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Abstract

As a strategy to integrate cultural factors into corporate marketing, cultural marketing aims to en-
hance the added value of products and services and better meet the spiritual needs of consumers.
With the vigorous development of e-commerce economy and the advancement of market globaliza-
tion, cultural marketing has become an important marketing strategy for enterprises. At present,
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the scale of Internet users in China is huge, which has opened up a broad market space for cultural
marketing and contains huge commercial potential and development opportunities. By accurately
grasping the cultural needs of consumers and skillfully using cultural elements to build brands and
promote products, Luckin Coffee has successfully implemented cultural marketing strategies and
realized the improvement of brand value and the expansion of market share. This paper provides a
useful reference and inspiration for cultural marketing in the era of e-commerce.
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