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Abstract

In the increasingly fierce competition of e-commerce platforms, various promotional strategies
have become an important way for merchants to attract consumers. Promotion strategies based on
consumer psychology can help e-commerce platforms to deeply grasp consumers’ shopping psychol-
ogy, so as to effectively guide their purchasing decisions. However, there are often many problems in
the application of the current promotion strategy, such as excessive promotion, unclear information
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transmission, excessive promotion leading to the decline of brand value and the mismatch between
promotional activities and consumer demand. Therefore, this paper analyzes the possible problems
in the e-commerce promotion strategy based on consumer psychology, and puts forward targeted
improvement measures, such as improving the periodicity and limitation of promotion, optimizing
the way of conveying promotional information, limiting excessive promotion to maintain brand value,
and customizing personalized promotional activities.
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Table 1. Changes in promotion intensity and brand value (taking Apple and Huawei as examples)
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Table 2. Specific applications of periodic and limited promotion strategies
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Table 3. Optimization strategy of promotion information of e-commerce platform based on consumer psychology
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