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Abstract

With the continuous improvement of the living standards of our country’s citizens, consumers’ de-
mands have become increasingly personalized and differentiated. This article takes the Pop Mart
trendy toy company as the research object and conducts an in-depth exploration of Pop Mart’s mar-
keting model. Using the internal and external environment analysis method, it analyzes the com-
pany’s development overview, marketing environment, and existing problems. Combined with the
theory of communication effect levels, it analyzes from the aspects of cognition, action, and percep-
tion to conclude that Pop Mart Company can better improve its marketing and communication strat-
egies for its toy box products by innovating products, enhancing product and after-sales service
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quality, reasonably formulating price strategies for toy boxes, and expanding and enriching content
strategies.
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Figure 1. Proportion of business models of Pop Mart
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Figure 2. Number of fans of major e-commerce platform flagship stores (ten thousand people)
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Figure 3. Online sales on foreign platforms
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Figure 4. Online sales on domestic platforms
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Table 3. Proportion of consumers by age
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Table 4. Proportion of consumers by occupation
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Figure 5. The channels through which Pop Mart is understood
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Table 5. Scenarios with frequent contact with Pop Mart
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Table 6. Attention level of Pop Mart
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Table 7. Have you ever purchased products from Pop Mart
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Table 8. Whether future purchases will continue to include products from Pop Mart
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Table 9. Purchase frequency
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Table 10. Physical store (robot store) activity promotion
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Table 11. Promotional activities of e-commerce platforms
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Table 12. Effects of social media communication
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AR T RAFIIRR, BRI 9% 4588 1 G EA= A E, 32T+ T o i e . I «—
MNECH 86 N, (5Ll 15.58%. X578 28 SRR (A R RUR 2 — M, W RS AL 1R N A BT
EARN R I7, WRAEHENARE . X TiX—F, ISR e O —2 7 AT B ARk
AR, @A R RN, W gt AN AR A BN B SIS, SR TR R . A KR
B AN 48 N, A 8.70%, “HEHEAE” BIAECN 32 N, I 5.80%, MFE AL 14.5%.
TR 5318 B VIR AL R SR A EAN, AT AR R RN IR E B 5 MA TR XA . (R RIE A%
ZRA B E AR R F A AT R T RIS M T B AR AN e MR, RN AN
IR, B g AL R s AT X, BLgsk D SR PEA, SR TR R AR, Wk 13 PR,

Table 13. Overall satisfaction with communication effect

* 13 B YREHHEE

NH B4t

E| 3TN 164 29.71%

BRI =N 222 40.22%

— 86 15.58%
PV NI =3 48 8.70%
JEHEAW R 32 5.80%
Mt 552 100%
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3.4.1. INFIBR

FEASHEAA . TR TG E SRR HL R~ & (0 UE i i T AR R IE . DA AT 144 (366) 9], X ey
JEAA B — BB A S L, S ik SRR ISV E RS . — AL AR A S BRI R . Bk el el
B B, YIRS AR IR A R e B R . IR, R 3R 1 3E S e
Bt 5 20 S RN KB X B Y 4N, TR PSRRI AL S RCR vl e S RE . | (158) i “ HoAth” (84) TR i
MEERAR, VX LR E SRR AR TS RBUFE RIS KR, R ser aEsA Y, BE
KAk B AR BRSNS Z AR AL G| T, TSR A DG, T« HAh” IR R
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RO B A THI 7 o ML R B
3.4.2. ITRIBX

VOV I A T HE T B S A, % 59 TCHIN T T RS LA E 69 J6. I FLH 7T A 6
DUE &#ETE 69 LN LA L. B (59 JLRV)IWENEUL 316 N, imm TR, o FREE &
e A B A TTIARE NS IS, SRR B e A ok s, L BRI RE I fh = 2R R
AR T B DA S RS R RIGE T 7 T A IR AR T, BRI LA SZ N kR 3 0. 1T A
At R SR AL I B B SN A AR AR, SIVIDRE A F RS S TSR L, W e e T ik
PR EARI = o TERIRBLR T, HAbTE G SRR = SRS AR B, TR T B R A 6T B

3.4.3. BAEIBR

VIR = 5 2 DUE @ U, P &R 798 2 1 A O RIS O B, I T T K
TN R, KIKRE, W% E RN AR & 2% () PR BT e IBOR H AR S5 JR , Jsib T
SEAMA B (LW Ko Ak, B SRIBEHLIE R A 5 800 38 2 WK R IRAF OO, T = AR 4
WO, FEME 5 SEI AT . HIRFD RN B B Sl DL RSIE I, BRI EZ AR, #
S E N T T RESGR K, TWEAR KBNS, AR, WERAARR B, X
FREHHFe# KU, TTRES BRI AU R IBR, MMM ARSI LR IE . B SR 2
W51 5 9 W S () — KA, (BB AT REA R ST RN . Y B RS B &, ke 3 23 EIm—
PR, 2 UG5 ] R ARIRAR O AR, IR i P T BB 5 30 P e AR U . LT
TR A 1) Sy 5 K B WO I A P 2 R U, BTG 10 2 75 SR 2 A AT DO B I AT 97 AR 4K
fulitEi 2,  HETT R SE )RS .

4. BALEF A RIEHE B REBRL
4.1, INREmEL

4.1.1. IREBERE

TR IR RZAS B K BARBAR, REHE AT S 4R, RIEAER . MR, MR IFSHE, 76 B AR
NBEEFI G B0 &[5]. WK EAE T SR, WnFREsha %, LA P EWET SR
h S iR RS ER . AR W&, PAMEZ RS IRIE, SR, 24RO, B
i HE 2 6] -

BeAh, JFRATHENKT IR, Bt i, AU A/, HEI g ET < HAb 7 1=2E 7 e
TRR R EAR R . BV T . XBRBEAL S SR NI, IR RAE R LA (28 I i R A 45 A
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4.2. {TRIEEL
421 REBIEE
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4.2.2. EFIEME
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4.3. BRAEmE

431 fREEERSIN
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AR H 4w HL AT LI ST BRI Z 4, AT S HE) ™ 5 B0 AESER P S rh BTl ol L S AL
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