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Abstract

With the deep implementation of the rural revitalization strategy and the intensive development of
the integration of agriculture, culture, and tourism, Xinghua City has incorporated the marketing
and promotion of Xinghua hairy crabs, a special agricultural product, into tourism projects, achiev-
ing certain results. However, the brand’s awareness and sales volume still need to be improved. To
this end, this paper uses SWOT analysis to study the marketing of Xinghua hairy crabs from four
aspects: strengths, weaknesses, opportunities, and threats. It finds that the offline sales channels of
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Xinghua hairy crabs are smooth, the brand has a certain influence, industry associations standard-
ize brand building, and there are opportunities for the innovative development of sales channels
and in-depth integration of agriculture, culture, and tourism. However, there are still weaknesses
such as a lack of e-commerce sales talent, unclear brand positioning, insufficient brand promotion,
and inadequate depth of agricultural-tourism integration, as well as unfavorable conditions such as
fierce competition on e-commerce platforms and market pressure from well-known brands. Based
on this, the paper proposes recommendations including regularly organizing e-commerce sales,
shifting sales resources online, targeting the mass market, highlighting brand advantages, intensi-
fying promotion through e-commerce platforms, exploring cultural value, and promoting in-depth
integration of agriculture, culture, and tourism.
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