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Abstract

This study conducts an in-depth analysis of the current development status of hairy crab internet
marketing in the e-commerce environment and explores corresponding development strategies.
By examining the existing situation of hairy crab online marketing, it identifies key issues includ-
ing high logistics and distribution costs, significant fluctuations in consumer demand, and ram-
pant counterfeit products. Building on this analysis, the paper proposes strategic countermeas-
ures adapted to the e-commerce context. These include strengthening infrastructure development,
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adopting differentiated marketing positioning, and innovating marketing content and formats to
enhance the online sales performance of agricultural products. The research aims to provide theo-
retical guidance and practical recommendations for hairy crab and other agricultural product net-
work marketing, facilitate deep integration between the hairy crab industry and e-commerce, and
promote the healthy development of the hairy crab industry chain.
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