E-Commerce Letters Fi-TFi%59Fi2, 2025, 14(1), 2092-2100 Hans X0
Published Online January 2025 in Hans. https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2025.141262

HEER FTHIEEMEHER-ES R XH

—ABERRBEDmE AR5

L %

SR ASE LB, 51 SR

A
x|

ks HiH: 20244F10A28H; FHAHEM: 20244113 18H; KA HM: 202541 517H

H E

BEELTFH CER R, BAMME AR LR &Rtk AR & B R 70 KRR R R
o B, BAEMTWAFEERNTSES . EASEBRMERIANA, BTRFEA—MIFTRETE
&, EERESBRBEENEM, CIRFMETEST, Fod SIEERNTSEH. AXUELE
TANARETHHKTAENABANR, BESEHRRENHTZRL, RETETHFERT
HIE SRS T T AR, BATHRBEERT B iR A N BB 8 85 SR .

XA
ZHETAR, HEEER, HTRS, BEHER

Analysis of Marketing Problems and
Strategies in Sanitary Napkin Industry

under E-Commerce Background
—Taking the FREEMORE Anitary Napkin Brand as an Example

Man Kong

School of Public Administration, Guizhou University, Guiyang Guizhou

Received: Oct. 28", 2024; accepted: Nov. 18, 2024; published: Jan. 17t, 2025

Abstract

With the rapid development of the economy, sanitary napkins as daily necessities and consumables
feminine hygiene products have become a rigid demand for nearly 700 million women in China.
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Therefore, the sanitary napkin industry has huge market potential. In today’s era of Internet devel-
opment, e-commerce, as a new economic form, is playing an increasingly important role in enhanc-
ing the competitiveness of enterprises and helping them occupy a larger market share. This paper
takes the FREEMORE sanitary napkin of Baiya Sanitary Napkin Co., Ltd. as the research object, ana-
lyzes the market situation of FREEMORE sanitary napKkins, focuses on the marketing strategy in the
context of e-commerce, and analyzes the marketing problems and strategies of FREEMORE sanitary
napkins in the context of e-commerce.
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1. 51§

i 2024 4F FARERRIE PV HGTR RAT IS AT /il o, B RAETEEE 40 LR, AR
N TR EE 7 AR R, I AR TR BRI IR, ARG A A IR TE SO
L ERE SN SRR, (HBEE BB BRAT R P S I, Bk 2 1T 2 T iR B
EW EISE PA . TG BA R aEEE 20T, TTUER RN, XRRHR%E T A
MR B IR0, A= i BRSBTS AL, AR AR AT AE R B p A R E P —
5E PR R 23 1]

B9 Eh S R TR g [ P e 42 A TR B SRR, B4G T 2002 4E, S EE K T I AR B A R A BT R 1
WM& SRR, —EBOLT W PR R RETG, QUETH ISR R R .
CHEST . Uz C“FRTT SN, DLABT . KA TR G EEA BRI, 55 )1
DX A, )4 I s XA P R . B AR A B a2 X — v AR T 3 AR R R 4 A
TS AF. REESIEFF AR, REMN, BEARKRENNG. = 5Bk A& X &SR
HENVUSN I ELEE 2> N 77.58%. 67.03%F1 67.82%, & EbiE[1], KA RIF AR, A CLLE T
TARMAFE RS “AHS” PATRE, RIFE DA NSRS AE—En &, 54t
Bt PAE M SRR R, ISR MM SREK T T . HUR IR IE SRR T T B SRR ST T —
SEM E TS B AR SCIE I B SRS A DG . STk iR, EXT E B s AR T R IELIR . T
SEAE DL SRR SR B BORME R Al L, X AR A A F I B B SRS AT T IR B AT
BEXT DA BB SRS AP TE I I B AR S S B A 7 58, SREE T B R P RES R RIS, X R Ak
JBH — BB X, Be AR L AR A — S B e T T S5

2. WiHIIR 3 Hr

WE vk NOBUEFEA LT, g REIERY, 2023 SR E L N B E N 6.9 12, [FHFEARTF.
W ] A B B R SR e IR T, T SR AR A DhRRAL. MR R SRS £
PE A S ETE T, Hh e P AR T T RO R S 2] fEFRIE PA gk 7T, 2018 AT
SOk TEh 21.2 J3Nl, 2017 4E04 265 Jig, [RILL R FE 16.71%, ~FIMHEEL BRI 5.26%. Hod ottt —
UCPE AR FH AL LR 0 R L3 11.76%, ~FIMAE R LLIG K 14.07%. Fodr, A DR 2, 20 42.02%,
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1l 34.48% [3]. ARHE 2018 4Fr [F A= 3% FH 40 AR F A L0 VOB, — b AR R O R
farg, WO EA 75.3 N, [FHIEHNT 14.62%, s H LK 0.72%. DP9 #4 A 2884.8 35 e/,
HECSPEIORE N 5927.7 S0/, XA 1 B [ [ N 7= SR, A AT AT A A A T k(4]

2.1, TR IR

REENA L, Ar-mamda. He, ERE. BERL EE. 5% B, Al 2%, EE.
By aItL, PERAEE AN RRER A ERRESR G BT JREE. AR AR Al A E S
A LA ABC. /RN AR MEA: i, R EE. UG, Db, S8R /b
e, EH. EE. WA, TERE. AT 5.

L A R R O T G 2 1 AT P i AN R ASIE AT, I i AR A H ) SR HE S
Wy R G i o — 07 T U BRI G683 P 5 R D8O A T TR i S 2R THD AR B P 5 B AR 2, o
SR Sk A AR T it R 22 DAMA ST AT 22 AR B S RPN, DASRTE v 5o, B andP 87 = i i 1
AR FlexFoam #45, Fr s ANTE 1.5 Jo+, AN JE i 2L Y TUAE v SR i s A AR RF P i A AT
BRI E 22 [l o “ kNS A R s 2 I AR (R, BRI 200 1.5 Jo). I DA R A (T
i, AR A 1~1.2 JT) [6] (W 1).

Table 1. The competition of the main single product of the head sanitary napkin brand

=1 KDEMRMETEREFHER
Bl AL TR P E piER PRI 22 H A ABC B (H AR A

WETAETRE BRSO S U@ifﬁ T N .

TS
e wisiesy M AmET UL om0 E%
BT
A PR B S ik 555 N ; ; S
A4 g%éﬁm ® M wﬁﬁa NABES  KMS FA LA T
. kK
s by ; w“.ﬁ("‘:"
7 w% 715255 2wl
é}%%1§%%g 1.6 1.5~1.6 1.5 1.2~1.4 0.75 0.75 1~1.1

KPR E P A: i3 5 B /N3 B 4 2 Sz, B 2010 £ERUSK, FRE A AT MLHE NS
W, WimEh AR E, KEALTNER TS . B EELF R EEEE, 2022 45470 CR5 & i
T %00 34.6%, %% 2013 4EFE Tt 6.1 NE 4 s ATMLET ALK SR G EE2SE] . ABC N IE =&k, T4kt
A (BRI BT R IE[7]. B2 (H B AL S WG FREE). AME—ZRMBERIE. ETE . mEL.
SRTITHE) 03 806 BT Tt 2022 SR 2k A8t — 2 i U 473 71l 9 4.5%. 24.1%, 73 3I%% 2013 R8T 2.2,
6.4 NME R[8]. XM A L, BWARE DA ATIEN FEZS N FAEE. @miEL. 536 R
TTHERI -G 25 (A, 30K b A I R ) RS g ORS00 9 T K Tl 4.

2.2. NEIIR

221, NEER
E AR R AR A& TR “ H 1. . R IS, SO TS R A TE . — B
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gL, AT RPN RER A FE T EEH . BRI ET HESE AL Ol RS AN, it
o3 T RUHET 077 (G B PR L 2 ) 7 i 22 A AR U AN R AR A LB DL AR 2R 51, 3 T [
MEEHE R, BRI BN S, WEHIEK, RIERIERLS, RN R, fZR= 05,
BARRETIRE, I HIA 25 B AHER[9].

2.2.2. AFTHIRK

FRAE B 23 7] 2023 4 AR T, 71 WP RSN 28k 9 FH 5095.52 15 7, 5% AR [FI#3E in 70.67%.
WERBNSCR B35, 2021 SEFE ARG L A 29 TA[10], WHABLH T 2 3KE0H ™ i, ¥ 78 7 AHLAiHR ™
LI LECH . IS RIS TIERA R, AT HTEMTS A 5 TAERSAE
JEN E AR AT, TEFRE Lotk AR RT3 b SR TSR A, AR RS T . 7 R A
[WIRENN, B2 AEH SN IF R T RN RS, mME B A EANEFEALE T
KM AR P22, PIESEETE, RSB ERmN, A E R BT 65 i A &
RAE, WMEWAREDZ 26 ik ERMEEG SN =5, OlE 6 H P ey kmes, XFfE
FUE T LA 8 5 i AL DX S5 N AR B, B AT DAERAR = i, SRR 9 R

X 5 3 2 B AP RS R T 5 Sk Jy, B AR LT TR T, B H SR .
AL LR FRAN A PR G Ty T RS, BTG i DLRF SRR AL S R SR AN T RE, ) 2 SR AL N
A FIEFIE B o (RIS, ISEHET B R B R, KRR R W L, 3R R A i A
WEcHEdE, AR AN 11.84 127, BEFFEIAMGK 25.04%, HAdEsm = “Jlm” TAm
PN o 2 =] AR TN B 959 [11]

618 KARME N KA H RS (4475 30, 2024 St B il ELARR M, A JIIRN BB AR %, HfE
FLEAR, 22 FRAEEEINE R 7, WRIE SR TR, RIE 2023 4F fLpE K A3 ik 2E &8 10%, A+
2023 FHEW AL 7.5 1470, [FIE+102%, iX—BEHIE 2024 FAHLIAES:, HERERALE] 2.96
275, [FLE+151%. HR4E 24 4F 618 Mk, B AU 8 AR TR S BRF SR AR T, 618 KA/ AR /hH &
BHEFE T 120%/290%/230% . R4 A SR Won, BH A E 23Q3 —HARI S FEHLE A, GMV 5
FEME 21Q4 1) 4% THE] 24Q1 1) 23%. FHELELLHEMAC, LGN ZRF 678 2 PP KGE
(W% 2).

Table 2. Performance of FREEMORE during the 618 grand promotion in 2024
< 2.2024 FEHAR 618 XKIEBHSRKM

2024 4EH B A 618 KRR

A=) KA SITE] it e e T
Eatd 15 {2+BOLE, RS R [F] BRI N 330%+
B& THH—, HEDIELIEK 290%+
R AP, SR LR 1200%+
KA TEEH A RS, AR BUR LI K 270%+
=2 AR\, AR SR R B IR EL I 380% + 2 T
HAR ANPTEEAEH —, HEBR LI 2300%+

AR AR BE A AT [12].
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3. EfHI0RR
3.1 EmERIEAHE

FEHLR & R i R 22 R MEAE L JC O BB, T IRE A T o 15 RE L TH 2 2 E BRI H K7 itk
PR o XTI LA F LSS B B, A e a TR T iE P 4R W A E L B e, i AR 18 A
P EEZGENL T H BRI LNENURIS 2o, (XA E AR 1 T332 ARV, K O Lo P A S A 0 L B
FEAN, XA FEAAE G 2 SRR P K EE 23, [RIREGS v S K A T ™ i A s 2L oK.
UL PE AR B AR A SR 2R O T g, A A SN 7 b P 7 30 P A e B e P o i S 0 2 1 U
Tl BN A A TR A, 0 BA TR B AU DL IE R A R O™ B R, (B, A
A RAE M BRI IR TR e, TohE 2RI L BAT BRI I B AR [13].

3.2. MmEBHREMKKSE

FERZ DA G, H R S MEANTE ] o 3 980 T B i B TR 2 B4 B A
JETT, X b R AR IR IR EO A i A PS5 5 T R BRI 59« SR R (1 e PR PR ASE AT B e AT 9
F L EICAZ AR Z, HME LA FAt i O B S X [14] . HEEE, JR3EMME EBCER Lk, 18
AR, WWERGIN; BiA PAENRRMIERERC “Am” “EHE” N7 R, B1E
PR AR b, X EETTRIERAF R AR, B, SRR CH R RTRE S S SE PR D) e
RV (AR AL 7 Bl P 558) 2 8] B R IR AN % 5K, 3 B0 9 38 (2 W S S LUK i U B 5 77 b R PE AR 4G
FEAFREWEEIAN S B, MBS EIA N A ETIN — 2. X2k 330 R A R
PEVRVE, SO R RIS . Blin, AR AR R, AT SR S IR E N, A R
HIGUEE, SRZ G B RO E AR .

3.3. MMBREEAE

HHES TAENMEILEY—, RRAESHEETE L, BHAENERMN A d S a4 HH e
MAEEREQ240mm, 814140 ), Wik 43.2 0, HHARRZRE TAEMASERHEKM, 12 )M
39.9 G, MR —1b2HH A PANH—NMER. 17 LREREE R E £, Ermiigh, 0
AR E YRR, T 23 NG T 027 i (B INE R S R BT RE SR AL IO R AR B, B FR SR 7=
RO B e i, AR T AFEE SRR X AR Flin, 7R, B s
S IRTREAN I — S TN LU SR TE R TS, S EBR AT SRR L, LS RS M R )
Uit JE RSB A NG, A T LA 00 35 0 v i 7 R BRI 2 v T B RE ) AT R SR TR
ST SR AR 3 o 1) AT 2 0 Lo R R Z R 5] 7, XA AR U AHE T i S 2 A AR K
WA E N, X B 2 S SRR K

34. BERERKAE

FIAT 2024 4F L2407 ML A B R R SRIE B B A 2 — A 8 mnd i G, phs-F B L —. R
Gt 200, #f2 2T 10% [15]. 2w DL S ITFEAL T Eod A e, i AN SRIE P N BOR, (HH
i R AR FIEA T, A ET R AT T B K25 5 LIRS BT, R 6 8% & LU B it
HEATAENLEBEANE TR 2R, 22, MB. BEFVE, BEEHEERN, £l
AURR P22 MRS L, H B AR S THERE . AR AR L B R B .
WA FEALSE G & (. B ARS . PR RTF . DL LRIK SRR, BERAAR
i, HEE(aSE. HR. ) FNRIERE I AR, RINHEAZEA RS ERHRAAE, %K
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BT S A Al RAERT B LR, WA =] AT R R SR AR 6, 2028 £
G EALL 83.3%, HAlF S BN G BN, RRIAEKIIREE . BALLESRE, &
] 24 P SR U LAY 14%, SRR SR SKE A S PRI A ) 419% 2 BB AU L AT A UK
ZH, RKREEE A FINGEL B2 TG BN, FFECE B0 TS S 2 FEE T BRI EET, 2 ot
KSR 1K [16] -

4, BRI
4.1. BIFTRR L FT~ M

SEAL R ) A AR B 95% K TAE TRON o EERREE R0 E WO K A O IR B R
o #ERDAEMEITR, WEBE 57 AR AR A b, F AR T A T e S = A
He (1) WEWEM . PRI, RN ARIEIR. (2) Ff& R, 360° Pl A B2 % OrF
3 B AR 5, MBI REAR T (3) PRSI H o R A v RT DA
TRAH Bt A 1A B 22O 27 IS 5 (0 = AR et SO BEAR G BE Tt SE 7 [ R AR AT 2 M«
I MIX = AT AT SCE R AT, DAHERRSR I, T RUR S BUE R R, RIS AT BT
ZhF AR R AT o EAREEAY CUOT T, AL BRI e AR MR AR A, B T B
B3R EE AL KA, JEEM BB E A, T S T AR E SR IR R
) H 75T, B0 2 i AT R, SR e R R . IR ARG, W AR e B
RLATNIT 584 /7, SRR R] R R R -

4.2. BEMEREER

it AR (K IS AN B TR TE™ b B B, SR RENE D S AN S R ) R R, D et R 0
RIEMRRE BT fERZ DA NS, SRR TS . 5 70 G037 55 B 1k
MRREE, SR B 7 L UME, A R B RA R AR TR RS .
5B AL G SRR AR SR . IRTESETE SO BRI R 22 57, RV Bl Lo v AR ST AR AR (Y R ED 2
P EAE AR R P A S R AL E . TR R SRR s R B iy M7 OB R
MG, FREFEERANE NG, ST IR R RS A A B T S e, BE
ORI P IR o BERE SR 98 BT IR o 877 i AR VTS T, BN R AT B 1 7T
UL SR IR AR I B s . RS ERMERE, RIS, TSR 2
B TV RTS8 SR AF A SR I B 0 1 SR MRS W Sehnife . (R TR AR
JiT, SRR AR, R SRR AL E B L W7D BURTAT B EAE SR DL T B A e
R AE ST AR ) K P . M HGRRIRZ IR dh i, — DA E S 1 S RE s
WSV 2B I E DG, STENAATAI A L, HETTTLE i REAE SR B 8 AR Th RS20 7045 AR BTS2 7T -

4.3. BUHEBRTT

RORAERE B i S A g, B DA E T R, SRl 3 T A T B B A e
K, AFRNETEFFEARAE ST, 3T EE 2R R X SE AL .

e © PR TR TR RSP, RS RE I A BOR A i AR, st
FISOKARL. RIRE RS, 3-TH R E M BATERE. @ AR L, BREEL FerX, KA
R ARG R ST B AR, N S PN . SE IR ST i 2 SR M4 R E
MR35, BIUIIRYETE B R R ERIAF R BEE. SR AN, siF Ak LEEE S E AT
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PR T © PR LEARAL: EORIE SRS T, @A =i RS o, HE
AR R I i R Ao B0, A RS, SRR 2R BT, (ERR R dh SR AR Th REA %
S BEEI A G BICRAE, 1RV P AEN DUE AL I T KB 2 (077 . @ RIE R R
et bRz St N LASMI T, AR IX T, 5 i 2 . FHE ek, @ Z M
4. JTReARHEIESD, WITHr KT AR G I I A S dh . FERI R e BEAR T E . AT
HEEEALTTI, P A I L X RN 4

4.4. BB HERIE
L A E RIS LR, LT R A Oy K

BIEATRERE

B2B B2CEi# SHAERD IR
K AVIN=
TR TEEHEE 1STEINER
HERE

2017 =4IE k=3

v 0203746 BER
Bl s A ms AN =T eEARV

Figure 1. Baiya sanitary products company’s e-commerce sales channel
1. BT AAAREFEHEERE

BARBIR EHAE FENE HEE3
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o Mg 4T N LI ORI S v DR
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Figure 2. Suggested diagram of the marketing plan for the whole year
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MTBIREIR ST HE) R

442 @k F&TEHT)

BURIR R R B R ER, @iz IS BEAXS T UE AT s F s Be AT . B an 51 N8
RETROE. HESWARRGERAMEARTR, SO MR, AT, BERS SR E )
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2 b SINTNAEERIN, W R AR, IR S #E XSS FRE, 5714 bR
TR AT A FTERIE P E AT AN, SRR A1 RS G0 B A7 b S ZRAE s i T SRR 2 44
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20%), = urPR A T(10%+), L MAREAIE E MR R, FHERFP RS, 23 F KA/ZHRIE SR
KAy AN 44.7%050.6%, [FIEL+2.6/+0.2 pet [17]. AKAE SR A P34 X2 iRl B R T2 51 B 25
100 RIX AR A E A

4.4.3. FiRGhEE

ERE . B AND RSP 6 R AR PEA R . R RS A, B R
[18] (MLIE] 2)o A AT DLid B 8 AR i S 4T 7=, b ] DUk SR i L b 48 s ACEcare R 511
B, Bl AR I i, S R A i USSR BU AR F bk, SRR iR S
H, RGBS, N E 52 RSNy, RE R FTIE SR P, &S Rz 1L X N2 5
NRIEH X ) Lo A8 P RAERARIESN (E2 X AR K FGPY N HE . AN FER S T dbE e s
SEyef, SRTE R R AR R AR S A ST BB MR S S ARG, A e R R
T RIS RN R A

4.44. EE{REHER

Z 5% KT A KRR sh s H BRI 2), 2 2 IR BRI 430 ik, L Zim 30,
WS N . TR . AT DAL 2 I, RS RREE R B B i, R HALYSEAR
F, KRS B R R IR B S S R OB A S 11, 618 2, DIHTHN. A
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DOI: 10.12677/ecl.2025.141262 2099 N e


https://doi.org/10.12677/ecl.2025.141262

5. 45

FE DA a2~ FIAE D E 2002 G2 BT IR L df i, 200 22 4R 1K) R R LA IR ) TLAE D 0 o
R RAAN R L i, R e A LE AR B AT A & ST SO AE T vh i 1 — 2 3.
ARECT AT FE Py RSk AR T R — 22, AT SR VB A B AT EORINE T, M
BRI —EIE, MAGBEETa, mMAEERETIRY . AR, BERRRI. BiEEH. Mt
W55 B LB 5 LUK S B S T TR AR SRR T, S RE NS B P M LA 2 R AE [ A TS
e BER .

SE0Ek

[1]1 E4UESE 5T FT[EB/OL].
https://inst.gjzg.com.cn/inst-res/report/1345273179593158656?from_page=wz_general_search, 2024-10-05.

[21 EZEgitR[EB/OL]. https://www.stats.gov.cn/, 2024-09-30.

[31 A, skE22, FPUR. b E AT 484700 2018 SEMEDL AT B B[], 34845 K, 2019(6): 35-47.

[4] 2018 4F-H [E A vk A 4N P AR A ik i B 3], 14545 8, 2019(3): 73.

[6] BE. R AFE Lk PA DRI AR KA FL[D]: [l -2 A0 50, bl E#gsgiE e, 2012,

[6] BRiEm, A, 7oF, 45 AEHSE ST r——URA MBI T ERER, 2022(9): 59-61.

[7] (R, 2Rk BRI R Lo PEIR SO P ot it R 0 SRS SR 5 (0], W8 Pl AR o B sk (R 2 BHRR), 2018, 28(1):
37-42.

[8] FhEH, TRWEME, £48, 55. 2020 4 — K PE LA H AT BERLAT R[] 3405 ., 2021(11): 48-57.
[91 & W #[EB/OL]. https://www.baiya.cn/about-us/, 2024-10-03.
[10] 42 7= NLA e [EB/OL]. https://www.huaon.com/channel/comdata/727306.html, 2024-10-05.

[11] A EARIATIIE 255 7T BE [EB/OL].
https://data.eastmoney.com/report/zw_stock.jshtml?infocode=AP202408281639521108, 2024-10-09.

[12] 35 RS A A5 [EB/OLY]. https://mp.weixin.qq.com/s/gYUgSd_LONmDWOQPXCylJbw, 2024-10-13.

[13] AR, 2Rk = Lot RO P it it R B SR R ). 9 R TR S e S AR (R 2 B, 2018, 28(1):
37-42.

[14] HHIZZE. WHWmE Emoji 18 PAR TN EHAER[I]. MIE S, 2016(Z2): 18-19.

[15] AW, NONOLADY A & gt 7 [D]: [l 220 ). Lk AR, 2021,

[16] FEIALL, M. U2 DA Al X 244 755 A U0 v S [ 0], AR RS Mk, 2016(23): 30-31.

[17] FEEF. HEM+ 5 NS E S RIS R[] IR R K B ERNBA 2 e 24 3R, 2019(4): 64-65.
[18] XM, IRBELL. S EE"ME X B LR RN T ERIEZE, 2017, 31(5): 12-20.

DOI: 10.12677/ecl.2025.141262 2100 N e


https://doi.org/10.12677/ecl.2025.141262
https://inst.gjzq.com.cn/inst-res/report/1345273179593158656?from_page=wz_general_search
https://www.stats.gov.cn/
https://www.baiya.cn/about-us/
https://www.huaon.com/channel/comdata/727306.html
https://data.eastmoney.com/report/zw_stock.jshtml?infocode=AP202408281639521108
https://mp.weixin.qq.com/s/gYUqSd_LONmDWQPXCyIJbw

	电商背景下的卫生巾营销问题与策略浅析
	——以自由点卫生巾品牌为例
	摘  要
	关键词
	Analysis of Marketing Problems and Strategies in Sanitary Napkin Industry under E-Commerce Background
	—Taking the FREEMORE Anitary Napkin Brand as an Example
	Abstract
	Keywords
	1. 引言
	2. 市场现状分析
	2.1. 行业市场现状
	2.2. 公司现状分析
	2.2.1. 公司概况
	2.2.2. 公司市场现状


	3. 营销问题
	3.1. 产品策略方面
	3.2. 品牌形象定位策略方面
	3.3. 价格策略方面
	3.4. 电商渠道策略方面

	4. 营销策略优化
	4.1. 创新研发新产品
	4.2. 塑造个性品牌形象
	4.3. 细化消费市场
	4.4. 拓宽电商销售渠道
	4.4.1. 扩大电商平台知名度
	4.4.2. 增强线上线下互动
	4.4.3. 新媒体运营
	4.4.4. 丰富促销策略


	5. 结语
	参考文献

