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Abstract

In the context of China’s e-commerce environment, with the acceleration of digitalization and the
increasing popularity of online shopping habits, platforms like JD.com must continually adjust
their marketing strategies to effectively respond to ongoing market changes and diverse consumer
demands. This study utilizes the 7Ps marketing theory (Product, Price, Place, Promotion, People,
Process, and Physical Evidence) to analyze how JD.com integrates these elements to meet the ex-
pectations and preferences of modern consumers. The paper focuses on how JD.com optimizes
product presentation, implements flexible pricing strategies, and enhances customer satisfaction
and loyalty through efficient logistics and customer service. The findings of this study are signifi-
cant for understanding marketing strategies in the e-commerce environment, revealing that a
comprehensive application of the 7Ps can significantly drive the commercial success and sus-
tained growth of e-commerce platforms, providing valuable empirical support for e-commerce
marketing strategies.
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BE & 2R AL R IGE, BRSO ARG I E IS, Jy . AR E, TR 55 R
RIBINEZ, Wi ChERTFRESIRE(2022) Bon, &EB TS 5% 43.83 Jifeot, FLEK
3.5%, s [ HACTH T ) STBAE 2 07 e R, AT ESER B TFRIS T2 —, 2023 4
PUZRE, ot AR 4 FITE AR 92 B0 F £ vHHE R 38 T b 2 =)0 A AR i R D 84 {2 e NIRRT, 42
kB 352 AZC NIRRT, BTN, OB A AR A AT B A R G S ER . T
Iy ) PR AR AL A 2 2 75 SR 0 H 28 2 AR A0 ESR B RS 1 & AWV AN O OB B SRR, AR I
AT 3 1 0o

T E MBI A A R AW, M5 APs B4 & RS IZ M kel TPs EiHA & B
W, fELUMERI F(Product). 41 4% (Price). ZEi# (Place). {4 (Promotion)#:fitl aE4d H 7 A 5 (People). it
FE(Process). ¥ &7~ (Physical evidence), HEiGHIH A E Y N ALK 7= S BE SR T 2RSS 2 TH, EEA
MIRZ, R T NS P E B[], fEE L, AR TOEL R 7Ps HA N H T H TR %51 5
Yl 1AL g A R AR IR MV 55 RS P R RE 1) . FESCiR b, B FUBUER A I AR St 1 5%
PRACHITE WL, oy FAth LR A VAR A T B 22, R EATIAE B 17 3 5 4 o SE AT Rt sE r B &
R B SRS

AW BRI R AR W R 7Ps B EIE—— R . RE. 24y, AR, Mg
T R 7R ——R NSk FE 7 45 PR B P O BRI MLIE o 38 Ik TR N AT 5 AR I SRS SE R AN, A SOB IR IX
SEE B 2 A 0 E AT VI E) AR AR B S R R, SR B, RS A R MRk K. T
A [ M 2R A R 7 451 6 72 B SR B AT 5 SR

DOI: 10.12677/ecl.2024.133581 4727 HLF 7 55 Ve


https://doi.org/10.12677/ecl.2024.133581
http://creativecommons.org/licenses/by/4.0/

Dsp %

2. kA
2.1, EHEM

H—AKP—— CEMEE) , AHMMHLIE, —HEH#ZA “the bible of the marketing” [2]. HRE
BYE A LR E A R ERGE. T ARKIAER . S LB POE R R, B R
Wi AE, Al 75 B 2 SRR & RE B o1 5 A s T, 38t SR 22 REAL 107 B S R 513 P
MY A, T BRI P R, AT DA B AL 7E 32 42 1 T 3% R R FE S Ay
[3]. W%, CHILZMEREMER T, R BRAEIMLS: . B P04, A RHERE
BT, MRS R RSN RE[4]s Ml RS A oG E BRI E B RS, AiE T EE IR
DU, S 358U Ak 1 SE R [5]; 1 6 28 Fh i St Ui A b 4 SRS SR T FH P T SR AT A M 20842 6] -
IX LN 1 B IH SR T BT AR R A AEHES B B AR LR E Q8 S, S ATAMOESR T I SEEh
ML, BT 7 S A ST AT, X T S AT S TS E A SR, M AR S ST R S )
RIETT o AR, XFER AL T BERBIR R AE R B EAR, DRSS I misa s etk .

2.2. 7Ps E$4AETEIL

HLAE 1964 4F, EHEMTIAENAFEZ R E R T 4Ps AR, 2L 7 TnE
MZAEZNAMZOE T PHR i TRIENMIEE, XA BTN 20k T 7Ps ERIH A
TR DY HEATCER EIIN T =N SRS EH R HMRMHITR: AN IR ALRE, #2205 i
HIBHEZR[7]. fEEE WL, RATATLIIERS] 7Ps EHH G FICAMUAERR EAR R T #E— B9 AR
T HAESEBRR s 1 2 RS PR R . OB I LR, £, s
A LU 7Ps EHEIG A M FEET LS, CUE N T A TG SR S R8T TSI A6
RS E A AT FT SRR 1 PR R AN DI 35 O B, SRR 1 7Ps BB AE R R Ml ATk 1 S S I
{E[9]o XU TERE—PAUESE T IX —BRAE RS AT, AT R i SE e L, Bt T SERRER IS5
HEZR[10]. REEHFFIAMNA T T 7Ps BBHIAZ, WONAFEATILR I E S SRS IR0t B
2.3 HBRETA

FERT RIS, KT BRI LTE 4 B bR G MR 2 A 2, TEE e aediat, il
WA H IR BIE A [11]. XM HE A T4 HSE - i g, Herp il sl 5 SR e T
HCRE T BT 3238 A AT Dy Bl A e USRI B s 3R TY K B RIR BRAT W Rx 8 4
T S0 i 4 B PR STAT D9 A D EE DR BORART 1 B 8 (K AN [ AT Dt 5 B DR AT A 45 SRS e 35 (0 S i) S 454
HEF[12], fEIHPFIRTIHE, Radhi A1 Zhang W 7E 1A [FIAR B 0RTE R ¥ 9234 f 2 AR 5500 XURIE %
BT E i SR B SE IR [13] . Lan SE BT 1 Fa SRANHRE (14 2 85 7 DX B2 AHAN[R]I8 B Rk (9 70 8 7 e 14 e e
T BLRNK[14]. Jiang A1 Cai 70 #7 1 1H 9 & AE W SRR sl 24T 9, G5 RERH1, Sihah il 2447 8
A RE S PR S AR TR[15]. XU TER ], BRARAIA RUS0H 25470, JCHOR IR BRI SE 45 A4k
179, TR 55T G 1 E A R T 3 SRS A AL B A e R SR B AT IR AN AT 2 AT A
2o HUR AR A BE BT I AL T S8 TR, TR R se S i F Rt R B K
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Bl Qg 100 ARELe, KBk T HAL SRR SURKTT S A DUE S 90H 9, et
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43. FEBRFESH

HAMEATEAE TN ERES 5%, HikEZ Tz, HEZEqH i B E R R
WAEE. P22 UULIFT 5. DU RN SR EEZSE M, W& 1.

Table 1. Main competitors analysis table
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B CHEZR SLTHRR RMERSEGXER, DLP & SLE R EL AR SoOREsRIZ R
JE G, R B 7 WEAL R N E B RN N e

BRI i I R RSO i 44, HEShER BTN RS R EER MR &, W= 4T C2C, ik
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2) Wrg MIEE RS £E “6187 M1 “XU 117 SEIRHEMT A FE PR AR RO e 835 3, AnBRIN
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3) AMMEACRIECE SR R E A R R B RN T e 2 E AT W HEAT 0T, R BURSHERT ™ i T
AR T, AT B ot e P S B 25 T

DOI: 10.12677/ecl.2024.133581 4730 TR 4TS


https://doi.org/10.12677/ecl.2024.133581

5. WA 7Ps EtHRIEPFERNEERRE
5.1. WE~ MRS RREEHE

FURAE — SR A15p THI7 Q1E 1 o R 5 7™ it AR vy i 5 1 o o <58 AL T AR R 2 65 S ¥ 2l 2 A A
(755K o RV E R 2 H0H 2 i1 A0 H ] S TR DL €, (ELAEZE 12 dh T i R S T A AL L 5 1
BRI 7B RS i I BERL . AL Z T, RAESELTIE & M7 Gl 5 E b sl K SR E 2
HEFERN SN (¥ it e BEAL,  BURTEME R BCE AL S S R AN S B T TR FE b LR, X TR
AN R DL A2 TR S A R SR K 2 4

AR R TT A e, 5502 575 T BTN ETE 40 T . 757 5 it 1
J 2 LTI T I 2% B A3 22 A0 1A 7 it AR 6 A0 R D i 2 » T DR BRI 25 Ao 1058 (O E 2R PR R I AR
UL 3D 7= TR I 5 A P (K LA AN SEARES . AL R, R BAATELR EIR ARG 7 i B
IR, (HAE 2R HIA T R A AR YG T3 T, WIS (VR) ARG . 4 55 IS (AR) i 7= 45 75 T 982
ez .

5.2. RAEMEERESREY Rk

FURTEN RSN L (0 FE VA AL, Ry R AR RN N 11737 5 T, 5 5 2 2 (3h & M A E,
FL A B S HLh Z BRI . BRAh,  SUARLE R U (R S T 2 i K A% R R B S I B ke i 47 48
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