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Abstract

With the rapid development of Internet information technology and the rapid growth of people’s
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consumer demand, the traditional retail model has been difficult to adapt to the pace of modern
society. As a new retail model combining online and offline retail, it effectively makes up for the defi-
ciency of the traditional fresh retail model and promotes the development of fresh product retail.
At the same time, fresh products traditional retail in the process of transformation is facing more
and more problems. In this context, this paper takes fresh product retail as the research object, on
the basis of the analysis of the marketing status and problems of fresh retail, according to the new
retail theory to give suggestions to improve the marketing strategy and the corresponding counter-
measures, to explore the future development potential of fresh product retail industry. Taking
Freshippo as an example, the marketing strategy of fresh goods under the new retail model is dis-
cussed in detail, aiming to provide useful reference for relevant practitioners.
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