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Abstract

In the increasingly competitive e-commerce industry, building a scientific and reasonable employee
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incentive mechanism is of crucial significance for optimizing marketing strategies. This article fo-
cuses on the employee incentive mechanism of e-commerce enterprises, systematically analyzing
its common models, including salary incentives, promotion incentives, training incentives, etc. It
deeply explores the successful case experiences of Alibaba and other companies, while revealing
the existing problems of single incentive methods and lack of personalization. Research has found
that employee incentive mechanisms can empower marketing strategies from three aspects: ser-
vice quality, innovative thinking, and team collaboration. By building a diverse and personalized
incentive system, innovating marketing methods, and creating a collaborative guarantee mecha-
nism between the two, not only can customer satisfaction be improved, new marketing ideas be
generated, team efficiency be enhanced, but marketing effectiveness can also be significantly im-
proved. This study provides theoretical and practical guidance for e-commerce companies to pro-
mote the coordinated development of employee motivation and marketing strategies, helping e-
commerce companies stand out in fierce market competition.
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