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Abstract

Through the analysis of the trend of younger consumption of health care products, this paper dis-
cusses the marketing strategies and challenges of enterprises under this trend. As young consumers
become an important force in the health care products market, companies need to constantly adjust
their marketing strategies to better meet the needs of this group. The application of digitalization
and technology provides a new development opportunity for the health care products industry,

SCESIH: A, GRS RS T IE BRI BT S, FT R S TR, 2025, 14(1): 175-182.
DOI: 10.12677/ecl.2025.141023


https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2025.141023
https://doi.org/10.12677/ecl.2025.141023
https://www.hanspub.org/

TH

including precision marketing, content marketing and social media interaction. While the health
products market grows rapidly, it also faces a series of challenges, such as false publicity, market
competition and changes in regulatory policy. In the future, companies need to address these chal-
lenges by improving brand transparency, innovating marketing strategies and strengthening con-
sumer education, and actively explore the development direction of personalized health manage-
ment and omni-channel marketing.
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