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Summary. With the development and growth of various e-commerce plat-
forms .The sales and publicity of Qingyang apples through the network can not
only increase product sales and revenue, but also further expand the popularity
of products, increase the market share of products, which is of great significance
to the development and transformation and upgrading of Qingyang Apple indus-
try. This paper starts with the sales mode of Qingyang apple, so as to realize the
multi-level implementation of Qingyang Apple network marketing strategy, so as
to promote the further development of Qingyang apple industry.
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Summary. This article explores strategies for social network marketing in
China. By gaining a deep understanding of the target audience, choosing the
right social platform, providing valuable content, actively interacting with users,
making reasonable use of advertising, carrying out cooperation and cooperative
promotion, conducting data analysis and optimization, innovating personalized
marketing methods, establishing a good reputation and brand image, and
complying with laws and regulations, enterprises can enhance brand awareness,
increase user interaction, improve sales performance, reduce marketing costs,
and stand out in the highly competitive market. However, social network
marketing needs to be constantly adjusted and optimized according to market
and user changes, while maintaining sincerity and transparency, and building a
relationship of trust with users to achieve long-term marketing results.
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