the rural revitalization strategy, is committed to rural
revitalization, and accelerates the improvement and upgrading of the brand cultivation of rural power grids. The revitalization of rural
areas is crucial to the fundamental well-being of farmers. How to promote stable income growth for rural network customers and drive
rural consumption upgrading through the cultivation of rural network brands is an urgent research topic in the industry. The article uses
the SWOT analysis model to conduct a comprehensive and overall analysis of the situation in the jurisdiction, identify the strengths,
weaknesses, opportunities, and threats in the cultivation of rural power grid brands, and explore the current difficulties faced by the
cultivation of rural power grid brands; A specific analysis was conducted on the three elements of "person, product, and market" in the
retail terminal of rural power grid, identifying the difficulties and main reasons in brand cultivation work. Based on the 4P'S marketing
theory, corresponding solutions were proposed from the dimensions of brand source placement, cigarette price management, terminal
system construction, and industrial and commercial collaborative quality improvement.
Keywords: 4P'S marketing theory; rural power grid construction; brand cultivation
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