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Abstract

The rapid development of rural e-commerce has opened up new channels for the sales of apple prod-
ucts and promoted the digital transformation of traditional agriculture. The rural e-commerce en-
vironment is characterized by gradually improving infrastructure, diversified consumer demand, and
innovative marketing methods, bringing significant opportunities for online marketing of apple prod-
ucts. However, online marketing of apple products faces challenges such as talent shortages, low
standardization, and limited brand influence, requiring the construction of a systematic marketing
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system to address these issues. The construction of a multi-channel online marketing platform in-
tegrates mainstream e-commerce platforms, social media platforms, and live-streaming e-commerce
to form a three-dimensional marketing network. Apple product brand building requires in-depth
exploration of regional cultural connotations and the construction of a distinctive brand story and
visual identity system.
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