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Abstract

With the improvement of people’s material living standards, the growth of cultural literacy and spir-
itual needs has become increasingly significant, promoting the prosperity of the book market. How-
ever, the rapid development of the Internet and e-commerce has posed an unprecedented challenge
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to the traditional book publishing and sales model. Book companies need to constantly innovate
their marketing concepts and use more flexible and efficient marketing strategies to cope with in-
creasingly fierce market competition. In this context, e-commerce has not only changed the way
books are circulated, but also made marketing methods increasingly diversified. This article will
explore innovative strategies for book reading promotion and marketing from the perspective of e-
commerce, aiming to provide reference for the further development of the book market.
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