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Abstract

This study focuses on Sam’s innovation and transformation in the context of the Internet economy. It
covers the development history, market positioning, and specific marketing strategies of Sam’s Club in
China, including product strategy, channel strategy, price strategy, and promotion strategy. Sam’s Club
attracts and maintains customer loyalty through precise market positioning, product differentiation,
and innovative promotional activities. At the same time, the store continues to explore new marketing
methods to adapt to changes in the times and solidify its market position in fierce competition.
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