E-Commerce Letters HLFRi$5PFiR, 2025, 14(5), 597-602 Hans X
Published Online May 2025 in Hans. https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2025.1451316

INEESR TEHBHEEEHRES
E MG IR R

ESH, AFE, FiEEK, FHh, LEH
VIR 2Ew e, LT M

ks HRA: 202543 H21H; FHBEM: 2025F4711H; KA HM: 20254F5414H

H E

ARFURAERT, AEREETSREERH 5WRART RRACEIT RS R R SO L
. AFFAUINSENESR, RELHHPEETHRRSITECMELERXR, EIBSHHEH
SHNEEENA, BrEH - YR FEVLEIERE RN, BIREnR. SA0Aer B g H
I “RBANEEL” . P “EBRRRAR” KRS SBERERROTFE. Ak, RCHE
“TRORBA - RS - BHERY)” AFEL, RERE TR EGRBME(CLVH2 EEH R, KM
SE Il SERE H RS RIRILETT 5, UARPRERACEAN BRI KRR, SRR LR MELHEE .

B RTINS T AR R SRR SRR R E B - R — A ALRE T, IR BRI T 7 17 o
XA

EREEW, BEEH, YNGR, EeM%, HRETE, 2/ EaRAnECLY)

Research on the Matching of Precision
Marketing Strategy and Pre-Warehouse
Network of Fresh E-Commerce under the
Background of Instant Retail

Xinyu Ren, Yuxuan Fang, Yuhan Ji, Cancan Zong, Guochong Long

Business School of Yangzhou University, Yangzhou Jiangsu

Received: Mar. 21%, 2025; accepted: Apr. 11", 2025; published: May 14, 2025

Abstract

In the digital transformation context, achieving sustainable development through coordinated
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optimization of omnichannel marketing and logistics efficiency is crucial for fresh food e-commerce.
This study, set in instant retail, focuses on the match between its precise marketing strategies and
pre-positioned warehouse networks. By integrating marketing and supply chain management per-
spectives, it reveals how the marketing-logistics coordination mechanism impacts consumer stick-
iness. Research shows fresh food e-commerce faces core issues: “high input, low conversion” in mar-
keting, “overemphasis on delivery, neglect of experience” in logistics, and supply-demand imbal-
ances due to data silos. To tackle these, this paper builds a “demand perception-precise reach-agile
fulfillment” closed-loop model, and proposes a CLV-based stratified marketing strategy, a dynamic
resource matching method via reverse customization and batch marketing, and an innovative path
for integrating logistics experience. In the future, technology-driven personalized recommenda-
tions, intelligent inventory forecasting, and unmanned distribution will optimize the marketing-lo-
gistics integration, guiding the industry’s strategic upgrade.
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